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Shakeups Seize 
Colgate in Wake 
of Company Study 


Foreign Subsidiary Execs 
Head Up Units of New 
‘Vertical’ Management 


New York, April 11—A reorgan- 
ization that is rocking the boat 
from stem to stern is under way 
at the Colgate-Palmolive Co. 

Next major move in an over- 
hauling program aimed at putting 
the troubled company into a verti- 
cal product manager setup similar 
to other soap giants (Procter & 
Gamble and Lever Bros.) will be 
the naming of Carl Grace to head 
up the toilet articles division, 
which will be reorganized along 
the lines of the recently created 
household products division. 

Mr. Grace is currently executive 
vp, director and general manager 
of Colgate-Palmolive Co. Ltd. of 
Canada. Announcement of his ap- 
pointment as division head is ex- 
pected shortly. 


® He will assume a position com- 
parable to that of William T. Mil- 
ler, who last month was brought 
in from Mexico, where he was 
president and general manager of 
the Mexican subsidiary, to head 
up the new household products di- 
vision. 

Underneath Mr. Grace will be 
Robert E. Hilbrant, now vp and 
general manager of the toilet arti- 

(Continued on Page 105) 


Filters Will Get 
40% of ‘57 Cigaret 
Market: Whitaker 


Jersey City, April 11—Filter- 
tipped cigarets will have at least 
40% of the total cigaret market 


this year compared with 30% in|~* 


1956, John C. Whitaker, board 
chairman of R. J. Reynolds Tobac- 
co Co., told stockholders yesterday 
at the company’s annual meeting. 
The company’s two filter-tip cig- 
aret brands, Winston and Salem, 
have contributed substantially to 


the company’s greater business | % 


volume, Mr. Whitaker said. Sales 


of Winston, which attained nation-|.- 
al leadership in the filter-tip field | ‘== 
in its first full year of production, | - 

have been running considerably |: 


above the same period of last year, 
he said. 

Since the introduction in April, 
1956, of Salem, the first filter-tip 
menthol-flavored cigaret on the 
market, sales have increased each 
month, Mr. Whitaker reported. 


s Although he did not release any 
sales figures, Mr. Whitaker said the 
increased sales volume has obliged 
the company to increase its pro- 
duction facilities to plan for great- 
er capacity. During the current 
year, he said, $20,000,000 will be 
spent for new buildings, machinery 
and equipment. 

In addition, because of expand- 
ing business and the increased cost 
of leaf tobacco, Mr. Whitaker said, 
the company has had to increase 
substantially its dollar investment 
in inventories. This, coupled with 
borrowings for tax purposes, has 
necessitated increasing short-term 

(Continued on Page 101) 


‘Shove It Down Their Throats’... 


RAB Plans to ‘Adopt’ an Advertiser 
for All-Out Test of Radio Potency 


Hard-Sell Convention 
Pitch Also Reveals Big 
Advertiser Media Shifts 


Curicaco, April 11—Unawed by 
any atmosphere of peace and soli- 
darity at the NARTB convention, 
Kevin Sweeney and the Radio Ad- 
vertising Bureau proceeded yester- 
day to pistol-whip the competition, 
tv included, with all the old time 
fervor. 

In a rip-roaring preview of its 
1957 media-selling plans, the pro- 


NARTB Meeting 
Radio 


motion group also sketched some 
schemes which ought to be making 
news in the next few months. Here 
are some of them, in the vernac- 
ular of Mr. Sweeney, RAB presi- 
dent: 

1. To dispel any notion that radio 
is simply a “companion” to tele- 
vision, the bureau is going to do 
theultimate in media testing: It 
willtake over a small manufactur- 
er in a highly competitive field, 
then use radio to “shove its prod- 
uct down the throats of the public.” 


RAB was not ready to name the 
field of business or the “adopted” 
company, which it is now negotiat- 
ing to purchase. Nor would it say 
when the campaign will start. But 
it did reveal that the field includes 
11 competitive products, three of 
them representing the “largest ad- 
vertisers in the country.” 


es “We're not going to put this 
company at the top of the heap,” 
said Mr. Sweeney. “But we are 
going to lift it from the bottom to 
third or fourth place.” 

2. Another element in the “slow 
grinding process of beating some 
intelligence into an advertiser” will 
be an expansion of a special proj- 
ect of last year. In a “blitz” pro- 
motional attack, RAB “made life 
hell for two top advertisers over a 
period of 90 days.” This year the 
bureau will have enough money to 
do it to six advertisers. 

3. The bureau unveiled a new 
presentation which consists of 
tape-recorded testimonials by a 
long list of advertising managers 
and account executives. The tapes, 
all collected in the last ten days, 
contain some revealing statements 
on media changes by the advertis- 
ers involved. For example: 


(Continued on Page 104) 


YOUR POST 

IS A PUBLIC SERVICE 
Not A Business For Profit 
LETS KEPITTHAT WAY 


This Message Is Presented ln the Public interest 
By the Following Southern Mew Jersey Busimesses 


DIRECT—An appeal to the public to 
urge that the Post Office be de- 
clared a public service was made in 
this newspaper page by 13 New 
Jersey businesses. The signers hope 
that the ad will inspire other mail 
users to make similar efforts. 


Congress Unit 
Yields; P.O. to 
Resume Service 


Summerfield’s ‘Brink’ 
Tactics Win Okay of 
87% of Deficiency Funds 


WASHINGTON, April 12—The 
prospects of postal embargoes and 
service cuts faded today as mem- 
bers of the House appropriations 
committee cleared the way for fast 
action on most of the deficiency 
appropriation which the depart- 
ment says it needs for normal 
schedules through June 30. 

Temporarily, however, there will 
be service cuts. Postmaster General 
Arthur Summerfield said today 
that postal cutbacks would have to 
remain in effect until the appro- 
priation bill has been passed by 
Congress and signed by the Pres- 


(Continued on Page 8) 
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Reps Cool, but Some 
Station Execs Call Plan 
‘Feasible,’ ‘Interesting’ 


Cuicaco, April 12—Pat Weaver's 
Seattle blast against the networks 
and the announcement of his plan 
for a new type of tv Program Serv- 
ice was not creating much of a 
stir among broadcasters assembled 
here for the National Assn. of Ra- 
dio & Television Broadcasters con- 
vention. 

Reaction ranged from that of a 
representative who dismissed it as 
another one of those dream projects 
that come up periodically in broad- 
casting to another representative 
who feels the service has great 
possibilities for television’s “have 
not” stations. By those he meant 
the independents who must go it 
alone on programming costs in live 
tv. 

An ADVERTISING AGE search of 
the broadcasters’ and representa- 
tives’ suites in the Conrad Hilton 
Hotel turned up no station that has 
jumped on the Weaver bandwagon 
as yet. 

Among the cities Mr. Weaver 
reportedly proposes to include in 
his group are Detroit, St. Louis, 

(Continued on Page 101) 


But Lee Says Disregard 
of FTC Ruling Would 
‘Raise Question’ at FCC 


For other stories and pictures of 
the NARTB convention, see Pages 
2, 82 and 101. 

Curicaco, April 11—The new 
FCC-FTC “liaison” squeeze on 
controversial ads proved to be one 


of the livelier topics of discussion 
jas more than 2,400 members of 


taste” (AA, Feb. 25). 


to handle its advertising, replacing 


Robert Luckie & Co., Birmingham 


handles the account. 


ces 
eee 


Last Minute News Flashes 
Calvert's Modified Copy Theme Gets U. S. Okay 


WASHINGTON, April 12—Calvert Distillers Co., subsidiary of Seagram 
Distillers Corp., New York, will make another copy change, this one 
approved by the alcohol & tobacco tax division of the Treasury De- 
partment. Hé@neeforth Calvert adsewill say: “Clear heads agree there 
is nothing finer in American taste.” 
er the government will seek a cease-and-desist order against Calvert’s 
use of “Clear heads call for Calvert” and “Clear heads call for Calvert 


It has not yet been decided wheth- 


R&R Gets 92% of H. K. Porter Account 


New York, April 12—H. K. Porter Co. has named Ruthrauff & Ryan 


St. Georges & Keyes. Porter named 


R&R because that agency “has offices all over the U. S.” R&R will 
handle 92% of Porter’s ad budget, the remainder being invested by 


(Connors steel division), and Allan 


R. Sills Ltd., Toronto (Henry Disston division, Canada only). The 
company’s annual ad budget is about $1,750,000. 
Gruen Schedules Spot TV Push for $175 Watch 


New York, April 12—The Gruen Watch Co., beginning this month, 
will use spot television in 38 markets to advertise its new men’s 
watch, the Gruen Monaco, retailing at $175. Grey Advertising Agency 


(Additional News Flashes on Page 105) 


FCC-FTC ‘Liaison’ 
Intent, Commissioners Tell NARTB 


Weaver Blasts Nets; 
His Plan Draws Shrugs 


Ex-Boss of NBC-TV 
Says His Program Service 
to Rely on Independents 


Seatrie, April 10—Sylvester L. 
(Pat) Weaver, onetime television 
boss of NBC, not only bit the hand 
that fed him tonight, he gnawed 
on the knuckle. 

Networks, said Mr. Weaver, in 
a speech to the annual advertising 
awards banquet of the Advertis- 
ing & Sales Club of Seattle, are 
“facilities-oriented people,” 
trapped into sole concern with 
heavy-viewer audiences—bound to 
degrade their service and to break 
their rates. 

Network programming will dis- 
miss news, spectaculars, live pro- 
gramming, he said, for heavy au- 
diences. It will “mesmoronize” the 
audience, intent on ratings which 
count as equals “moppets, morons 
and that fragment of our popula- 
tion which looks at anything,” he 
declared. 

At the same time, Mr. Weaver 
announced his new Program Ser- 
vice, which will offer a variety of 
programs to advertisers over a ba- 
sic 15-station network composed of 
independent stations in markets 

(Continued on Page 104) 


Isn't Punitive in 


the broadcasting industry spent 
four days here this week at a con- 
vention dominated by social ac- 
tivity and “wheeling and dealing,” 
with a minimum of work sessions. 

Under a series of questions from 
broadcasters and representatives 
of advertisers, members of the 


| Federal Communications Commis- 


sion who participated in a panel 
discussion yesterday assured the 
convention that FCC does not ex- 
pect stations and networks to drop 
a commercial simply because it 
has been questioned in a Federal 
Trade Commission false advertis- 
ing complaint. 

Pressed for an explanation of 
the FCC’s reasons for forwarding 
FTC advertising complaints to sta- 
tions and networks, Commissioner 
Rosel Hyde insisted FCC was 
merely relaying news of FTC ac- 
tions for the information of broad- 
casters. 


® Responsibility for deciding what 
a station transmits continues to 
rest, as in the past, with the sta- 
tion’s management, Commissioner 
Hyde said. Management may de- 
cide to retain a particular com- 
mercial until a final action has 
been taken by the FTC, he ex- 
plained. Or in other instances it 
may feel required to drop a com- 
mercial, even though it has never 
been subject to any FTC complaint 
or action. 

Where last year’s convention 
featured the dramatic rally of net- 
work affiliates to support ABC, 

(Continued on Page 101) 
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leiden Blames Beer Sales Slide 
on ‘Foot-Dragging Merchandising’ 


Hard Selling Aids Whole 
Industry, Pabst President 
Tells Premium Ad Group 


Cuicaco, April 9—Non-users of 
premiums in the brewing industry 
were blasted today by Marshall S. 
Lachner, president of Pabst Brew- 
ing Co., who accused them of 
“dragging their feet by not ac- 
cepting modern’ merchandising 
ideas that have been proved suc- 
cessful in other industries.” 

In a talk at the National Premi- 
um Buyers Exposition, which is 


prosPpect—Marshall S. Lachner, 

president of Pabst Brewing Co., 

looks over premium items at Pre- 

mium Buyers show. He spoke at 
the convention. 


Mutual Stations 
Favor Net's New 
‘Realistic Radio’ 


ABC Radio Breaks Away 
from TV Network, Names 
Bob Eastman President 


Cuicaco, April 10—Network af- 
filiates at this year’s National 
Assn. of Radio & Television 
Broadcasters convention swam in 
a benign sea of confidence and (as 
far as could be told) contentment. 

Two sets of them, however—on 


NARTB Meeting 
Networks 


the radio side—had something a 
ittle more serious to do than 
exchange sallies with network sta- 
tion relations men. Most impor- 
tantly, Mutual Broadcasting Sys- 
tem affiliates had a decision to 
make on that network’s new 
“realistic” operating plan, one 
which will convert Mutual largely 
into a service rather than sales 
medium, employing a news-and- 
music format—and the acceptance 
of which is conceded to mean 
“life or death” for the network. 


® American Broadcasting Co. ra- 
dio affiliates also had some food 
for thought, though it involved no 
particular decision. During the 
convention Robert E. Eastman of 


John Blair & Co., station represen- | 


tative, was installed in the new 
post of president. He succeeds Don 


Durgin, who was vp in charge until| the new post of manager of the 
two months ago when he left for|/Cleveland office of 


NBC-TV. 
Creation of the position of pres- 
(Continued on Page 32) 


sponsored by the Premium Adver- 
tising Assn. of America, Mr. Lach- 
ner asserted that if brewers 
had used modern merchandising 
methods, the per capita consump- 
tion of beer would not have de- 
creased from 21 gallons a year to 
15, and sales would have followed 
population increases. 

Many companies that do not use 
premiums offer feeble reasons for 
not using them, he said. ‘‘Most of 
these excuses have been used for 
years by some people in the brew- 
ing industry, and there are still 
many in the industry who have 
not, and probably never will, use 
premiums,” Mr. Lachner said. 

By using premium coupons (25¢ 
off on the purchase of a 6 Pak of 
Pabst Blue Ribbon beer) in se- 
lected markets, Pabst has boosted 


beer sales by from 15% to 157%, 
| Mr. Lachner pointed out. 

Pabst currently is engaged in a 
premium promotion in Green Bay, 
Wis., where the company is giving 
1¢ a bottle or can on all sales of 
Pabst beer toward the Green Bay 
|Packer football stadium. Coupled 
| with the coupon offer, Pabst sales 
in Green Bay have jumped 97%, 
he said. 

Mr. Lachner invited premium 
sellers to show their items to the 
Pabst merchandising department 
and also to sell their ideas to 
Pabst competitors. “The more 
people who are aggressively and 
effectively selling beer, the better 
the total beer industry will be, 
and I am willing to take my 
chances that Pabst will get its 
rightful share of a more prosper- 
ous business,” he said. 


® Nestle Co. turned an unsuccess- 
ful ice cream soda promotion into 
a success one year later by offer- 
ing an ice cream scoop as a con- 
sumer premium, according to 
Horace W. R. Barry, merchandis- 
ing manager. 

“The ice cream scoop appeared 
to be the catalyst that translated 
the idea we were trying to sell, 
both to the trade and to the con- 

(Continued on Page 80) 


‘Globe & Mail’ to 
Publish Expanded 
Weekend Newspaper 


ToroNTO, April 11—The Toronto 
Globe & Mail, a six-day newspa- 
per, will expand its Saturday issue, 
beginning May 4, into a weekend 
newspaper. 

Plans calls for Saturday editions 
to include eight sections. These 
will be five news sections, printed 
on regular newsprint, a roto mag- 
azine, a comics section and a tv 
program section. The newspaper 
will sell for 15¢. 

The Globe & Maii said the ex- 
panded issue, to be called the 
Weekly Globe & Mail, will be dis- 
tributed each Saturday morning, 
with the expectation it will be 


available for purchase through 
Sunday. 

Recently, the Toronto Telegram 
started bringing out a seven-sec-| 
tion Sunday newspaper despite the | 
Lord’s Day Act, which, it has been | 
held, forbids Sunday newspapers. | 

The Weekly Globe & Mail’s ad 
jrates are still being determined. 
|On other days of the week, the 
|newspaper gets 75¢ a line. Week- 


day net paid is 253,000. ° 


Wile Named Cleveland Head 
Peter E. Wile has been named to 


Scientific | 
| American. He was formerly a 
member of the Cleveland sales 
staff. 


Hyde 
GREETINGS—Campbell Arnoux, WTAR-TV, Norfolk, and chairman of 
the NARTB tv board, greets FCC Commissioner Rosel Hyde at the 
NARTB convention in Chicago. Waiting his turn is Sol Schildhause, 

KOMA, Oklahoma City. 


Schildhause 


Arnoux 


Growth of Independent Supermarts, Decline 
of Stamp Use Noted by ‘Progressive Grocer’ 


New York, April 10—Chain 
store sales climbed 1% in 1956 over 
1955, but the bulk of the business 
is still done by independents, Pro- 
gressive Grocer says in its 24th an- 
nual survey on grocery distribu- 
tion. 

Food store sales reached $42 bil- 
lion in 1956, according to the re- 
port, and were divided between in- 
dependents ($27 billion) and 
chains ($15 billion). Independents 
now do 63% of the business; chains 
do the remaining 37%. 

Progressive Grocer estimates 
that 27,000 chain and independent 
supermarkets now handle 62% of 
grocery volume. The 65,000 super- 
ettes get 29%, and the 218,000 
small stores handle 9%. 

The most important fact, to 
those responsible for shaping com- 
pany sales and promotion policy, 
the report says, is the phenomenal 
growth of independent supermar- 
ket sales. Sales of this group rock- 
eted from 25% of the total in 1952, 
to 48% of all independent sales in 
1956. 

The chains operated 9,540 super- 
markets in 1952, compared with 7,- 
000 independently owned supers, a 
total of 16,540. 


s But independent supermarkets 
have been increasing at a faster 
rate than chain supers, the report 
says. By 1956 there were 27,100 su- 
permarkets, of which 13,600 were 
independents and 13,500 chain 
units. 

All figures are based on these 
definitions: Supermarkets are 
combination self-service stores 


with annual sales of more than 
$375,000. Superettes are similar 
stores with annual sales of from 
$75,000 to $375,000. Small stores 
are those doing less than $75,000 
annually. Independent stores are 
enterprises of from one to ten mar- 


REGGIE SCHUEBEL, formerly a vp of 
Norman, Craig & Kummel, has 
been named director of network re- 
lations of Guild, Bascom & Bonfigli, 
San Francisco. She will work from 
the agency’s New York office. 


| 


kets under single ownership. Chain 
stores are companies operating 11 
stores or more. 

Trading stamps, the report says, 
“represent the most powerfv! sin- 
gle influence on sales in the past 
three years. Here is a condensed 
report on the future of trading 
stamps as indicated by our study: 

“In 1954, when trading stamps 

(Continued on Page 81) 


TvB Presentation 
Dramatizes Faults 
of Competing Media 


Cuicaco, April 11—The Televi- 
sion Bureau of Advertising made 
its usual strongly competitive pitch 
here this week. 

Prime targets of the Cellomatic 
presentation made during the TvB 
session at the convention were ra- 
dio (which got perhaps the worst 


NARTB Meeting 
TvB 


raking over), magazines and news- 
papers. 

The bureau's story was built 
around a manufacturer in search 
of the best possible salesman to get 
his product to the public. At the 
end of the story, the manufactur- 
er’s choice for the role of the “most 
welcome fella,” the medium which 
is the best substitute for in-person 
selling, turned out to be—to no- 
body’s surprise—television. 


But before the denouement was|/! 


reached, TvB, as the writer as 
well as the star of this tale, took 
the opportunity to sympathize 
fully with all the losing candidates 
for the title of “most welcome 
fella” and to point out their short- 
comings in detail. 


® The radio salesman was char- 


jacterized as one who “works for 


almost nothing, and perhaps he 
should. 

“After all, his favorite customers 
are very seldom yours as a man- 
ufacturer. This salesman is at his 
best in talking to the older homes, 


|the people who buy the least of 


most things, who have small fami- 
lies, who already own most of what 
they want and who prefer the 
peace and quiet of the quiet media. 

“Even though his cost per 1,000 
sales calls is one of the lowest of 
the national salesmen, his cost per 
1,000 sales presents an entirely dif- 
ferent picture,” TvB noted. “Our 
radio salesman is so inexpensive 
that you can buy lots and lots of 
him and send him out into the 

(Continued on Page 36) 


Skouras Joins | 
Toll TV Foes 
in NARTB Talk 


Film Men Argue Program 
Quality; Speakers Ignore 
U.S.’ Block Booking Suit 


Cuicaco, April 11—The anti-toll 
tv forces this week picked up sup- 
port from the head of one of Hol- 
lywood’s biggest motion picture 
companies. 

At a press conference at the 
NARTB convention here this week 
Spyros P. Skouras, president of 


NARTB Meeting 
Film 


20th Century-Fox Film Corp., co- 
owner of the country’s only tv film 
network, NTA Film Network, went 
on record in opposition to pay-as- 
you-see tv. He said he is against 
toll tv because it will not help 
television and would harm motion 
pictures by detracting from their 
position, prestige and importance. 
The motion picture executive 
said that Hollywood can furnish a 
permanent supply of feature mov- 
ies to meet the needs of “free” 
television stations and networks. 
The perfect time lapse between 
theatrical and tv play dates is be- 
tween four and five years, accord- 
ing to Mr. Skouras, who pointed 
out that negotiations already have 
started with the various guilds for 
the release of post-1948 features. 


s The hustling tv film men re- 
ceived only an hour on the four- 
day convention program—a fact 
which Westinghouse’s Richard M. 
Pack likened to trying to do a “See 
(Continued on Page 106) 


Farran Succeeds 
Akers as President 


of Griswold-Eshleman 


CLEVELAND, April 10—Charles 
Farran this week was elected pres- 
ident and chief executive officer of 
Griswold-Eshleman Co., succeed- 
ing Kenneth W. Akers, who be- 
comes chairman. 

The agency also elected Clayton 
Kenney vp and creative director 
and reelected the following of- 


Kenneth Akers 


Charles Farran 


ficers: William A. Weaver, vp and 
assistant treasurer; Lee R. Can- 
field, vp; John F. Davis, secretary- 
treasurer, and Ann Whittlesey, 
controller. 

Mr. Farran, a vp until his elec- 
tion as president, joined Griswold- 
Eshleman in 1928 as a copywriter. 
He subsequently became an assist- 
ant account executive, account ex- 
ecutive, creative director and vp. 

Mr. Akers, who joined the agen- 
cy as creative director in 1934, was 
named exec vp in 1941 and pres- 
ident in 1945. He has disposed of 
his financial interest to his associ- 
ates in the agency. As chairman, he 
will continue to supervise a num- 
ber of accounts and act as consult- 
ant on others. 

Mr. Kenney joined the company 
in 1943 as art director and has had 
additional responsibilities as an ac- 
count executive since 1953. e 
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P&T Names Grant 5: Georges « Keyes — 


for Upgraded 
Toiletries Line 


New Products, New 
Packages for Old Ones 
Will Be Used, Mohr Says 


New York, April 10—Park & 
Tilford Distillers Corp., which last 
month got a new marketing team 
for its toiletries and dyestuffs di- 
vision, this month has a new 
agency and a new line of Tilford 
toiletries. 

Grant Advertising is the new 
agency, succeeding Emil Mogul 
Co., which resigned the division 
account because of product con- 
flicts posed by the new Tilford 
toiletries and by Revlon products 
now in the shop or in the offing. 
Mogul will continue to handle the 
P&T wines and liquors assigned it. 

For Grant this is practically an 
account regained, for it handled 
Lentheric advertising for several 
years for Jack Mohr, former Len- 
theric manager, who joined P&T 
last month as head of the toilet- 
ries and dyestuffs division (AA, 

(Continued on Page 6) 


She Helped 
a Burydhor make 


tis Cetawin 


eee ee 


GETAWAY—This ad by Foote, Cone & 

Belding appealed to editors of a 

Michigan prison newspaper; 80 

they used it as a full-page back 
cover ad. 


Prison Inmates 
Cotton to FC&B’s 
Savings Bond Ad 


SOUTHERN MICHIGAN PRISON, 
April 9—Foote, Cone & Belding 
has hit the jackpot with inmates 
of the Southern Michigan Prison, 
Jackson, Mich. 

FC&B discovered that an ad it 
prepared for the U. S. Savings 
Bond campaign as a public service 
appealed to editors of the prison 
paper, “The Spectator,” published 
by the prison’s inmates. 

The editors thought well enough 
of the ad to feature it as a full 
page ad on the back page of the 
paper. 


s The ad? It’s a tribute to the 
humanitarianism of Jane Addams 
of Hull House, in Chicago. It was 
headlined, “She Helped a Burglar 
Make His Getaway.” Copy told 
how Miss Addams not only al- 
lowed a thief to escape from her 
room, but helped him make his 
getaway. 

In a letter to Foote, Cone & 
Belding, along with a copy of the 
newspaper, Gene Hobart, the 
managing editor of “The Specta- 
tor,” said, “I wish to compliment 
your agency on the fine ad you 
put up. It certainly helped us in 
making up a fine edition. We’re 
just a bunch of amateurs in this 
game, so we welcome assistance.” 


Named to Handle Fiat 


Auto Invasion of U.S. 


| New York, April 10—St. Georges 
& Keyes this week beat out at least 
four other agencies to snag the 
|advertising account of Italy’s Fiat 
| company, latest entry in the Amer- 
jican automobile market. 

| St. Georges made its first over- 
{ture for the account a month ago, 
| after it learned that Fiat was plan- 
| ning to market its cars here. The 
| agency has had automobile experi- 
ence on the New York Pontiac 
Dealers account. It also handles 
several other foreign accounts. 

In the past week Fiat has been 
besieged by agencies. The follow- 
ing were reported to be among the 
unsuccessful bidders: Dorland Ad- 
vertising Agency, Al Paul Lefton 
Co., Roy S. Durstine Inc. and Al- 
bert Woodley Co. 

However, according to a Fiat 
spokesman, St. Georges & Keyes 
had the inside track from the start 
and was the only agency given an 
opportunity to make a full-scale 
presentation. 


s Fiat, the largest industrial en- 
terprise in Italy, is expected to 
spend some $250,000 in advertising, 
with the initial ads scheduled to 
(Continued on Page 6) 


NBC-TV Reports 


Fall Sales Running 


SUMMER SMOKE DREAMS—This is the 
opening page of the four-page ad 


with which P. Lorillard Co. is 
launching Kent cigarets’ first fash- 
ion promotion, in 
with David Crystal, clothing de- 
signer, in Vogue, April 15. 


Filtered Kents, Chiffon... 
Lorillard Joins 
‘Vogue, Crystal 
in Style Drive 


200 Stores Will Take 


60% Ahead of ‘56 


New York, April 10—Sale of 
NBC-TV fall nighttime programs 
is running at a clip 60% faster than 
jlast season’s. 

Chevrolet will sponsor a new 
“Chevy Show” variety series in the 
9-10 p.m., EST, Sunday time pe- 
riod, through Campbell-Ewald. 

Liggett & Myers Tobacco Co. 
(McCann-Erickson) and Radio 
Corp. of America and Whirlpool 
Corp. (both Kenyon & Eckhardt) 
will co-sponsor in the Tuesday 8-9 
p.m., EST, slot. 

Procter & Gamble (Compton Ad- 
vertising), this year’s sponsor of 
the Jane Wyman show Tuesdays at 


and will replace its current vehicle 
with a new show, reportedly titled 
“Meet Mr. McGraw.” 

Aluminum Co. of America and 
Goodyear Tire & Rubber Co., alter- 
nate sponsors this year of the Sun- 
day 9-10 p.m., EST, period, are 
cutting back to alternate sponsor- 
ship of a new half-hour series 
Monday evenings at 9:30. 

Agencies are Fuller & Smith & 
Ross for Alcoa and Young & Rub- 
icam for Goodyear. 


® Current alternate sponsors of 
“Panic,” Liggett & Myers Tobacco 
Co. (McCann-Erickson) and Sales 
Builders Inc. for Max Factor cos- 
metics (Doyle, Dane, Bernbach), 
are moving from Tuesdays to a 
Saturday evening 9-9: 30 p.m., EST, 
time slot. The new program has not 
yet been announced. 

DeSoto and Toni have renewed 
their alternate-week sponsorship of 
“You Bet Your Life,” 8-8:30 p.m., 
EST, Thursdays. Agencies are 
BBDO for DeSoto and North Ad- 
| vertising for Toni. The Borden Co. 
and Procter & Gamble (both 
Young & Rubicam) have renewed 
“The People’s Choice” Thursday 
evenings from 9 to 9:30. 

Other sponsorship deals at 
NBC-TV that are already set for 
next season include: Scott Paper 
Co. (J. Walter Thompson Co.), 
“Gisele Mackenzie Show” Satur- 
days, 9:30-10 p.m., and “Father 
Knows Best” Wednesdays, 8:30- 
9 p.m.; S. C. Johnson & Son (Need- 
ham, Louis & Brorby), “Steve 
Allen Show,” alternate-week spon- 
sorship, Sundays, 8-9 p.m.; and 
Procter & Gamble (Benton & 
Bowles), “Loretta Young Show” 
Sundays, 10-10:30 p.m. 


9 p.m., has renewed the half hour | 


Part in Promotion on 
One-per-City Basis 


New York, April 9—As part of 
its stepped-up advertising and 
merchandising program for Kent 
cigarets, P. Lorillard Co. on April 
15 will launch a Summer Smoke 
campaign, a fashion promotion 
aimed at style-conscious women. 

The campaign breaks in the 
April 15 issue of Vogue with four 
ad pages. Each will feature the 
Summer Smoke theme, a package 
of “filtered-right” Kents, and one 
of four “filtered light” chiffon 
summer fashions specially designed 
for the promotion by couturier 
David Crystal. 

To date, 110 department and spe- 
cialty stores have purchased these 
fashions and have agreed to par- 
ticipate in the promotion, a Loril- 
lard spokesman said. These stores 
will feature the ads and dresses in 
window and store displays, news- 
paper ads and fashion shows built 
around the Summer Smoke theme. 


It is anticipated about 100 addi-| 


| tional stores will join the promo- 
|tion. Participants are limited to 
(Continued on Page 106) 
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This is BETTE R-ness 


GOOD, BETTER, BEST—Timken Roller Bearing Co.’s latest campaign in 
a 45-year effort to pre-sell its bearings to the American public is 
based on a “Better-ness” theme—epitomizing the American itch for 
a better way to do things, Timken says. The campaign kicked off 
with this color spread in Newsweek and U.S. News & World Report 
last week, plus a b&w ad in the Wall Street Journal. Batten, 
Barton, Durstine & Osborn, Cleveland, is the agency. 


Tyler Hits Grocery 


Image-Building Ads Are 
Better, Burnett VP Tells 
Super Market Institute 


| 
CLEVELAND, April 10—Many su- | 
| permarkets are wasting advertising 
dollars, addressing their ads to a | 
customer who no longer exists, 
William D. Tyler, vp of Leo Bur- 
nett Co., warned the industry here. 

“Food ads still talk to the house- 
wife as though she were on relief,” 
Mr. Tyler said, “and huddled with 


Sunkist's Dry Ice 
‘Displays Will Push 


Frozen Lemonade 


Los ANGELEs, April 10—This 
summer Sunkist Growers will run 
a national campaign on its dry ice 
displays, which are designed to 
move frozen lemonade out of the 
freezer section and into traffic hot 
spots where it can be merchandised 
with other high-profit related 
items. 

The displays may be put any- 
where in a market, because they 
permit holding of frozen items 
by means of dry ice, rather than 
in conventional freezer cabinets 
which are permanent installations 
and cannot be moved because of 
necessary electrical and other con- 
nections. 

The national campaign will be 
based on results of tests last year 
in which results were considered 
extremely good, according to Har- 
old Ackley, manager of advertis- 
ing and promotion for the prod- 
ucts divisions of Sunkist. 


s Plans call for brokers’ detail 
men to work with market operat- 
ors in setting up dry ice displays 
for merchandising with related 
products like cookies, pretzels, 
napkins, paper plates, cold cuts, 
and other warm weather and pic- 
nic items. 

The promotion will be backed 
with extensive point of sale mate- 
rial and Sunkist advertising and 
publicity. » 


Chilton Boosts McKenna 
Chilton Co., Philadelphia, has 


appointed Robert E. McKenna pub- 
lisher of Electronic Industries & 
Tele-Tech. Maurice Clements, for- 
mer publisher, will remain with 
the publication in a consulting ca- 
pacity. Mr. McKenna joined Chil- 
ton in 1952 and also is publisher of 
iother Chilton publications. 


—— 


Ads for ‘Treating 


Housewife as if She Were on Relief 


her tattered brood around a news- 
paper spread out on the floor of 
her cold water flat. 

“She is reading—or so it would 
seem,” Mr. Tyler said, “—with the 
fingers of one hand clutching a few 
miserable pennies while the other 
hand runs slowly down the food 
columns, spelling out and compar- 
ing the prices of one chain against 
those of another.” 

Mr. Tyler berated this “price 
advertising” at the 20th annual 
convention of the Super Market 
Institute, which heard other speak- 
ers urge supermarket operators to 
sponsor institutional advertising to 
win the confidence and loans of 
bankers, and also heard that the 
bloom may be off the trading 
stamp boom. 


s In the course of four days of 
aisle mushing and of munching, the 
14,000 SMI delegates digested these 
appetizing reports: 


e Last year’s supermarket sales 
rose 18% over 1955, the largest 


(Continued on Page 103) 


BBDO Placed Most 
Business Paper Ads: 
‘Industrial Marketing’ 


Cuicaco, April 10—Batten, Bar- 
ton, Durstine & Osborn led the list 
of agencies placing industrial ad- 
vertising during 1956. 

According to Industrial Market- 
ing, which presents its annual ex- 
clusive tabulation in its April is- 
sue, BBDO placed 23,571 pages in 
1956, making it the leader for the 
sixth consecutive year. 


® In second place was Fuller & 
Smith & Ross, with 20,815 pages. 
J. Walter Thompson Co. was in 
third place with 10,654 pages. 

The average increase in pages in 
56 over '55 for the 25 top agencies 
was 9.4%. 

A total of 309 agencies took part 
in the survey. They placed 500,072 
pages of business paper advertis- 
ing, a 7.4% gain over 1955. 


The top 25 agencies were: 
1956 -—Pages— 1955 
Rank 1956 1955 Rank 
1. Batten, Barton, Durstine 
& Osborn ............ 23,571 21,017 1 
2. Fuller & Smith & 
BOM waiiesabeiieninns 20,815 18,186 2 
3. J. Walter Thompson 
ne 20,4654 17,743 3 
4.G. M. Basford Co. 15479 13,894 4 
5. McCann-Erickson .... 11,505 10,367 6 
6.N. W. Ayer & Son 11,366 11,126 5 
7. Cockfield, Brown & 
Ga, 068... 7A3%6 9 
8. Klau-Van Pi 
Dunlap 7,220 11 
9. Albert Frank- 
Guenther Low ...... 8218 8,167 8 
10. Marsteller, Rickard, 
Gebhordt & Reed 8,177 7,403 10 
11. Buchen Co. ............ 7,821 8219 7 
12. Ketchum, Macleod 
& Grove ...... . 7332 5945 15 
13. Geare-Marston .... 6882 6,777 13 
14. Campbell-Ewald Co. 6,835 6,820 12 
15. MacManus, John & 
pr 6,704 5,644 18 
16. Griswold-Eshleman 
a 6,209 5,857 16 
17. Doremus & Co. ... 6,120 5,500 20 
18. Foote, Cone & 
ee 5,914 5,582 19 
19. Macloren Advertising 
Os, G08 ..daG..d5 5688 5,703 17 
20. Compton Advertis- 
a 5,370 5,000 25 
21. McCarty Co. .......... 5,302 5,272 22 
22. Charles W. Hoyt Co.5,245 4,922 27 
23. Ruthravff & Ryon ... 5,222 5,980 14 
24. Sutherland-Abbott 5,218 5,460 21 
25. Andrews Agency .... 5,050 3,385 40 


Total pages by 
top 25 agencies ..228,144 206,625 
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Biddle Picks Up 
5 Bozell & Jacobs 


Accounts, 4 Statters 


Cuicaco, April 12—Henry Flar- 
sheim, vp and account executive of 
Bozell & Jacobs here, will leave 
the agency May 1 to join the local 
office of Biddle Advertising Co. 
Five Bozell & Jacobs accounts will 
move with him. 

The accounts that will shift are 
Mason Shoe Mfg. Co., Chippewa 
Falls, Wis.; Blake-Walker Co., 
Montreal; George Master Garment 
Co., Ligonier, Ind.; M. P. Brown 
Inc., Burlington, Ia., and John’s 
Nursery, Apopka, Fla. They repre- 
sent more than $500,000 in billings. 

Three other Bozell & Jacobs 
employes who worked closely with 
Mr. Flarsheim will move with him 
to Biddle. They are Robert Engle, 
associate account executive; Todd 
Lief, copywriter, and Mrs. Harold 
Tovatt, secretary. 


At the same time Biddle an- 
nounced that it is expanding its 
local office space by acquiring 
more than half the tenth floor of 
the Lincoln Towers Building, 75 E. 
Wacker Dr. Biddle currently oc- 
cupies the entire seventh floor of 
the building. . 


Vacuum Cooling Sues ABC 

A $1,048,446 damage suit has 
been filed in San Francisco against 
ABC by Walter E. Hettman, at- 
torney and secretary for Vacuum 
Cooling Co., San Francisco. Mr. 
Hettman charged in federal court 
that the network broke an oral 
contract two years ago to carry a 
series of tv programs on 76 sta- 
tions. Vacuum Cooling, which 
made lettuce packing equipment, 
decided to branch out with draw- 
ing kits, according to Mr. Hett- 
man. The kits were to be pro- 
moted with a 13-week children’s 
program which was cancelled by 
the network, the suit charges. 


‘Lucy’ and Jackie 


Leave TV Lineup 


New York, April 12—Two old tv 
standbys—“I Love Lucy” and the 
Jackie Gleason show—won’t be 
back next fall. 

“Lucy” is out of the 9 p.m. Mon- 
day spot at CBS-TV and no fur- 
ther production of the series is 
planned, Film re-runs of the series 
are planned for 7:30 to 8 p.m. 
Wednesdays, with Gold Seal Co.’s 
Glass Wax (Campbell-Mithun) as 
alternate sponsor for 20 weeks, 
and W. A. Sheaffer Pen Co. (Rus- 
sel M. Seeds Co.) the probable 
sponsor of seven instalments. 

American Dairy Assn. was set to 
sponsor the series but withdrew 
when it was scheduled opposite 
ABC-TV’s “Disneyland,” which 
ADA had sponsored for three 
years. A “Perry Mason” film series 
is planned for the Gleason period, 
8 p.m.-9 p.m., Saturday, though no 
somsors have been lined up. 
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buying decisions! 


Here, during the important evening ‘‘decision hours", 
50,000) with MORE BUYING POWER ($8,972, highest Consumer Spendable Income Per 
Household in the entire state) look to THE JOURNAL as a help-mate in making important 
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newspaper! 


new light on on an experienced sales-producer...- 


Evenings are a time for relaxing, for reading, and for planning. And THE ELIZABETH 
DAILY JOURNAL plays a leading role in the ‘‘after dark'' drama which takes place in 
the more than 50,000 Elizabeth and Eastern Union County (N. J.) homes each evening. 
MORE subscribers (now over 


Union County’s 
HOME delivered 


It's been that way for THE JOURNAL's entire 177 year history. What we would like 
you to remember is that this sales influence can work for you, too. 


50,000 PLUS circulation / ROP SPOT and FULL COLOR! 


Elisabeth Daily Pourmal cuzasera r, new sersev 


National Representatives: WARD-GRIFFITH CO., Inc 


Advertising Age, April 15, 1957 


Highlights of This Week's Issue 


This week ADverTIsiInG Ace details TvB findings that spot tv is not 
just a medium for the multi-million dollar spenders. Listed alphabet- 
ically, beginning on Page 44, are 1,206 national and regional adver- 
tisers which spent $20,000 or more in spot tv in 1956. An additional 
3,193 companies used the medium in 1956, but not enough to make they 
$20,000 or more group, the report says. 


RAB plans to “adopt” an advertiser for 
all-out test of radio potency ........ Page 1 
Shakeups seize Colgate-Palmolive in wake 
of company study 
Filters will get 40% of 1957 cigaret market, 
says Reynolds’ Whitaker ............. Page 1 
Pat Weaver's plan creates little stir at 
I eee Page 1 
Farrar succeeds Akers as president of 
Griswold-Eshl Page 2 
Pabst’s Lachner blames beer sales slide on 
“foot-dragging merchandising” .Page 2 
MBS affiliates favor network's “realistic” 
operating plan Page 2? 
Independent supermarkets on way up, 
stamp use down, says Progressive Gro- 


cer Page 2 
Skouras joins toll tv foes in NARTB 
talk Page 2 


TvB presentation at NARTB meet- 
ing dramatizes faults of other 


ee Page 2 
BBDO placed most business paper ads in 
1956: Industrial Marketing ............ Page 3 


Sunkist’s dry ice displays will push frozen 
lemonade ............. Page 8 

Lerillard joins Vogue, ‘Gada in style 
drive ......... Page 3 

Burnett's Sates hits grocery pn for “treat- 
ing housewife as if she were on re- 
lief” sie 

Italy's Fiat names St. Georges & Keyes 
for U. S. invasion 


| Sales of fall nighttime programs up 60%, 


NBC-TV reports ................. Kage 3 
Park & Tilford names Grant ‘ Advertising 
for upgraded toiletries line ........Page 3 
P.o.p. needs a woman's touch, Charlotte 
Montgomery tells Popai meeting .Page 8 
Sen. Schoeppel challenges report on ad- 
men's political contributions. ........ Page 20 
Ronson files three suits to restrain sales of 
“cheap imitations” 
IWT Ltd. bills $15,611,599 in print to rank 
as Britain's biggest agency ........Page 30 
Help advertiser pick best space for ads, 
Publicker’s Schwed tells reps ...... Page 40 
Newspapers are encores to IGA, 
Johler Say. .........00....- Page 41 
D-x Sunray will oh new motor fuel 
with boron added 


zoom 11% 
U. 8. referee okays Roto-Broil debt man- 
yO Kage 6 
Schieffelin launches $500,000 newspaper 
and radio campaign for Almay cos- 
TEED | cestecesnesnsintonpenisrnctenmnnnbioimmenmente Page 61 


Re-evaluate contracts with sources, liquor 
importers are urged .............0....Page 64 
Diamond Crystal ad drive launches new 
package for itS Salt ....ccccccmmdP age 65 
Increase ads or lose business, Giustina 
tells lUMBEFMEN  ..W.........ccccenelKP age 66 


British newspaper and magazine advertis- 
ing hit alltime high in 1956 


Marsteller’s Christian outlines seven steps 
in “orderly marketing process"" Page 70 
Globetrotter Dunaway reports on adver- 


tising in Thailand .............ccme Page 72 
Quarton succeeds Shafte as head of 
NARTB code board ......................Page 7 


ABP honors 28 advertisers = merchan- 
dising publications .......... Page 76 
3. C. Deyle tells of philosophy behind new 
Edsel car Page 85 
Like tried and true fans, most baseball 
sponsors will be back soon 


FTC prepares slap at —— company pro- 
motion claims Page 93 
Greyhound Post @euses gions tesapeeaie 
expansion Page 04 
N. Y¥. Better Business Bureae got 19% 
more inquiries in 1956 ............... Page 04 
Stuffed animals animate Kayser’s mail 
campaign een Kage 95 
Success of commercial tv in Britain spurs 
drive to end BBC monopoly ........ Page 98 
Researcher, auther debate: Are ads like 
brain-washing? Page 99 
Ohio house votes for $1,000 fine, jail for 
SS GCI cunainntmnmnis Page 100 
Belknap & Thompson meets travel trend 
With NEW AIVIBION ..........ccceccme Page 100 


REGULAR FEATURES 


Advertising Market Piace ...................« 08 
Along the Media Path 
Coming Conventi . 
Creative Man's Corner eeeinteaniseseseecnvennsessand 
Drawthinks 
Editorials 

Gee RSS ennai 
Information for Advertisers 
Leoking at Radic and TY ........ 
Obituaries ............... -_ 
On the Merchandising Fron 
Photographic Review 
Rough Preofs .......... 

Salesense in Advertising ae 

This Week in Washington ... 
Veice of the Advertiser... 
What They're Saying ................... 
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Dayton Adclub Elects Officers 


Norman E. Van Zant, vp, Kirch- 
er, Helton & Collett, has been 
elected president of the Dayton 
Advertising Club. Other officers 
elected are Fred H. Dettmar, Day- 


ton Power & Light Co., Ist vp; 
Barbara Gleason, Yeck & Yeck, 
2nd vp; Marjorie Mack, National 
Cash Register Co., secretary, and 
Charles Earnhart, Dayton News- 
papers Inc., treasurer. 
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The 


nation’s capital 
one newspaper is 
read by more 
housewives and 
| Carries more 
general grocery 
| [nage than 

| any other 


Washington Post 


AND TIMES HERALD 


Circulation: 415,000 Sunday, 385,000 daily 
REPRESENTED NATIONALLY BY: sowees Ferguson, Walker Co.; 


The Comic Weekly, "Joshua ‘Powers 
Co., Ltd., London. 


Hal Win er Co., Miami; Puck, 
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2 pounds 
of proof that 
you cant stop 
a living idea 
from growing... 


A magazine has just made media history: 


In April Better Homes & Gardens advertisers have 
invested 4% million dollars— $4,595,706, to be 
exact. That’s over half a million dollars more than 
in any single issue of any magazine ever published. 
And it’s quite a record breaker in any medium. 

The biggest investment ever made in a single 
printed food advertisement appears in the April 
issue of BH&G—and only in BH&G. It’s an 
exciting $278,000 display of seven different prod- 
ucts, divided into eight 4-color pages and twelve 


black-and-white half pages. 

All told, 323 of America’s greatest companies are 
pre-selling a total of 379 products in this one issue. 

Breaking records is exciting. But for BH&G it’s 
not the first time. Of the 5 top revenue magazine 
issues of all time, 3 of them are issues of Better 
Homes & Gardens! A magazine with an editorial 
concept as stimulating and alive as BH&G’s just 
can’t help breaking records—including its own. 
A live idea is bound to grow. 


When a magazine shows its readers how to make their dreams 
come true...there’s no place to grow but UP! 


America’s favorite “dream book’’ is also its liveliest 
“action book’’. That’s because the editors of Better 
Homes & Gardens never forget that every time a 
reader picks up a copy of the magazine he’s 
actually saying, ““Give me an idea! Show me how 
to make it come true!” 

Husbands and wives—an average of 154 million 
men and women every issue—read BH&G because 
they want to be sold on new ways to live better, 
buy better. In an atmosphere like this, advertising 
becomes welcome and important. 


And the more advertising, the more editorial ma- 
terial! This April issue, with its record volume cf 
advertising, lists 92 feature articles in the table of 
contents—every article packed with editorial stim- 
ulation and guidance on all phases of family living 
and buying. 

Would you like to hear some of the astounding 
things that have happened to advertisers in this 
BH&G climate of action? Your BH&G representa- 
tive will be calling on you soon to give you chapter 
and verse! 


reads Better Homes 
and Gardens 


Meredith Publishing Company 
Des Moines 3, lowa 
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St. Georges & Keyes 
Named to Handle Fiat 


Auto Invasion of U.S. 


(Continued from Page 3) 
break in June. 

The company seemed to be 
spending close to that amount yes- 
terday in a lavish “coming out” 
party at the Waldorf-Astoria. 
Drinks and lunch were served to 
some 300 persons. A bevy of beau- 
tiful models circulated with gifts 
for all. Igor Cassini presided over 
the luncheon, and Mrs. Clare 
Booth Luce, former ambassador to 
Italy, lent her presence to the af- 
fair. 


# On the floor of the Waldorf’s 


Jade Room were six of the cars 
Fiat hopes to sell to Americans. 
The line ranges from the small 600 
(32 horsepower engine located in 


ithe rear of the car) to the 1900 
| (four-door sedan with an 80 horse- 


power engine). The 600, which is 
said to do 48 miles per gallon of 
gas, will have a port-of-entry price 
of $1,300. 

Also on display was an 1899 Fiat, 
flown to New York for the occasion 
from the Ford Museum in Dear- 
born, Mich. 

Fiat is the last of the major 
European automobile makers to 
invade the American market. It 
enters at a time when foreign car 
sales are at their peak (AA, March 
11). Some 100,000 foreign-made 
cars were sold here last year, with 
Germany’s Volkswagen accounting 


for half of these new registrations. 


® Fiat is planning to ship 1,000) 


cars every two months on the 
Italterra, a specially constructed 
automobile ferry. It has already 
accumulated more than $500,000 
worth of spare parts in this coun- 
try. A subsidiary, Fiat Motor Co., 
has been established in New York. 

Hoffman Motors, New York, dis- 
tributor of other foreign cars, was 
appointed distributor for Fiat. The 
initial sales efforts will be con- 
centrated on the eastern seaboard 
and in California. 


s Fiat—which stands for Fabbrica 
Italiana Automobili Torino—was 
established in 1899. It is a com- 
pletely integrated industrial com- 
plex, producing ships, trains, jet 


jairplanes, steel, machine tools, 
|paints and automobile accessories 
of all kinds. It is engaged in oil 
refining and marketing and also 
manufactures household appliances 
under Westinghouse license. 

Fiat’s total sales are now around 
the $500,000,000 mark. It gives em- 
ployment, directly or indirectly, to 
some 500,000 persons. 

One of the largest European pro- 


passenger cars in 1956. 


Maxwell Forms Company 
Jessica Maxwell, former casting 
department head of Compton Ad- 
vertising, is now operating a com- 
pany under her name and acting as 
a consultant to agencies for casting, 
dialog direction and similar serv- 


ices. 


KRON is TV in SF 
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San Franciscans au sold on KRON-TV 


BEST TV FIGHTS 
Mon., Wed. 7:30 PM 
17.1 ARB 
AVAILABLE 


S. F CHRONICLE +» NBC AFFILIATE » CHANNEL 4 + PETERS, GRIFFIN, WOODWARD 


ducers of cars, it turned out 269,574 | 


Advertising Age, April 15, 1957 


P&T Names Grant 
for Upgraded 
Toiletries Line 


(Continued from Page 3) 
March 11). Grant handled Len- 
theric for Mr. Mohr until last 
October, when Lentheric was pur- 
chased by Helene Curtis Indus- 
tries and the account was divided 
among the three Curtis agencies. 

The new Tilford toiletries will 
include (1) high-volume hair- 
care products, including Aerosol 
products, (2) a deodorant with a 
new patented packaging concept, 
(3) at least two new fragrances, 
including one called High Heels, 
selling at $5, (4) a limited Christ- 
mas line, plus (5) repackaging of 
all existing P&T products, includ- 
ing five popularly priced fragran- 
ces, Winx eye makeup and Stay- 
Put lipsticks. 


® Along with the expansion and 
repackaging of the line, the com- 
pany will move from a non-ad- 
vertised to a highly advertised, 
pre-sold position, Mr. Mohr told 
ADVERTISING AcE. The new hair 
and fragrance products will be 
“heavily advertised across the 
board—tv plus the fashion, service 
and scholastic magazines, backed 
by a cooperative advertising plan 
equitably administered for all lo- 
cal media.” The company also is 
preparing a good grooming film 
for teen-agers. 

First advertising probably will 
appear in July, with the full cam- 
paign expected to get under way 
in the fall. 

Winx eye makeup and Stay-Put 
lipsticks will be repackaged with 


“some upgrading pricewise,” but 
will not be advertised. 
Tintex, the company’s home 


fabric dye, also will be repackaged 
and given increased promotion, 
starting April 17, as alternate 
sponsor of the color show, “Mas- 
querade Party” (NBC-TV). R.o.p. 
newspaper advertising also is 
planned. This campaign will stress 
the Tintex name (which some- 
times is confused with Tintair 
hair coloring, put out by Bymart- 
Tintair). It will emphasize that 
Tintex is a dye as well as a tint 
and that “if you can wash it, you 
can dye it with Tintex.” Commer- 
cials will demonstrate dresses, 
drapes, rugs, etc., being dyed in a 
washing machine. 


® Park & Tilford has been in the 
toiletries field for more than a 
quarter of a century. In fact, five 
of the leading perfume lines now 
in the U. S. were introduced by 
P&T, according to-Mr. Mohr. 

During the depression, the com- 
pany went into the lower-priced 
lines, and after the depression 
didn’t upgrade. Consequently to- 
day the company is operating in 
an inflationary period offering de- 
pression merchandise—hence the 
new products and the repackaging, 
Mr. Mohr explained. 


Wilbur & Ciangio Adds Club 

Sportsman’s Book Club, New 
York, has appointed Wilbur & 
Ciangio, New York, to handle its 
advertising. Kleppner Co. formerly 
had the account. 


Behar Joins Durstine 

Albert Behar, formerly director 
of the Crowell-Collier promotional 
art department, has joined Roy S. 
Durstine Inc., New York, as an art 
director. 


Hickerson Names Du Mond 

T. C. Du Mond, formerly editor 
of Materials & Methods, has joined 
| J. M. Hickerson Inc., New York, as 
| director of public relations. 
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LOO MS the exciting story of people 


They saw the miracles. 


They spread the Gospel. 


Here, with El Greco’s immortal 


portraits, is the story of the 


12 who lived with Jesus. 


Portrait of Andrew, by El Greco, in the El Greco Museum, Toledo, Spain 


They were there during the tragic days of 
His trial and crucifixion. They witnessed His 
resurrection on the first Easter. They were the 


Apostles of Christ. 


Now, in the current LooK and for the first time 
in any American magazine, you see the Apostles 
as they were painted by the incomparable 
El Greco. You read their moving story 

as written for LOOK by one of America’s most 


distinguished Biblical scholars. 


Here are ten pages of text and full-color 
reproductions that capture, with warmth and 
understanding, the inspiration of the founding of 
Christianity. The Apostles is a vivid example 
of Loox’s celebrated coverage of religion. 
It's an example, too, of how LOoK, issue after 
issue, tells the exciting story of people whose 
experiences enrich our lives, whose beliefs give 


meaning to the world we live in. 
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Congress Unit 
Yields; P.O. to 
Resume Service 


(Continued from Page 1) 
ident. 

“TI have no choice,” he said. 

The House is expected to act on 
the bill next week, and there is a 
possibility that the Senate also may 
go to work on the measure before 
the week is over. 

Failure of the bill to obtain pas- 
sage and signature before April 29 
would mean that the scheduled 
embargo on third class mail (ex- 
cept medical items) would go into 
effect, along with curtailment of 
Saturday and other deliveries, and 
post office business hours. 


® Despite grumbling over Mr. 
Summerfield’s tactics, the commit- 
tee voted 37-10 today to provide 
$41,000,000. Members said this 
should permit immediate revoca- 
tion of the service cuts outlined by 
the department last week, since the 
remaining $6,000,000 is for “post- 
ponable” items such as equipment. 

Committee members conceded 
that Mr. Summerfield’s calculated 
decision to bring the postal service 
to the brink with threats to curtail 
service had paid off. It assured 
virtually all the funds he wanted 
and put the case for postal rate in- 
creases on the front pages and on 
the airways. 

On the other hand, he alienated 
some of his best friends in Con- 
gress, including Rep. J. Vaughn 
Gary (D., Va.), chairman of the 
appropriations postal subcommit- 
tee, who lamented that commit- 
tee members had capitulated to 
“brow-beating threats and tactics.” 


® As the House appropriations 
committee met to vote on the $47,- 
000,000 supplemental appropria- 
tion, members of Congress were 
on the receiving end of a barrage 
of protests from mail users, who 
warned that a slowdown in mail 
service would endanger their busi- 
nesses, and threatened to cause 
serious repercussions on the na- 
tional economy. 

Yesterday, Associated Third 
Class Mail Users acted to safe- 
guard mailers from the depart- 
ment’s threat to embargo third 
class. In a move for a restraining 
order filed in federal court here, 
the association challenged the de- 
partment’s right to refuse service 
to any particular class of mail. 

One unanticipated result of the 
threat to curtail service was the 
widespread demonstration at the 
local level of the importance of 
third class mail to individual com- 
munities. 

To a degree never achieved dur- 
ing discussions of rate increases, 
third class mailers brought their 
story to individual congressmen, 
dramatizing the amount of em- 
ployment and business generated 
as a result of their activities. 


® Typical of the letters directed 
at Rep. Tom Murray (D., Tenn.), 
chairman of the House post office 
committee, was an appeal from 
Edward R. Lefler, president, the 
Mailing House, Los Angeles, who 
asked: 

“What are we to do with thou- 
sands of dollars worth of printing 
sitting in our plant scheduled for 
mailing after April 29? 

“What are we to do about our 
employes after April 29? 

“How do we pay back our loan 
to the Small Business Adminis- 
tration, which funds purchased 
automatic equipment to process 
mail profitably?” 


@ The urgency of the situation 
created by the impending third 
class embargo was described to 
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FORGING AHEAD—Following Hawaiian Pineapple Co.’s push for the 

breakfast juice market with its Dole frozen combination juices (AA, 

Jan. 14), comes this pitch for its new “day-long” pineapple-grape- 

fruit drink. Determined moppets brighten this introductory color 

14-page scheduled for Puck—The Comic Weekly, May 5. Foote, Cone 
& Belding, San Francisco, is the agency. 


mailers in special bulletins from 
trade groups. National Council of 
Business Mail, Chicago, cautioned 
its members that they had to reg- 
ister their views with their con- 
gressman no later than April 12. 

A measure of the uncertainty 
spreading through the direct mail 
industry was provided by David 
L. Harrington, chairman of the 
board of Reuben H. Donnelley Co., 
Chicago, who reported several of 
his firm’s big direct mail custom- 
ers already were holding back on 
plans for mailings after April 29. 
Mr. Harrington said a decision to 
go ahead with the third class em- 
bargo would result in immediate 
shutdowns at four Donnelley plants 
employing about 4,000 persons. 


® Meanwhile, the House post of- 
fice committee’s rate hearings ap- 
proached their end, with Postmas- 
ter General Summerfield sched- 
uled to be the final witness Tues- 
day. 

During the week, spokesmen 
for publishing organizations con- 
tinued to hammer away at postal 
accounting methods which spread 
“losses” on all second class pub- 
lications, without regard to spe- 
cial circumstances involved in the 
handling of each periodical. 

Arthur S. Gray, president of 
Street & Smith and chairman of 
the general operations committee 
of the Magazine Publishers Assn., 
predicted that an analysis of the 
department’s cost figures would 
show that second class losses arise 
for the most part “from those pub- 
lications which under any theory 
ought to be carried at a loss in the 
public interest.” 

“I think it would also disclose,” 
Mr. Gray said, “that those mag- 
azines which carry large amounts 
of advertising pay their way.” 


s Arthur P. Lawler, vp and sec- 
retary of Street & Smith, docu- 
mented Mr. Gray’s statement by 
submitting computations designed 
to show that Street & Smith publi- 
cations come within 0.6¢ of pay- 
ing the fully allocated cost of their 
handling under present rates. Mr. 
Lawler estimated the four 15% in- 
creases for second class requested 
by the Post Office Department 
would result in average charges 
for Street & Smith publications 
0.8¢ in excess of fully allocated 
cost. 


® To illustrate why postal ac- 
counting figures are unfair to in- 
dividual publishers, he examined 
several of the cost items which 
are charged against second class 
and argued in each instance that 
these averages were not repre- 
sentative of the cost incurred by 
the department in handling Mad- 
emoiselle, Charm and Living for 
Young Homemakers. 

As an example, he claimed the 
average transportation cost of 
0.6613¢ per copy should not apply 
against Street & Smith publica- 
tions since average distance han- 
dled amounted to only 327 miles, 


instead of 509 miles used as the 
basis of the department’s compu- 
tations. 


® Publishing industry witnesses 
continued to picture the depart- 
ment as an inefficient monopoly 
which incurs costs “for policy rea- 
sons” which bear little resem- 
blance to the necessary expense 
involved in operating an efficient 
mail system. 

During his testimony Mr. Gray 
noted that the department’s 1956 
annual report conceded that it la- 
bors under “handicaps still exist- 
ent because of the inertia of the 
past.” 

Leslie A. Watt, president of 
Watt Publishing Co., Mount Mor- 
ris, Ill., argued that outside ex- 
perts should be employed to 
estimate “public service” costs in- 
volved in the postal operating 
budget, and that these costs 
should be isolated before rate- 
making plans are adopted. 

In his discussion of rate propos- 
als, Mr. Watt submitted an analy- 
sis which showed the postwar 
deficit stems primarily from the 
decline in return from handling 
first class mail. 

Where first class formerly re- 
turned 131% of its allocated cost, 
it currently brings the department 
only 103%, Mr. Watt noted. Re- 
turn from third class has also de- 
clined from 61.5% of allocated cost 
to 56.4%, while the return from 
second class gained from 18.3% to 
20.7%. 


# Since second and third class 
rates have increased substantially 
during the postwar period, he 
estimated that a 4%4¢ letter rate 
would be required to reestablish 
the balance which existed in 1946. 

The reference to the post office 
as a “monopoly,” which has been 
used by several other publishing 
industry witnesses, was repeated 
Tuesday by Mr. Lawler. 

He complained that “the Post 
Office has no competitor—we 
must deal with it if we are to dis- 
tribute our publications—and pol- 
icy decisions it makes on bases 
other than pure business are re- 
flected in its costs.” 


® Former’ Postmaster General 
James A. Farley, who is recover- 
ing from an eye operation, sent a 
letter supporting the administra- 
tion’s bill. He said that “there is 
no reason whatever for the gov- 
ernment, which means the Amer- 
ican taxpayer, to subsidize mailers 
now. Historically our government 
has granted subsidies to industries 
or groups only during times of 
development or periods of depres- 
sion or other crisis. 

“That is perfectly fair and log- 


ical. But subsidizing large mailers | 


today in this period of high pros- 
perity is an anomaly,” Mr. Farley 
said. “For today, as a magazine or 
a direct mail advertiser increases 
his use of the mail for profit, the 
size of the department’s losses in- 
crease proportionately,” he said. e 
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Cuicaco, April 11—Point of pur- 
chase advertisers and display mak- 
ers are making a major mistake in 
not consulting women more reg- 
ularly in preparing point of pur- 
chase material, particularly in the 
area of color, Charlotte Montgom- 
ery, author and Good Housekeeping 
columnist, told the Point-of-Pur- 
chase Advertising Institute here 
today. 

Auto maintenance industry point 
of purchase material is an out- 
standing example of this, the 1954 
Advertising Woman of the Year 


Housekeeping showed that rough- 
ly one-third of the women asked 
said they had complete responsibil- 
ity for the maintenance of at least 
one car, Mrs. Montgomery re- 
ported. 

Yet, she said, point of purchase 
displays on oils, gas, batteries, 
tires, parts, etc., are designed al- 
most entirely for men. 

The woman out shopping is pri- 
marily looking for something new 
and exciting, something to liven up 
what is still for her the dull job 
of shopping, according to Mrs. 
Montgomery. Regardless of how 
much pre-selling of a product has 
been done by major media ads, she 
said, the point of purchase material 
always has the opportunity to offer 
the added flare of excitement that 
the housewife is looking for. 


s Another thing housewives very 
definitely need and are consciously 
looking for while shopping, she 
went on, is genuine and easily ac- 
quirable information and help for 
their housekeeping job. Recipes are 
always sure-fire with a woman, as 
are helpful household hints about 
even such prosaic things as ironing 
her husband’s shirts, Mrs. Mont- 
gomery said. 

Baby foods, drugs and health 
products could use much more of 
this kind of material, she pointed 
out. Just simple little pick-up 
sheets or flyers are all that’s need- 
ed, she said. She emphasized, how- 
ever, that they should be attractive 
and the print should be sufficiently 
large. 


® Two “don’ts” for point of pur- 
chase material—or any advertising, 
for that matter—aimed at women, 
Mrs. Montgomery warned, are 
cheesecake and any tendency to 
make fun of women. The woman 
who’s out shopping in her blue 
jeans or house dress can’t—or 
won’t—identify with a bikini-clad 
model cuddling a box of soap. 
And women’s sense of humor, 
she continued, normally isn’t broad 
enough to appreciate any ribbing 
of the way she keeps house. Telling 
a woman how to improve her 
housekeeping runs the risk of sug- 
gesting that she isn’t doing a very 
good job of it now, she warned. A 
sensible approach, she suggested, is 
simply telling a housewife that a 
given product will help her do a 
better job than she’s already doing. 


s Ata Popai forum session yester- 
day, Richard L. Shugg Jr., Dodge 
sales promotion manager, revealed 
details of Dodge’s Lawrence Welk 
30-Day Selling Spree campaign to 
be announced to the public April 
13 on the Lawrence Welk show 
(ABC-TV). 

The selling drive promotion is 
shaping up into a more expensive 
—and better received by the deal- 
ers—ad push than the fall model 
introduction splurge, Mr. Shugg 
said. He exhibited the extensive 
point of purchase material—win- 
dow trim, streamers and a cut-out 
stand of Lawrence Welk—that 
Dodge is furnishing to dealers, al- 
most all of it free. 

After the April 13 kick-off of 
the promotion, he said, April 14 
Sunday supplements throughout 
the country will carry the first 


asserted. A recent survey by Good | 


Advertising Age, April 15, 1957 


P.O.P. Needs a Woman's Touch, Popai Told 
by ‘Good House’ Columnist Montgomery 


print promotion, followed by b&w 
ads every few days in all major 
dailies. The promotion, which will 
continue into mid-May, will be an 
attempt by Dodge to ride Lawrence 
Welk’s popularity to the hilt, said 
Mr. Shugg. Mr. Welk’s sincerity of 
presentation is one of the best pro- 
motional assets Dodge ever has 
had, he noted. 


® An auto dealer participant in the 
forum, meanwhile, had some hard 
words for auto manufacturers and 
their point of purchase material. 
Most of the new car announcement 
material is far too expensive, said 
Wallace D. Howe, DeSoto dealer 
in Terre Haute. 

Along the same line, James G. 
O'Donnell, operator of a Sinclair 
service station in Lincolnwood, II1., 
made similar charges about point 
of purchase material from oil com- 
panies. He said that very few out- 
door streamers are supplied that 
ever survive the ravages of weath- 
er for more than a few days. 


® Another forum speaker, Henry 
G. Saperstein, president of Saper- 
stein & Associates, Los Angeles 
premium and novelty manufactur- 
er, told the forum that the value of 
point of purchase advertising was 
given a classic demonstration last 
fall in the Saperstein promotion of 
Elvis Presley merchandise. 

From Sept. 1 through Dec. 15 
last year, he said, $29,000,000 
worth of Elvis Presley-labeled or 
plugged merchandise was sold 
completely without benefit of ad- 
vertising, except for point of pur- 
chase stickers, labels and signs. In 
some cases, he said, duplicate mer- 
chandise without Presley labels 
went begging on the counter right 
next to the items with the Presley 
labels. 

Point of purchase advertisers 
and display makers are guilty of 
“high treason to their profession,” 
he charged, for allowing so many 
premium offers to go without point 
of purchase followup. Without that 
followup, he asserted, almost any 
premium offer would be worth al- 
most nothing. 


s The Popai board of directors last 
night voted to request the execu- 
tive board to establish some sort 
of a grievance board to hear cases 
of alleged breaches of the Popai 
code of ethics. 

The code, which has been in ef- 
fect since last fall, has not yet—in 
the opinion of many Popai mem- 
bers—been publicized long enough 
or well enough to gain sufficient 
prestige among the trade to make 
it enforceable. Others felt that the 
proposed Popai grievance board 
would at least give the code “a - 
tooth” (AA, April 1). 


® Popai officers elected to serve 
during the 1957-1958 term were 
Stanley L. Wessel, president of 
Stanley Wessel & Co., Chicago, re- 
elected president; Donald S. 
Hutchinson, vp of Lutz & Sheink- 
man, New York, elected chairman 
of the board; S. Paul Boochever, 
vp of Gibralter Corrugated Paper 
Co., Jersey City, Ist vp; William 
M. Harris, president of William 
Melish Harris Associates, Green- 
wich, Conn., eastern vp; Robert D. 
Phelps, Phelps Manufacturing Co., 
Terre Haute, Ind., western vp; 
Harry Fenster, president of I. Fen- 
ster & Sons, Brooklyn, treasurer, 
and Norton B. Jackson, Popai staff 
member, secretary. 

New pr director of Popai, ap- 
pointed just before this year’s 
meeting, is Roderick J. Ludwig, 
formerly pr director of Charles 
Pfizer & Co., pharmaceutical man- 
ufacturer. He formerly was super- 
visor and product manager with 
Lever Bros. and on the A&P pr 
account for Carl Byoir & Asso- 
ciates. e 
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IOWA'S TOP RANK among agricultural states 
is secure in the hands of the new generation 
of farmers represented by Joel Olson of Clin- 
ton county. Age 25, he already is a big corn- 
hog-beef producer on his 240 acres. And a big 
buyer of all the things it takes for an expand- 
ing modern-day farm and home operation. 


SHAKE HANDS 
WITH IOWA 
«.- THROUGH 


Your Iowa dealers depend on “the world’s 
biggest farmers”, through Wallaces’ Farmer 
and Iowa Homestead, for 72.3% , of their sales 
and 81.8% of all dealers expect to do more 
farm business this year than last. Write for 
your copies of Iowa dealers’ ‘Sales Expecta- 
tions’’ and media preference surveys. 


WALLACES’ FARMER 
and LOWA HOMESTEAD 


RICHARD S. PIERCE, PUBLISHER * DES MOINES, IOWA 
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YOUR DEALERS KNOW 


Over 300,000 farm family subscribers 
rely on Wallaces’ Farmer and lowa 
Homestead for all types of farm and 
home information— including buying 
information. Here’s the score (dealer 
preference, all categories): 

WALLACES’ 

FARMER 

Preferences by individual 
dealer categories on request. 


FARM PUB. wewsPaPER 


1.9% 
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Here are the 157 newspapers that 
distribute FAMILY WEEKLY in the 
giant, Supercity market served by 
America's fastest-growing Sunday 
magazine. 


ALABAMA: Anniston Star « Dothan Eagle « Florence- 
Sheffield-Tuscumbia-Muscle Shoals Times & Tri-Cities Daily 
e¢ Gadsden Times ¢ Huntsville Times ¢ Tuscaloosa-Northport 
News. ARIZONA: Yuma Sun. ARKANSAS: El Dorado 
News © Hot Springs Sentinel Record ¢ Pine Bluff 
Commercial. CALIFORNIA: Bokersfield Californian « 
Eureka Humboldt Standard Times ¢ Monterey Peninsula 
Herald « Sacramento Union ¢ Santa Ana Register ¢ Santa 
Barbora News Press e Santa Rosa Press-Democrat e 


Vallejo Times-Herald. COLORADO: Colorado Springs Gazette 
Telegraph e Grand Junction Sentinel e Pueblo Star-Journal & 


Chieftain. CONNECTICUT: New Haven Register. FLORIDA: 
Daytona Beach News Journal @ Fort Lauderdale Sunday 
News & Sentinel ¢ Fort Myers News-Press ¢ Gainesville 
Sun & Alachua County News ¢ Jacksonville Journal « 
Orlando Sentinel e Panama City News Herald « 
Pensacola News-Journal ¢ Sarasota Herald Tribune e 
Tallahassee Democrat « Tampa Times e West Palm Beach 
Palm Beach Post-Times. GEORGIA: Albany Herald « 
Rome News Tribune. IDAHO: Boise Statesman e Idaho 
Falls Post-Register ¢ Lewiston Tribune ¢ Pocatello Idaho 
Stote Journal. ILLINOIS: Bloomington Pantagraph « 
Champaign-Urbona News-Gazette ¢ Danville Commercial 
News e Kankakee Sunday Journal ¢ La Salle-Peru- 
Oglesby News-Tribune # Quincy Herald-Whig « 
Springfield Sunday Journal Register. INDIANA: 
Anderson Herald ¢ Huntington Herald Press ¢ Marion 
Chronicle Tribune ¢ Muncie Star ¢ New Albany Ledger & 
Tribune ¢ Vincennes Sun-Commercial. IOWA: Council 
Bluffs Nonpareil « Davenport Democrat & Times « 
Dubuque Telegraph-Herald e Sioux City Sunday Journal 
e Waterloo Courier. KENTUCKY: Ashland Independent 

© Bowling Green Park City News ¢ Owensboro Messenger 
& Inquirer ¢ Paducah Sun-Democrat. LOUISIANA: 
Bogalusa Sunday News ¢ Lafayette Sunday Advertiser e 
Lake Charles American Press. MARYLAND: Cumberland 
Sunday Times. MASSACHUSETTS: Lowell Sun. 
MICHIGAN: Grand Rapids Herald. MINNESOTA: Albert 
Lea Tribune. MISSISSIPPI: Biloxi-Guifport Herald 
Greenville Delta Democrat-Times ¢ Meridian Star 
Tupelo Journal ¢ Vicksburg Post Herald. MISSOURI: 
Jefferson City Capital News Post-Tribune e Springfield 
News & Ledger. NEVADA: Las Vegas Review-Journal « 
Reno State Journal. NEW HAMPSHIRE: Manchester 
Sunday News. NEW JERSEY: Asbury Park Press « New 
Brunswick Sunday Times @ Trenton Times-Advertiser. 

NEW MEXICO: Hobbs News & Sun « Roswell Record « 
Santa Fe New Mexican. NEW YORK: Elmira Sundoy 
Telegram e Poughkeepsie New Yorker ¢ Utica Observer- 
Dispatch. NORTH CAROLINA: Concord Tribune « 
Fayetteville Observer ¢ High Point Enterprise ¢ Salisbury 
Post. OHIO: Athens Messenger ¢ Canton Repository « 
Coshocton Tribune « Ironton Tribune ¢ Lima News ¢ Lorain 
Journal e Mansfield News Journal * Middletown Sunday 
News Journal ¢ Zanesville Times Signal. OKLAHOMA: 
Ardmore Ardmoreite « Duncan Banner « Enid News e 
Lowton Constitution-Press ¢ Muskogee Phoenix & Times- 
Democrat. OREGON: Eugene Register-Guard ¢ Klamath 
Falls Herald & News « Medford Mail Tribune e Salem 
Oregon Statesman. PENNSYLVANIA: Altoona Mirror 
Lancaster Sunday News. SOUTH CAROLINA: Anderson 
Independent ¢ Florence News ¢ Spartanburg Herald 
Journal. SOUTH DAKOTA: Huron Huronite & Plainsman 
® Rapid City Journal. TENNESSEE: Jackson Sun e 
Kingsport Times News. TEXAS: Abilene Reporter News ¢ 
Austin American Statesman e Big Spring Herald e Denison 
Herald e Denton Record-Chronicle ¢ Galveston News ¢ 
Greenville Herald © Kilgore News Herald e Laredo Times 
@ Lufkin News @ Marshall News-Messenger e Midland 
Reporter-Telegram ¢ Paris News @ Port Arthur News ¢ 
Son Angelo Standard Times ¢ Snyder News ¢ Texarkana 
Gazette ¢ Tyler Courier-Times-Telegraph © Victoria 
Advocate ¢ Waco Tribune-Herald « Wichita Falls Times. 
UTAH: Logan Herald-Journal e Ogden Standard-Examiner 
* Provo Herald. VERMONT: Burlington News. VIRGINIA: 
Danville Register ¢ Lynchburg News ¢ Suffolk News- 
Herald. WASHINGTON: Pasco, Kennewick, Richland 
Tri-City Herald « Walla Walla Union Bulletin e Wenatchee 
World « WEST VIRGINIA: Beckley Sunday Register « 
Bluefield Telegraph ¢ Fairmont Times West Virginian « 
Parkersburg News. WISCONSIN: Racine Bulletin. 
WYOMING: Cosper Tribune Herald & Stor « Cheyenne 
Wyoming Stote Tribune. 


FAMILY WEEKLY, 


THE OREGON STATESMAN 


Salem, Oregon 


The Oregon Statesman serves the 

Pacific Northwest's greatest agricultural and 
canning center. An estimated 250,000 people 
live within 30 miles of Salem, 

the capital city of Oregon. 

Salem is the trading center for a prosperous 
two-county area where retail sales 

total $139,841,000. FAMILY WEEKLY is proud 
to have the Oregon Statesman as 

its 157th distributing newspaper. 


The skyrocketing expansion of FAMILY WEEKLY into new 
markets and a new circulation high is a powerful indication 
of its editorial interest for Sunday newspaper readers .. . 
and its performance as a medium for national advertising. 


BIGNESS: 

157 key marketing areas from coast to coast comprise the giant 
FAMILY Supercity market which does a staggering $24,651,388,000 
in retail sales. One dollar out of every $7.52 spent at retail in the 
entire U.S. is spent in a market deeply saturated by FAMILY WEEKLY. 
PENETRATION: 

An average of NINE out of ten families in 157 City Zones read 
FAMILY WEEKLY every week. In 514 counties where 20% or more 
families read FAMILY WEEKLY, its average coverage is 60.8%. 
UNCOMPLICATED: 

In 155 of 157 markets, FAMILY WEEKLY is the only national Supple- 
ment carried by a local newspaper, and there is minimum infiltration 
by newspapers or Sunday magazines from other cities. 
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MERCHANDISABLE COVERAGE: 

Your dealers in 157 markets read FAMILY WEEKLY with their local 
Sunday newspapers. They know its impact upon their customers, and 
are alert to merchandising opportunities offered by FAMILY WEEKLY 
advertising. 


These are among the solid reasons why more of America’s leading 
advertisers are placing substantial schedules in FAMILY WEEKLY. 
Many are using FAMILY WEEKLY to tell the story of more 

of their products as they discover its sales-making impact. 


Advertisers spent 113% more dollars in FAMILY WEEKLY 
during the first four months of this year than in the same 
period of 1956. 


With local impact, indepth, FAMILY WEEKLY adds vir- 
tually unduplicated coverage of 157 markets that contribute 
13.3% of all U.S. retail sales. Your FAMILY WEEKLY repre- 
sentative has new, complete information on how this giant 
Supercity market can add importantly to your sales and 
coverage picture. Ask him in. 


Another milestone in the 
dramatic growth of FAMILY WEEKLY 


a 
ll) 


SFAMILY WEEKLY ouch week 
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Oh, No! Not the Post Office Again? 


We're just about as tired of discussing the postal operations of this 
country as anyone. But even the tiredest watcher of the postal scene 
must admit that these boys make news; that the news they make 
tends to be of the most controversial type; and that controversial 
news makes for editorial comment. 

Besides, we keep on getting angrier. 

Every time we think of it, we get angrier at the way various seg- 
ments of the business community (and various advertising interests) 
exhibit a willingness to throw the other fellow to the dogs, without 
realizing that this is the way to bring the whole house down. 

We're talking about the fact that metropolitan newspapers, to whom 
second class mailing privileges are relatively unimportant, have tend- 
ed to wax indignant over “subsidies” to magazines (to whom second 
class is vitally important); and how both magazines and newspapers 
have seemed perfectly willing to have third class mail designated as 
“junk” mail and priced out of existence. 

We're also talking about the too-frequent assertions by responsible 
postal authorities to the effect that all their troubles, both as regards 
deficits and bad service, stem from the fact that the postal establish- 
ment in this country has too much business. 

To get back to our first point: We believe the Post Office made a 
mistake in falling for the blandishments of some mailers and creating 
“patron mail,” which has now been withdrawn but which started the 
“junk mail” notion. But we are not happy, and no one else ought to 
be, to have the “junk” designation carry over to all mail of an ad- 
vertising character. Use of the mails to promote causes and sell goods 
and services is perfectly legitimate and sound, and is so woven into 
the texture of our economic life that any serious disturbance to the 
situation will hurt us all. 

Third class (and, of course, second class) mail figure in the Post 
Office’s continuing assertions that all its troubles are due to too much 
patronage, too. It is a little shocking somehow, to have the Deputy 
Postmaster General tell a House committee that one hoped-for result 
of increased third class rates will be that “then the laws of diminish- 
ing returns will hold the volume of that mail to a reasonable level.” 

The postal establishment, like the railroads, has extremely high 
fixed costs. If it were operated like a private business, it would have 
enormous plant and equipment depreciation and maintenance to take 
care of first, and then an absolute minimum core of labor, supervis- 
ory and other costs which are bound up with the operation of the 
smallest minimum of acceptable service. It costs so much to maintain 
a star route, or an RFD route, or a city pickup system. The costs are 
almost identical if the route handles 10 pieces of mail a week or 1,000, 
just as they are almost identical if an airplane or a railroad coach 
carries 10 passengers or 50. 

Under such conditions, any additional business that pays anything 
at all beyond the direct cost of handling that business (with no 
“overhead” figured in) is “profitable” business and contributes to 
the fixed expenses which cannot be avoided. 

Now, we are aware that the postal authorities insist that second and 
third class mail don’t pay enough to take care of the direct costs of 
handling these classes. Maybe they are right, although there seems to 
be plenty of room for debate. 

But the basic problem still remains: Neither Mr. Summerfield nor 
Congress, nor advertising, publishing or business interests, can be al- 
lowed to kick the postal service around and treat it like a private 
preserve; nor can certain classes of mail be deliberately “eliminated.” 

The Post Office is one of the most important services belonging to 
and serving all the people. Congress must—and quickly—determine a 
basic policy and fair rates which will allow the service to fulfil! its 
functions, and which will stop the bickering and the childish threats, 
halt the decay of the service and get it moving toward greater and 
more efficient performance. 


Laurence 


Gladys the beautiful receptionist — 


“This one has the taste, all right, but it doesn’t have the bite.” 
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Kaufman, Stral Advertising Co., Chicago. 


What They're Saying 


Research 


,)heavy cigaret smokers seemed to 


Advertising Age, April 15, 1957 


Rough Proofs 


A favorite saying of veterans of 
the airlanes is, “There are old pi- 
lots and there are bold pilots, but 
there are no old, bold pilots.” 

. 

“Publishers hit postal increase as 
unjustified,” headlines the world’s 
greatest advertising journal. 

Postmaster General Summerfield 
says, “This is where I came in.” 


* 

Now that Dial soap is being 
tested with five new colors, there's 
a great chance to borrow a famous 


|advertising phrase and talk about 


its six delicious flavors. 
© 

Federal Reserve Board doesn’t 
believe $30 billions of consumer 
debt represents a threat to pros- 
perity. 

Not, anyway, as long as those 
65,000,000 workers still have their 
jobs. 

. 


A. Raymond Hopper says adver- 
tising typography is deteriorating 
and that “there is apparent a 
nihilism in layout and a disorgan- 
ization of typographical elements.” 

Art directors aren’t going to like 
that. 


. 

Colston Warne, of Consumers 
Union, says advertising has failed 
to give consumers sufficiently ac- 
curate and informative product 
data. 

He must not have heard about 


| image-building. 


. 
“The chemical engineer,” says 
Chemical Engineering, “is a medi- 


Back in Will Rogers’ day, the have more auto accidents than 
trend towards specialization was a onsmokers. Was it, he asked, be- 
favorite subject for jokes and sa-|cause there is some relation be- 


cine man.” 
Especially when he’s cooking up 


tire. 

“This is a day of specializing,” 
| Will wrote, “especially with the 
|doctors. Say there is something 
|the matter with your right eye. 
|You go to a doctor, and he tells 
|you, “I am sorry, but I am a left 
eye doctor.” 
| Specialization was not only 
new. It was a departure. Up to 
\that time, people were expected 
to know a little about everything. 
The garage mechanic who fixed 
your carburetor was also the man 
who straightened out the dent in 
your fender. 

But the doctors and professional 
| people—as is often the case—took 
the brunt of the good-natured 
| joshing. 

| “The old-fashioned doctor didn’t 
|pick out the big toe or left ear 


|to make a life’s living on,” Will) 


observed. “He picked the whole 
human frame. No matter what end 
of you was wrong, he had to try 
to cure you single-handed. 

“Personally, I have always felt 
that the best doctor in the world 
is the veterinarian. He can’t ask 
his patients what is the matter— 
he’s got to know.” 


—**Tremendous Trifles,” published by 
Vie Maitland & Associates, Pitts- 
burgh. 


The Cigaret as a Culprit 

We are not so brash as to step 
|right into the middle of the ciga- 
| ret-cancer controversy. But a news 
item the other day did set us won- 
\dering as to what the paper- 
| wrapped weed will be blamed for 
next. 

An official of the New York 
State Health Department said that 


tween smoking and accidents or 
could it simply be that cigaret 
|smokers drive more than non- 
| smokers? 

We don’t know. But we do know 

that the divorce rate has gone up 
since cigaret smoking became 
| widespread and there have been 
two and a half world wars in the 
|same period. 
Is the cigaret to blame for those 
developments, too? Or is it a con- 
| venient culprit like the small-time 
crook whom the police seize and 
proceed to charge with every un- 
solved crime in order to clear their 
books? Again, we don’t know— but 
we do wonder. 


—Editorial in the Chicago Sun-Times, 
March 30. 


Controlling Control 

We have had automatic ma- 
|chinery replacing hand labor, in- 
| creasingly, for centuries. Now we 
| have automatic controls more and 
| more replacing human controls in | 
the supervision and direction of 
these automatic machines. This 
suggests another definition of au- 
tomation. It’s “the automatic con- 
trol of automatic machinery.” 


—Malcom P. Ferguson, president of 
Bendix Aviation Corp., addressing the 
Third International Management Con- 
ference in New York. 


Horrification 

The current issue of the Air Ga- 
zette not only refers to the “civil- | 
lianising” of certain military air-| 
| craft but actually reports that some 
lother aeroplanes are undergoing | 
| “‘weatherisation” tests. Many of its | 
| readers must have been mobilised | 
|to lachrymation. 


—Manchester Guardian Weekly, Man- 
chester, England, March 14 issue. 


a batch of high-powered cosmetics 
guaranteed to make every daugh- 
ter of Eve beautiful. 


The better educated consumer of 
the future, says Nick Samstag, 
“will expect his advertising to be 
a presentation of information, of- 
fered interestingly and with some 


charm.” 
If an advertiser succeeds in be- 
ing interesting, maybe it’s too 


much to expect him to be charm- 
ing as well. 
o 

“In Canada” remarks Weekend 
Magazine, “things are different.” 

That’s right—in that country 
their dollar is worth more than 100 
of our cents. 

a 

“We might call this the ‘super’ 
era,” says This Week Magazine. 
“Supersonic planes, super-auto- 
mated factories, superhighways, 
supermarkets.” 

That’s what put such a strain on 
the superlatives of the advertising 
vocabulary. 

“America’s oldest adman” says 
he’s looking for a job at sixty, 
but he’s just a kid in short pants 
compared with Earnest Elmo Cal- 
kins, still writing magazine articles 
on advertising at 89. 

+ 


The Philadelphia Phillies won 11 
out of 12 games played in the 
Grapefruit League with nines from 
the American League. 

Maybe they’re competing in the 
wrong circuit. 


Copy Cus. 
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Look Beyond the Page Where 


verlising Appears 


Your Ad 


~ 


by O 
Y 
aS 


for example, look at The Inquirer’s Women’s Pages 


sae 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


— 


— — ~ ry 


Here, fashion runs the gamut . . . from the 
haute couture to the smart, but budget- 
wise. Authorities write on food, beauty 
care, dieting, decorating . . . and teen-age 
matters. Community news takes the 
feminine slant. And Fridays feature 
food exclusively. 

Carry on... through the rest of The 
Inquirer. Page after crisp, modern page, 
the same judiciously balanced attention 
to a newspaper’s prime responsibilities 


— eee. 


7), mn 


a 
e6 See MR; 


... information, aid, entertainment. 
Throughout, reader loyalty is the aim 
...and achievement. 


Such loyalty transfers easily from editorial 
to advertising columns every day of every 
week in the year. Certainly a look beyond 
advertising will convince you of The 
Inquirer's effectiveness on your next 
schedule. This view has moved more adver- 
tisers to place more linage in The Inquirer 
than in any other Philadelphia newspaper. 


The Philadelphia Bnguirer 


Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 

Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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MIXED-UP MEALS 


The Clamato Cocktail, Chilled 
Avocado Soup, Short-Cut Vi- 
chyssoise. 20 seconds or less 
whips them up in your elec- 
tric blender! Spin a frozen 
Daiquiri in your blender for 
20 seconds. Then pour a drink 
the Cubans call “the poetry of 
liquor.” Esquire readers know 
it as the Floridita Special, 
months before it will become 
the “thing to serve.” 


"Seseee” 


You saw it first in Esquire 


HI-Fl HOUSING 
by Paul McCobb 


Hi-Fi units small enough to 
set on your coffee table or 
large enough to take up half 
your living room! Hi-Fi cabi- 
nets that work equally well if 
you pay $27 to $2700! 


Yes, you saw them first in 
Esquire ...as you did the 
Esquire article that launched 
hi-fi sets several years ago! 
And now you’re present at the 
premiere of hi-fi furnishings! 


() 


\\ 


You saw it first in Esquire 


MARINO MARINI 


The Etruscan Spirit in 
Modern Art 


A profile on this dynamic 
painter and sculptor reveals 
a man who probes antiquity 
for the Etruscan spirit in an 
Oriental form. Like Degas, he 
catches the act rather than 
the pose. A master of tension, 
he imbues even repose with 
life and expectation. Arres- 
ting rather than fascinating, 
his work demands reaction. 


You saw it first in Esquire 


THE TRACHTENBERG 
FORMULA 


Univac go home! Now they're 
making people who figure 
faster than electronic com- 
puters. It’s all done with the 
Trachtenberg formula, a star- 
tling system that turns an 
arithmetic dunce into a 
mathematical! whizz. 


If you can count your fingers, 
you can master the simple 
rules that make up this fabu- 
lous formula. In minutes, 
you'll be multiplying 18-digit 
numbers faster than old- 
fashioned mathematicians 
can figure out 1 + 1 


You saw it first in Esquire 
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TEQUILA MATADOR 


A Mexican kicker, this. Te- 
quila, pineapple juice and a 
squeeze of lime on-the-rocks 
make for a robust round of 
man-sized “Cheers”! 


$595 SHIRT 


No, we didn’t omit the deci- 
mal point. This shirt really 
costs five hundred and 
ninety-five dollars. 


Before you ask “why”, hear 
this. 


Solid Gold buttons adorn its 
rare vicuna wool shirting. 
Perfect Tiny Sapphires serve 
as the buttonhole ornamen- 
tation. 


Note: Unlike martinis, the 
Tequila Matador should be 
approached slowly and with 
caution. 


It has a high octane punch. Esquare readers don ¢ just keepeup with the Jones 


Prosit — but “Cuidado.” sinnains, there's only ont al They are me Joneses - the top 10% who ignite 
(That's Mexican for Look these shirts in existence and, the nation’s buying trends, 
Out! Danger!) if you'd care to, you can see ; oad 
it in B. Altman’s window all We cal! there 'scll-starters™ Sacatite they weber in 
? of this week. the extiting new ideas that gudden!y are 
“in demand’ cn masse, : Trom coast to gonat 
.. Pos The “sell-starter'” swag inet telidiccover che, fore on f: 
motor scooter. . the Vadka martini 
s the sul ver-threadest jacmet 
Then all Anertem tushed te-fetasienn 


Sales snowbalhed! 


News in the magazith | 
that's years ahead. 
for the top 9b = 
America’s “"first-tosae 


fartblies. Sell them an: 


You s¢H a Armerices 


just and fast! 
2 cc 


Yk 


> You saw it first in Esquire 
You saw it first in Esquire 
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Advertising Age, April 15, 1957 


; : Bakelite’s Exhibit 
The median income of the Formule: 5’ Unite: 


; . 5-Year Revisions | 
i non ‘farm glks Magazine Pee bie se — neh no Behe | According to WFIL, Philadelphia, Harold Simonds, salesman, holds | 
i households is *6,050. This 


Getting Personal | 


a the record for continuous service with a single station. He started 
exhibit dreams 20 years ago, when ere ; 
it used its fient he rt g out March 18, 1922, on Station WFI as baritone in the Strawbridge 
Russell W. Matthews, sales pro- & Clothier Male Quartette in Philadelphia’s first official radio broad- 
motion manager of Bakelite said| cast, and has been with the station continuously ever since. In 1934 


. ; WFI merged with WLIT, forming the present WFIL. . . 
| the company started using the} Argan ee aed 
iS exceeded by only 5 of | madi Ghtuente im 1987 ond is still | Lee Patton, account executive of Maxon Inc., invited 50 people 


using it and rented the “Pup” room in the Officers’ Club, Glenview Naval 
, : Speaking to the New York Base, Glenview, Ill., to surprise his wife Patty on her birthday, 
the 54 magazines a earin NIAA chapter last week, he ex-| March 22... 
plained that the Bakelite modules, | 
as booths for exhibit participation, 


in the latest Starch ae sane 0° meet) 


The booths come in 5’ widths | ‘ 
j}and are changed every five years. 


Consumer Magazine Report, sna'terc'2 nets Sonstact 


new exhibit for each show,” he 
said. “Today we take the exhibit 


— 


ff | 


1,180,296 Elks comprise a Ihave it bounce at the same time.”| 
mass market with class incomes. irae eee wot i! ; 
The Starch 51st Consumer Sr Le nien on 5 seetuten| 
Magazine Report gives the | the exhibit booth length being 100’. | 
complete picture. Just write or alain Wibaile weona up wil 
phone to see a copy. RII wea wade ago, atau! 


the circus atmosphere, but with the 
same basic modules. 
“Every five years the design gets 
old hat and goes out the window. 
Then we develop new designs,” 
MAGAZINE Mr. Matthews said. 

Bakelite has found that the 1’ 
square tile for flooring is still the| FOUR PUNCTURES—That’s Ray Eyes of Redbook getting the anti-polio 
New York » Chicago + Los Angeles + Portland, Ore. most versatile. Many companies | needle from Dr. I. Klemes, as John Stanton of McCall’s, David 
like big tiles up to 3x3’. e| Pancoast of Redbook and Bob Donovan, also of McCall’s (l. to r.), 

get a boot out of the proceedings. 


THE 


Richard F. Robinow, well-known South African ad man and pr 
consultant, will pay his first visit to the U. S. in April to attend the 
golden wedding anniversary of his parents, who live in Providence 
... James H. Lavenson, president of the Lavenson Bureau of Ad- 
vertising, Philadelphia, has been elected eastern area vp of the 
Young Presidents’ Organization... 

L. E. (Lew) Pickett, contact supervisor of Young & Rubicam, To- 
ronto, is the new Commodore of the Port Credit Yacht Club and its 
$1,000,000 fleet moored off this Toronto suburb. He is owner of the 
“R” Class racing sloop “Lillian E”... 


New THOMAS Cost Calculator takes | 
the guess work oul of any collating job! 


Now, for the first time, you can 
tell in a jiffy just how long it will 
take, how much it will cost, and 
what is the fastest and least expen- 
sive way to do the job. 

Whether you collate a lot or just a 
little . . . whether it’s by hand or 
with a Thomas Collator, this new 


CRUSADER—Arthur A. Hood, right, editor of American Lumberman & 

Building Products Merchandiser, Chicago, receives an inscribed 

cost calculator is sure to be a real sword from Herbert A. Vance, publisher. The sword, a gift from 

help. Send for your free calculator We FREE g | associates, is symbolic of Mr. Hood’s half-century crusade for im- 

today. No obligation, of course! ours provement in the distribution of building materials. On his return 

from a European trip with Mrs. Hood, his new title will be chairman 
of the editorial board. 


' 


CLIP OUT AND MAIL NOW! 
ewe eee e ew ewer eraee 
Thomas Collotors Inc., Dept. Z ~ 


| 
ets. | 50 Church St., New York 7, N. Y. 4 Allen Stanley, longtime Pacific Coast manager of Scripps- 
| Please rush me * Howard Newspapers’ general advertising department in San Fran- 
| (1 FREE Thomes Collating Cost Calculator cisco, was married a few weeks ago in Las Vegas. His bride is the 

OmaAs | () FREE Brochure on New Thomas Collators former Beth Danielson of San Francisco and Honolulu. . . 
| (CE) Demonstration at my Convenience Once a bachelor stronghold, Playboy announces another with- 
|] | drawal from a single set. Recently, college bureau director Anson 
e Ators we. — (Please Print) Mount was wed to the former Helen Davis, MacFarland, Aveyard 
accountant... 
Bagh alee Focal | prema 3 Everyone knows that Phil Ewald, promotion director of The New 
| Yorker, is named Phil. Everyone, that is, except one red-faced AA 
Copyright 1957, Thomas Collotors Inc ' City STATE 


reporter who called him Bill in last week’s Getting Personal col- 
umn... 
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Newsstand gains over corresponding issues, previous year. 


6 cosmopolitan themes... 
6 COSMOPOLITAN issues 


Here—six reasons for CosMOPOLITAN’s circulation progress—rolling up 
at 35¢ premium price, 94% newsstand. 


COSMOPOLITAN’S editorial approach today is unique. Sure, it’s entertaining. 
But more important, it stimulates mature, more cosmopolitan living and thinking. 


This formula is paying off for cosmopoiTaN ... and for advertisers. 


moppolilam. ia. Koally “Koeling_| 
COSMOPOLITAN -::4HE48sT Macazine 


S7th St. and Sth Ave.,New York 19 +-COlumbus 5-7300 
By one of America’s great magazine publishers, Also publishers of GOOD HOUSEKEEPING © HARPER'S BAZAAR HOUSE BEAUTIFUL © SPORTS AFIELD TOWN & COUNTRY © SRIDE AND HOME MOTOR MOTOR BOATING " AMERICAN DRUGGIST 
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Another true-to-life story about some make-believe characters 


How to catch fishermen 
without rod and reel 
in Chicago 


4 day was fit for neither man nor beast. | 


But just right for fish, figured Pete and Joe. So early in the yawning our 
anglers rowed forth, loaded down with plugs, rods and nets. 


Now fishing was Pete’s hobby—but this hobby was also 


his business. | 45% As Admanager of Fin ’n Faddy, manufacturers of fancy 


fishing tackle, he spent days and dollars trying to land fishermen. 
(But back to our piscatorial prattle.) 


Upon reaching a sheltered cove, Joe flipped a plug neatly among the lily pads. 


—<s J. 


A perfect cast in a perfect spot—but no fish! ‘o,? 


“So it goes,” said 


ys 


Pete, ‘‘you can’t always count on fish being where they’re supposed to be.” 


“And the same is true of fishermen,”’ countered Joe, a guy who knew his 


way around the lake RF 


and guided advertisers for the Chicago 


Tribune. ‘“‘You’d think you’d find the most prospects for expensive fishing tackle 
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among the cashmere long-john and sports magazine set. But it just ain’t so.” E 


And Joe went on to explain: \ 


, 4 
“Today fishing licenses are being issued by the nam SEL And even zi 


in mass sports stores like the Fish Now—Pay Later chain, high-priced fishing gear 


is outselling low. Leisure is now mass property, and the man with the most 


wn HC SHY the man in the blue-collared shirt. No homework nor 


briefcase for him. When he’s through with his 40 hours, he’s free to do what 


he pleases. And lots of times he pleases to go fishing.” 


Just then, as Joe was reeling in his line, there was a sudden swirl and splash! 


“A strike,” yelled Pete, “set the hook and keep a tight line.” 


And Joe, being a good fisherman as well as a good salesman, did just that. 
“As I was saying,” coolly continued Joe, playing his prey to the surface, ‘“‘Chicago is 


well stocked with fishermen. As one of the nation’s biggest 


industrial centers, it offers you a market with extra money, extra leisure and an extra 
big interest in sports. (A 31% sporting goods sales increase in the last 
6 years.) And it takes an extra big advertising net like the Tribune to get the 
most out of those waters.” 
Just then Joe hoisted his finny prize into the boat 
—a whopping 6-pounder. ‘‘Well,”’ sighed Joe, “‘if the fish had been stronger, my sales 
story would have been longer.” 
“That’s O.K., pardner,” consoled Pete, ‘‘you had him on long enough to catch me.” 
Now maybe you sell tapioca or teapots instead of tackle, but this fish story 
applies to you, too. If you want to land your limit of Chicago customers, remember this 
tried and true advice: It always pays to check with the guide who knows the local waters. 


And nobody knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. 


Chicago Tribune _ s4 


THE WORLD’S GREATEST NEWSPAPER 
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What a difference 3 D makes... and 


ATLANTIC CITY 
iSNJ's 3-D market/ 


DENSITY of population. 
(A year ’round market of 142,000 people!) 


DEMAND for goods. 
(Over $7 million yearly in drug store 


sales alone . . . 24th highest per family in 
the U.S.A.!)_ 


DEPTH of coverage. 
(Only the Atlantic City Press gives you 


a real coverage. It is read by over 80% of 
an) the families in the Metropolitan Area!) 
Atlantic Ci 
t antir ify re bi} 5] * Have you received your 3-D viewer yet? If you 
haven't, write us. We'll be glad to send you one! 
ro Rolland L. Adams, President 


Gallagher-DeLisser, Inc., National Representatives 


Senator Challenges 
Report on Admen’‘s 
Political Gifts 


WasHINGTON, April 9—A new 
post-mortem over business’ con- 
tributions to the 1956 elections 
flared up in the Senate last week 
as Sen. Andrew Schoeppel (R., 
Kan.) charged that the massive 
report of the elections subcommit- 
tee is riddled with errors which 
generally tend to understate the 
amount of money available to 
Democrats. 

His analysis of the report in- 
cluded a challenge to the special 
tabulation which showed that of- 
ficials of 37 leading advertising 
agencies contributed $51,600 to Re- 
publicans and nothing te Demo- 
crats. 

He pointed out this tabulation 
erroneously included $11,350 by a 
Charles M. White, who was iden- 
tified as an employe of Campbell- 
Ewald in Washington. Mr. White 
has subsequently been identified as 


TOLEDO is the hey fP to the sea 


are the key f to the 
Billion Dollar Toledo Market 


2. Akron Beacon Journal 
3. Cleveland Press. . 


5. Dayton News.. 


7. Dayton Journal 


10. Cincinnati Enquirer 


12. Cleveland News .. 
13. Columbus Citizen 
14. Ohio State Journal. 


wi te SEE Bae 8 RBPLtOnET, REGAN 


1. Toledo Blade... 


6. Youngstown Vindicator Telegram ... . 
ere 


9. Cincinnati Times Star............... 


11. Cleveland Plain Dealer.............. 


SCuarrvyt, 


and the TOLEDO NEWSPAPERS 


for the third consecutive year, the TOLEDO BLADE 
tops all other Ohio newspapers in Grocery Lineage 


(Including Local—Department Store Groceries—General) 


iia ahd 3,767,952 
nn rie 3,663,861 


saa. aes 3,337,717 
©, Caohames Breeton... ............. 


. 3,267,434 


nt eee 3,203,314 


. 3,087,819 


or err 2,933,168 


. 2,267,829 
. 2,218,202 
1,876,379 
.1,734,713 


; haan 1,626,289 
jveba (ee eTe 1,502,986 


87,098 


TOLEDO BLADE yoy ond, Sudo. — TIMES Mowing 


Inc, 


Advertising Age, April 15, 1957 
president of Republic Steel Corp. 


s Checking through lists of indi- 
vidual donors printed elsewhere in 
the report he found contributions 
of two advertising agency leaders 
to the Republican cause had been 
understated. 

On the other hand he uncovered 
a $500 contribution to the Demo- 
crats, and contended that a $64,400 
contribution to the Democrats by 
Mrs. Albert Lasker should be in- 
cluded in the advertising industry 
table, since Mrs. Lasker’s income is 
derived from money earned by Mr. 
Lasker while he was president of 
Lord & Thomas. 

The two GOP gifts understated 
as a result of tabulation errors, the 
senator said, included $1,000 by 
Leo Burnett instead of $500 report- 
ed in the official tabulation; and 
$4,800 by Mr. and Mrs. Sigurd S. 
Larmon, instead of $1,500. 


® The contribution to the Demo- 
crats was by Raymond E. Sullivan 
of Sullivan, Stauffer, Colwell & 
Bayles. In the earlier tabulation the 
committee credited Mr. Sullivan 
with a $500 gift to the Republicans. 
Senator Schoeppel said his search 
showed Mr. Sullivan gave $500 to 
each party. 

The senator said contributions 
and loans by labor leaders to Dem- 
ocrats, carried in the alphabetical 
listings in the report, frequently 
were omitted when special exhibits 
showing contributions by type of 
occupation were developed. He 
noted that Mrs. Lasker was the 
second largest contributor to the 
Democrats and the third largest 
contributor to either party. - 


Perma Starch Using Tags 

Milner Products Co., Jackson, 
Miss., has scheduled a spring cam- 
paign which is highlighted by a 
hang-tag tie-in promotion with six 
clothing manufacturers. More than 
1,000,000 hang-tags are expected to 
be displayed. Six separate small 
space ads will run in the May 
Good Housekeeping within ten 
consecutive pages, one ad for each 
manufacturer. Gordon Best Co., 
Chicago, is the agency. 


Mortell Names Edward Weiss 

J. W. Mortell Co., Kankakee, II1., 
manufacturer of industrial coat- 
ings and weatherstripping, has ap- 
pointed Edward H. Weiss & Co., 
Chicago, to handle its advertising. 
Ross Roy Inc. formerly handled 
the account. 


Get Your FREE 


F . 
fe ‘ 


“HOW BUSINESS 
USES CLIPPINGS” 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 


research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 6%" x 9%". 288 pp. 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 
handling. Documented, illustrated, 
case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 


343 So. Dearborn $1, Chicago 4, Illino 
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IT WOULD TAKE 6,262 DC-7s 
TO CARRY THE 


375,680 


EXCLUSIVE READERS OF 


Ghe Seattle Gimes 


(At DC-7 standard first class passenger capacity of approximately 60 person) 


Imagine 6,262 plane loads of Seattle residents whom your 
message does not reach unless it’s in The Seattle Times. No 
other Seattle newspaper covers these people. No flight of fancy, 
this... your Seattle sales soar high when you advertise in 
The Seattle Times. The 1957 certified survey by Dan E. Clark II 
and Associates shows that 117,400 families—375,680 readers— 
are reached only by The Seattle Times. 
We invite you to write for a copy of the 1957 Circulation and Duplication 
Study and Report—or ask your O’Mara & Ormsbee representative for one. 
In every income bracket—in every section of Seattle— 


The Seattle Times’ exclusive readership dominates both mass 
and class markets. 


EARNED is inl : | 
BETTER RESULTS | wo! SEATTLE’S ACCEPTED NEWSPAPER 
=a = 7 a are REPRESENTED BY O'MARA & ORMSBEE, INC. 
| re Or Detroit « Chicago — los Angeles « aig 
Member Metro Sunday Comics idiinwe Rotogravure Groups — 
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Herd of 100,000-1b, Cows + America the 
Beautiful * Your Weather for Season Ahead 


astern Edition 


Your 
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Graham Patterson, Publisher 


Farm Families EVERYWHERE 
what THEY want...need... 
land can't get ANYWHERE else! 


Have you ever wanted to insert an advertisement in a multi-million 
circulation magazine only a few days before issuance date? 


Every month, Farm Journal can accommodate a limited number of 
advertisers, national or regional, who wish to insert an advertisement 
as late as 10 days before issuance date at no extra cost. 


Has the threat of last minute copy changes ever prevented your using 
magazines? 


Farm Journal schedules advertisers anticipating late copy changes in 
late forms. 


To deliver the news of agriculture to farm families everywhere, 
while it is still news, Farm Journal employs a battery of high-speed 
news magazine presses in sufficient number to permit last minute 
changes on 96 pages of the magazine less than a week before it is 
on its way to the homes of more than 31% million families. No one 
else does. 


Features like these have given Farm Journal an extraordinary 
vitality of readership, made it one of the nation’s truly great maga- 
zines, the largest and most successful farm magazine ever published. 


FARM JOURNAL 


One of the nation’s truly great magazines 
More than 3,500,000 subscribing families 


Richard J. Babcock, President 
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DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 

plus 24,164 subscriber families in 85 other communities, our 

standing as Illinois’ 5th Largest Newspaper Retail Market. 
ut did I mention the young, active, “‘extra” market of 

over 4400 students attending Illinois Wesleyan and 

ig Illinois State Normal? I should have—it’s a market 

" most newspapers are unable to offer! 

% it all adds up to: 


@ 38,586 total circulation; includes 94% coverage of 
Standard Metropolitan County Area (McLean) 

@ $147 Million subscriber Retail purchases 

@ $31 Million subscriber Food purchases 


. 
THE Daily Pantagraph 
BLOOMINGTON-NORMAL, ILL. 
127 Mi. S. W. Chicago—157 N. E. of St. Louis 
Represented by Gilman, Nicoll & Ruthman 


National Screen in 
Consent Judgment 
to Allow Competitors 


WASHINGTON, April 9—In an ef- 
fort to stimulate more competition 
in the production of motion pic- 
ture promotion materials, the De- 
partment of Justice has issued 
two consent judgments designed 
to clear the way for new compa- 
nies to compete with National 
Screen Service Corp. in making 
coming attractions trailers, posters 
and other material. 
| Under the decrees seven major 
film producers are required to 
give non-exclusive, reasonable 
royalty licenses for the production 


|of trailers and accessories to any- 
one who can meet reasonable busi- 
ness standards, and National 
Screen is enjoined from preventing 
motion picture producers from li- 
censing others to make trailers or 
accessories, or from discriminating 
against exhibitors who use ma- 
terials made by others. 


® In complaints filed in April, 
| 1952, the department had charged 
| that National Screen Service Corp. 


| used exclusive contracts to monop- | 


| olize the production and distribu- 
tion of trailers and accessories. As- 
sistant Attorney General Victor 
Hansen said the consent judgments 
| should provide an opportunity for 
| qualified companies to enter the 
field. e 


IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


This group of mountain-ringed 
radio stations, purchased as a unit, de- 
livers more radio homes than any 
combination of competitive stations 
... at by far the lowest cost per thou- 
sand. (Nielsen & SR&D) 

They serve this amazingly rich 
inland market — with more people 
than Iowa — and effective buying in- 
come of almost $4.3 billion, nearly 
triple that of the metropolitan Dallas 
market. (Sales Management’s 1956 
Copyrighted Survey) 


Sacramento, California 
Paul H. Raymer Co., 
National Representative 


sige ein Ne 


Advertising Age, April 15, 1957 


PENAL OFFER F 


KEN-L-RATION 


FANCY—This pole display for Ken- 
L-Ration includes a dimensional 
reproduction of the premium um- 
|brella in fiber. Chicago Show 
| Printing Co. produced the display 
for Ken-L-Products division of 
Quaker Oats Co. 


Ronson Files 3 Suits 
to Restrain Sales of 
‘Cheap Imitations’ 


New York, April 9—Ronson 
Corp. has filed three suits in New 
York supreme court to restrain re- 
|tailers from selling “cheap imita- 
tions” of Ronson’s cigar and cigaret 
| lighters. 
| Defendants are Mills Sales Co., 
| Alamac Drugs, and Saxony Tobac- 
co & Sales Corp., Jack Goldrich 
and Victor Itzkowitz, trading as 
|Saxony Tobacco Products Co., all 
of New York. 

Defendants are accused of ad- 
|vertising their merchandise as 
“Ronson-type lighters.”” They have 
‘also described their lighters as 
|“Ronson-style,” it is alleged. Such 
'use of the Ronson name is unau- 
thorized, plaintiff says. 


|@ By using the description “Ron- 
son-type lighter,” plaintiff charges, 
defendants are misleading the 
public into thinking they are pur- 
chasing items produced by Ronson 

Each complaint also says that 
| plaintiff has “expended millions of 
dollars for advertising of its ‘Ron- 
json’ lighters and its trade name.” 
| An affidavit filed by Ronson’s sec- 
retary, Samuel L. Cohen, says that 
| the company has spent over $2,- 
(000,000 yearly for advertising in 
| the past several years. ° 


Revere Advertising Names 
|Hedstrom, Lunn; Boosts Two 

Revere Advertising, Minneapo- 
lis, has appointed Robert E. Hed- 
|strom, formerly advertising man- 
lager of Elgin American division 
of Illinois Watch 
| Case Co., an ac- 
count executive 
/and in charge of 
|new business for 
| the Chicago of- 
jfice. Robert 
Lunn, previously 
advertising man- 
ager of Moody 
Monthly and as- 
| sistant ad man- 
ager of Buda Co., 
has been named a 
copy-contact man in Minneapolis. 

The agency also has named El- 
vin Torsell, vp and manager of the 
Chicago office, to the new post of 
exec vp. Ernest C. Blanchard, cre- 
ative head of the agency, was 
named a vp and member of the 
board. 


Robert E. Hedstrom 


Cashion Joins ‘Fisherman’ 
Bernard Cashion has been 
appointed southeastern representa- 
tive of the Fisherman, with head- 
;quarters in Miami. He was for- 
merly western ad manager of 
Puck—The Comic Weekly. 
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NOW . -. The Houston Post delivers 
highest readership in the South’s largest 


© td Bde Serve of Anmmevatnd Prom Umted Prom Mantes: fee Cant Coomnge 


Cues ree peuaee pases ¢ conve 


-==& THE HOUSTON N Post Se 


Anh Gaza OF THE OT COPPRE POT Troop Use 
Guaranty In Mideast 


Beeoee Last Move 
the Would Seek To 
Avoid It. Says Dulle- 


$200 Million Is 
Asked for W ater, 


Diasteed Wicked Leave Late yrte 


bee Dandies obeaal % teed Eby tes 


a +598 FEDER A Ot ee 
tm b tor Gateabe, eee 


an 1h vou 
a RE 1 MONTER 


P ost ls Offering 2 2a YS s/00,900 


iN POLICY 


Highest Reader sh ip The Houston Post leads in readership of both news and advertising by 
both men and women readers. The Houston Post has the highest readership 


among Houston newspapers. This is proved by comparative readership 
studies conducted by Daniel Starch and Staff over a five year period. The 


Houston Post high readership is reflected in 1950-1957 circulation gains 
Lar gest Advertising Gains — the largest among Houston newspapers. Get results in the South's largest 


market. Pick the best read newspaper — The Houston Post. 


you need THE HOUSTON POST to cover the Houston market 


Represented Nationally By MOLONEY, REGAN a SCHMITT 


Fastest Growing Circulation 
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FIGURES TELL THE TALE . . . FOLKS BUY 
MORE IN THE PASSAIC-BERGEN, N. J. AREA— 


Food sales for 1956 in the 10 communities comprising The 
Herald-News A.B.C. City Zone (36.5 sq. miles) were: 


$82,657,000* 


An average of $2,264,574 per square mile 
*Sales Management Estimates Food Sales, 1956 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


Wm. J. Hay, Gen. Adv. Mgr. James J. Todd, Mgr. 
Post Office Box 1019 New York Office 
Passaic, N. J. 18 East 41st Street 


Newspaper Circulation* 
In The Rich Passaic- 
Clifton City Zone: 


The Herald-News ... .50,455 
Bergen Record ...... 1,187 
Paterson News ...... 2,548 
Paterson Call ....... 2,105 
Newark News ...... 4,398 


Newark Star-Ledger .. 3,352 
N.Y. Herald-Tribune .. 2,962 
N.Y. Journal-American 7,338 


N.Y. Daily News ... .20,918 
_ ee 683 
Set EN bv cereawe 2,792 
N.Y. World-Telegram 

hike sae nns> 1,235 


*ABC, Dec. 31, 1956 


Sues to Stop Sale 
of Primrose Bras 
by F. W. Woolworth 


New York, April 9—Primrose 
Foundations has filed a petition in 
New York supreme court for a 
temporary injunction to restrain 
F. W. Woolworth Co. and Figure 
Flattery Brassiere Co. from adver- 
tising and selling brassieres or oth- 
er foundation garments with the 
Primrose name. 

Plaintiff states that Woolworth 
refuses to desist from using the 
Primrose name, contending that it 
is used only in connection with the 
sale of brassieres, a product that 
the plaintiff does not make. 


s Plaintiff states that it has made 
brassieres in the past and intends 
to make them again in the future. 
Furthermore, it is asserted, plain- 
tiff has spent over $400,000 in ad- 
|vertising the Primrose name, 
which it has been using since Jan- 
uary, 1936, when it received per- 


TIME: April 
PLACE: Paris 


Paris, Springtime, Pond’s, beauty... 


ACTION: 2 Americans meet to film 60-second commercials 


These men will meet in Paris to 
make 20 commercials in color and 
black and white...for theater screen 
and TV showings in 34 countries. 

Why in Paris? 

The special problem is to create 
for Pond’s products a single series of 
films which will be universal in their 


appeal to women in many lands out- 
side the U.S.A. 


Scripts were prepared months ago. 
Then bids were requested from 15 
producers in nine different countries. 
J. Walter Thompson Company had 
worked with 13 of these producers 


so we were able to make an informed 
choice among them...a choice based 
not just on cost, but on facilities, 
background and casting require- 
ments peculiar to the job. 


In April in Paris the two men — 
from Chesebrough-Pond’s and 
Thompson—will meet to begin work. 


J. Walter Thompson Company is 
uniquely equipped to handle a job 
of this nature and scope. Our film 
departments are headed by expe- 
rienced production supervisors in 
London, Paris, Buenos Aires, Sao 
Paulo, Rio de Janeiro, Mexico City, 


Calcutta, Bombay, Sydney, New 
York, Chicago and Hollywood. We 
have been producing films for adver- 
tising in major markets around the 
world since 1931. 


If you would like to know more 
about films for advertising — any- 
where in the world—write or call 
the J. Walter Thompson Company 
office nearest you, or to 420 Lex- 
ington Avenue, New York 17, N.Y. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, 
Los Angeles, Hollywood, Washington, D. C., 
Miami and principal international markets 


Advertising Age, April 15, 1957 


mission to obtain a trademark 
patent from Chipman Knitting 
Mills, Easton, Pa. Chipman had 
already obtained the trademark for 
its hosiery, it is explained. 

The complaint also asks for 
damages, an accounting and a per- 
manent injunction. 


Medic Calls Factory, 
Car Fumes Culpable 


as Cigarets in Cancer 


PaNAMa Cirty, April 9—Dr. Wil- 
liam F. Rienhoff of Johns Hopkins 
University, Baltimore, told the 
opening session of the second In- 
ter-American Medical Convention 
here that “smoking cannot be 
blamed for lung cancer any more 
than can inhaling air polluted by 
gasoline and industrial wastes.” 

Dr. Rienhoff commented on the 
causes of lung cancer in extempo- 
raneous remarks before he read a 
prepared paper on “Carcinoma of 
the Lung.” 

Noting the increase in lung can- 
;cer cases in the past 50 years, he 
|deplored the fact that some sci- 
jentists blame this on _ tobacco 
smoke. It makes just as much 

sense, he said, to put the blame 
on gasoline fumes expelled by the 
)increased number of automobiles 
and trucks or the increased indus- 
|trial wastes expelled by the in- 
| creased number of factories. . 


Postpone Lord's 
Day Act Trial in 
Canada to April 17 


Toronto, April 9—The prosecu- 
tion of three new Toronto news- 
|}papers and a radio station on 
|charges of violating Canada’s 
| Lord’s Day Act has been postponed 
until April 17. 

The postponement was set by 
the magistrate’s court because the 
supreme court of Ontario has to 
rule whether the Canadian Broad- 
casting Commission is liable under 
the act. 

The trial is to be a test case of 
the act following the Toronto Tele- 
gram’s announcement that it in- 
tends to publish a Sunday edition 
(AA, March 11, 25). The Star, the 
|Globe & Mail and Radio Station 
| CKEY are included in the prosecu- 
tion on complaint of the Telegram. 


Mr. Boston Will Import 
Hawker’s Maytlower Sherry 

Tying in with the scheduled ar- 
rival from England this spring of 
la 180-ton replica of the original 
| Mayflower that brought the Pil- 
| grims to America in 1620, Mr. Bos- 
ton Distiller Inc. 
will become ex- 
clusive importer 
and distributor of 
Hawker’s Fine 
Old Amontillado 
sherry, known in 
England as Haw- 
ker’s Mayflower. 

The dry sherry 
is a product of 
Spain, bottled by 
James Hawker & 
Co. Ltd. Ply- 
mouth, England, 
in a Spode china 
decanter from 
Copeland, England. One side of the 
decanter reproduces in color the 
landing of the Pilgrims and the 
other side carries a reproduction of 
the Mayflower. 


Paramount Earnings Down 
Estimated consolidated net earn- 
ings for Paramount Pictures Corp., 
New York, in 1956 reached $8,73i,- 
000, down from 1955 estimated 
earnings of $9,708,000. Fourth 
quarter earnings were estimated 
at $1,988,000 in 1956, and at $2,- 
028,000 in 1955. The earnings rep- 
resented $4.43 per share in 1956, 
against $4.49 per share in 1955. 
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GRAVURE ENGRAVERS:* 


ELGIN 


WESTERN GRAVURE SERVICE 


3324 N. Eastern Ave., Los Angeles 32, Calif. 


INTERNATIONAL COLOR GRAVURE, INC. 


39 W. 60th St., New York 23, New York 


INTAGLIO SERVICE CORP. 


305 E. 46th St., New York, New York 


COLOR ENGRAVERS DIVISION 
PUBLICATION CORP. 


580 Fifth Ave., New York, New York 


COLLINS, MILLER & HUTCHINGS 


333 W. Lake St., Chicago, Ill. 


GRAPHIC ARTS CORP. OF OHIO 


110 Ottewe St., Toledo 4, Ohio 


BECK ENGRAVING CO. 
105 So. 7th St., Philadelphia 6, Penn. 


ROTOGRAVURE SERVICE CO. 
DIV. HENNEBERRY ROTOGRAVURE CO. 


6441 N. Ridge Ave., Chicago 26, III. 


ACME GRAVURE SERVICES, INC. 


1501 W. Congress St., Chicago 7, III. 


*THIS IS A PARTIAL LISTING OF MANY REPUTABLE 
INTAGLIO ENGRAVERS. 


W E'LL TRY TO GIVE THE PRODUCTION DE- 
PARTMENT A HAND because the rela- 
tively low cost of providing printing material 
for home-edited gravure magazines is some- 
thing we'd like to talk about. 


The four pieces of glass (sometimes film is 
used) shown here are gravure positives. These 
are the plates required for four-color rotogravure. 


The majority of national advertisers submit 
their copy to one of the many experienced 
photo-engraving organizations* —the profes- 
sional makers of gravure positives. From your 
copy these gravure engravers prepare a set of 
original positives from which they provide you 
with a proof. The cost would be very roughly 
$1000, (including advance color proof), de- 
pending upon the nature of your copy. They 
will then supply you with enough duplicate 
sets at again very roughly $150 each to supply 
all plants which serve home-edited gravure 
magazines offering four-color advertising. There 
are 16 such plants and thus your total cost 
would be something like $3250. 


But suppose you’re using only a few news- 
paper roto magazines, say for instance, a group 
in the South and Middle West. You may find 
it convenient to have positives processed by 
the printers of the magazines concerned. For 
example, the approximate cost of the two sets 
of positives necessary to serve the following 18 


GOOD PLACE 
TO TEST 


reproduction 


newspapers would be $500 (not including ad- 
vance proof). 
Akron Beacon-Journal 
Atlanta Journal and Constitution 
Birmingham News 
Cincinnati Enquirer 
Cleveland Plain-Dealer 
Columbus Dispatch 
Houston Chronicle 
Indianapolis Star 
Louisville Courier-Journal 
Newark News 
New Orleans Times-Picayune 
Phoenix, Arizona Republic 
Pittsburgh Press 
Pittsburgh Sun Telegraph 
St. Louis Globe-Democrat 
St. Paul Dispatch & Pioneer Press 
Terre Haute Tribune 
Toledo Blade 
Youngstown Vindicator 


Naturally, the larger your campaign grows, 
the more magazines you include, the more 
likely it would be that you’d find it more eco- 
nomical to have the gravure engraver rather 
than the printer supply your positives. 

The important point is that the production 
costs for serving any or all the 46 newspaper 
gravure magazines offering four-color are ex- 
tremely small, particularly when you consider 
that they are providing for a national coverage 
through great newspapers with all the power and 
flexibility of a king-sized newspaper campaign. 


Twelve of the best of the 51 home edited grovure magazines: 


AKRON BEACON JOURNAL * ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST © HOUSTON CHRONICLE 
INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 
PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 
TOLEDO BLadE 
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... displayed on 4-D* 


tune in fast to profit-building sales! 
Dechar creative research* puts “stop, look and 


; designers & 
ms manufacturers 
DECHAR: << 
3 displays - 
75 ROEBLING ST., BROOKLYN 11, N. Y. + EVergreen 7-4164 


listen” into your P-O-P picture! 


Dial today for a complete story 
of this top performer. . . 
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JWT Lid. Bills $15,611,599 in Print 


Advertising Age, April 15, 1957 


to Rank as Britain's Biggest Agency 


‘World’s Press News’ ‘56 
List Also Includes Y&R, 
Erwin, Wasey in Top Ten 


Lonpon, April 9—J. Walter 
Thompson Co, Ltd. again ranked 
as the No. 1 advertising agency in 
Britain in 1956. 

According to figures compiled by 
World’s Press News, the London 
office of Thompson billed £5,575,- 
571 ($15,611,599) in magazines and 
newspapers, compared to £4,706,- 
079 ($13,177,011) in 1955. 

This put JWT one-third higher 
than any other agency in the 
country. 

The British agency billings fig- 
ures are compiled by World’s Press 
News from the print media ex- 
penditures reported in the Statis- 


tical Review of Press Advertising. | 


| 


The booming Kalamazoo Market... 


{ i 
where advertisers meet new opportunities 


BOOTH 


THE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOP 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


Unaffected by model changeovers in the motor industry 
last Fall, the Kalamazoo market reversed the trend and 
continued its gains in employment and income from its 
traditionally stable base. 
For the first nine months of 1956, Metropolitan 
Kalamazoo led the nation in percentage of gain in depart- 
ment store sales with a whopping 16% increase! 
Kalamazoo and Southwestern Michigan face the future 
with a growing potential and predictable growth stimu- 
lated by significant public and corporate investments. 
People in the six-county Kalamazoo market, served by 
one newspaper—the Kalamazoo Gazette—have an in- 
creasing supply of crisp, new folding money and the mood 
to spend. 
Yes, more and more advertisers are finding growing 
opportunities in Southwestern Michigan. Stake out your 
claim in this dynamic market. And the place to do it is in 
the Kalamazoo Gazette . . . a basic sales tool in the past 
. .. a bonanza medium for the years ahead. 


Au... Kalamazoo Gazette 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 


Superior 7-4680; Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


Three American agencies filled 
places in the top ten. Besides JWT, 
these were: Erwin, Wasey & Co. 
Ltd., in the No. 6 spot with $6,- 
582,429, and Young & Rubicam 
Ltd., in seventh place with $6,- 
081,160. 

Corresponding figures for 1955 
were: Erwin, Wasey, $6,574,691; 
Y&R, $6,318,094. 


# 50 agencies billed more than 
$700,000 in print media in 1956, 
compared to 43 in 1955 and 38 in 
1954. One of the newcomers this 
year was Pat Dolan’s shop—Dolan, 
Ducker, Whitcombe & Stewart— 
which billed $700,942, to fill the 
No. 47 spot in the World’s Press 
News tabulation. 

McCann-Erickson Advertising 
Ltd. billed more than $2,800,000 
|}in magazines and newspapers for 
the first time last year and 
climbed from No. 17 to No. 13 in 
the listing. Its 1956 figure was 
$3,322,219, compared to $2,783,127 
in 1955. 

The increased billings for Mc- 
Cann confirmed the impression 
that the agency is one of the fast- 
jest growing shops in London. 
Alone among the U. S. agencies 
operating here, it improved its po- 
sition in the billings tabulations. 
J. Walter Thompson remained in 
the top rung, but both Erwin, 
Wasey and Young & Rubicam 
dropped a place, as a result of the 
rise of Masius & Fergusson from 
eighth to fifth place. Masius & Fer- 
gusson is the successor to the old 
Lord & Thomas office here. 

Foote, Cone & Belding Ltd. also 
dropped a notch, from No. 14 to 
No. 15, with 1956 billing at $3,- 
308,116; its 1955 figure was $3,- 
393,804. 


® Top British agency was London 

| Press Exchange Ltd., which filled 
\the No. 2 spot for the third con- 
| secutive year. The 1956 press bill- 
ing for this agency was computed 
at $10,286,221, compared with a 
1955 figure of $9,528,394. 

While giving a fairly accurate 
guide to the relative billings of the 
various agencies, the figures do 
not set out to be either official or 
complete. This is because the 
Statistical Review does not claim 
to measure ad space in all British 
newspapers and magazines. The 
figures are based on advertising 
in “all London and provincial 
| morning and evening and national 
and provincial Sunday newspa- 
pers, a large selection of provin- 
cial and suburban weekly news- 
papers, all popular and most 
special appeal magazines and a 
wide range of technical and trade 
media.” 

An indication of its incomplete 
jmature is the variance between 
|the reported Erwin, Wasey figure 
j}and the 1956 billings actually re- 
ported by the agency earlier this 
year (AA, Feb. 25). Erwin, Wasey 
}—one of the few agencies here 
| which release billings figures—re- 
|ported 1956 British billings of 
some $12,600,000, which is almost 
double the amount reported in the 
World’s Press News compilation. e 


‘TV Guide’ Boosts Three 

Jerome Horwitz Jr., promotion 
representative of the Washington- 
Baltimore and Virginia editions of 
TV Guide, has been appointed ad- 
vertising representative of the 
same editions, with headquarters 
in Washington. TV Guide also has 
named David E. Warmuth, circula- 
tion manager of the Oregon edi- 
tion, manager of its Washington 
State edition, with headquarters in 
Seattle, succeeding Gene Brown, 
who has resigned. Edwin Cassard, 
representative in Baltimore, suc- 
ceeds Mr. Horwitz in the promo- 
tion post. 
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In Chicago, 
The American is the newspaper that’s going places 


Three straight months of circulation gains in 1957. Total daily 


average in January, over 541,000; February, over 550,000; 


March, over 551,000. Circulation now at highest level in years. 


Record-high home delivered circulation of over 233,000 in city 
and suburbs is by far the largest in the Chicago evening field. 


To move your merchandise into more homes, advertise it in 


the newspaper that’s moving into more and more homes— Bi faa 


The Chicago American. 


THE CHICAGO AMERICAN 


Nationally represented by Hearst Advertising Service Inc. 
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Mutual Stations 
Favor Net's New 
‘Realistic Radio’ 


(Continued from Page 2) 
ident was part of a new status for 
the radio hookup. Effective May 1 
it acquires a new name—ABC Ra- 
dio Network Inc., and becomes an 
“autonomous subsidiary” of Amer- 
ican Broadcasting-Paramount The- 
aters Inc. As such it will be a 
“separate entity” from ABC-TV. At 
present the two are together in one 
subsidiary of the parent company. 

As executive vp of Blair, Mr. 
Eastman had had a share in re- 
sisting network movements into 
the realm of spot selling. A ques- 
tion the affiliates were said to be 
musing over was whether he 
would work to have ABC conform 
more closely than now to the spot 
pattern. 

His initial re- 
marks in accept- 
ing the position 
emphasized 
strong pro- 
gramming and 
“showmanship,” 
however. Mr. 
Eastman’s suc- 
cessor at Blair is 
Arthur McCoy, 
who joined the 
station represent- 
ative two years ago from Avery- 
Knodel Inc. He will be vp and na- 
tional sales manager. 


Robert Eastman 


s The new Mutual plan is sched- 
uled to go into effect June 2 and 
there is considerable pressure on 
the affiliates to make up their 
minds quickly—new contracts go 
into the mail early next week. 

Under its provisions Mutual will 
program from 7 a.m. to midnight 
EST, Monday through Saturday, 
with five minutes of news on the 
hour (to be sold by stations) and 
five minutes of news on the half- 
hour to be sold by Mutual. In be- 
tween there will be recorded mu- 
sic—pop mainly—separated by 
musical bridges. 

Stations will get a cue sheet 
telling them what music is coming 
up at what time, will then be able 
to fit in their own commercials or 
local disc jockey chatter. Except 
for this background music—and 


Brainstorming for Ideas? 


12,500 


ADVERTISING 
HEADLINES 


36 classifications indexed for quick reference 
$ 3 95 


Mail check 
with order, 
or will be 
sentC.0.0 
v 5 days free 
inspection 
Money re- 
funded if 
not satis- 
fied. 


12,500 


Advertising 
Heodlines 


12,500 advertising headlines, merchan- 
dising ideas, thought starters and — 
estions which ore now being put in 
Scily use by advertising agency copy 
writers and executives, department store 
sales promotion managers, advertising 
and merchandising monagers, printers, 
newspaper solicitors, show cord writers, 
sales managers and others interested in 
advertising and sales promotion. 


SPECIFICATIONS: Size 9” x 12”. Spiral 
binding.  peow. Good stock. Classi- 
fied and indexed. Set in |2-pt. type, 
leaded. 36 classifications. In use since 
1938. 


RAYMOND HALL 
211 W. Franklin St., Richmond 19, Vo. 


special events—there will be no 
sustaining programs. 

Mutual retains an option on the 
5 to 5:30 p.m. period, and on some 
Sunday hours where there are 
paid religious broadcasts; it will 
pay the stations for these shows. 
It will also pay the affiliates for 
added time it may want if other 
shows come along which the net- 
work has a sponsor for. 


# Mutual’s gain under the new 
plan will be in its ability to offer 


advertisers 17 news segments a 
day with guaranteed clearance 
(and no costly clearing to be 
done). The network figures it can 
make money by selling just those 
segments. A corollary is that it 
will invest more money in its news 
operation, with plans now afoot to 
bring big-name newscasters over 
from other networks. 

For the affiliates there is “flex- 
ibility”: As John Poor, MBS pres- 
ident, put it, “We return to the 
stations most of the broadcasting 


schedule.” Also, it was made clear 
to some 200 affiliates in a pre- 
convention meeting that there is 
no alternative. If a station turns 
down the new proposition it will 
be dropped as an affiliate and, if 
possible, another station in the 
market will be signed. 

Generally, the response was fa- 
vorable. Nearly 100 big-market 
stations were sounded out before 
the convention and according to 
Mr. Poor more than 85% liked the 
plan. Dissents at the convention 


Advertising Age, April 15, 1957 


session were few, and the affili- 
ates attending voted their “ap- 
proval and confidence.” 

As an affiliate in Waynesboro, 
Va., put it: “If a station can’t ac- 
cept this there’s just no deal it 
can accept... The only real alter- 
native is to go independent.” 


® Most other network meetings 
were on the pep-rally order. Most 
uproarious was undoubtedly the 
one in which ABC-TV announced 
for next fall its first “fully com- 


’ CONTENT: 


RESPONSE: 


NOVEMBER 1956 ISSUE 


“SIX STEPS TO EXECUTIVE SUCCESS” 


Basic requirements for getting things 
done through people. 


43,720 paid reprints ordered by 1458 
companies, among them: 


COMPANIES: Armour & Co.; Corning Glass Works; 
E. |. du Pont de Nemours & Co.; General 
Electric Co.; The Hallicrafters Co.; Kim- 
berly-Clark Corp.; Libby, McNeill & Libby; 
Lone Star Gas Co.; Marquette Cement 
Manufacturing Co.; McKesson & Robbins, 
Inc.; Missouri Pacific Railroad Co.; Moun- 
tain States Telephone & Telegraph Co.; 
Pennsylvania Salt Manufacturing Co.; 
Pillsbury Mills, Inc.; Seaboard Finance 
Co.; United States Rubber Co. 


CONTENT: 


RESPONSE: 


COMPANIES: 


19,345 business firms purchased 


27,162 paid reprints ordered by 888 
firms, among them: 


SEPTEMBER 1956 ISSUE 


“HOW TO LIVE WITH JOB PRESSURE” 


14 concrete ways to relieve the personal 
strain imposed by today’s business life. 


American Marietta Co.; Bridgeport Brass 
Co.; Connecticut General Life Insurance 
Co.; Food Machinery & Chemical Corp.; 
General Aniline & Film Corp.; W. T. 
Grant Co.; Inland Steel Co.; Johnson & 
Johnson; “Junket” Brand Foods; Massey- 
Harris-Ferguson, Inc.; Mohawk Airlines, 
Inc.; Mononganela Power Co.; Strath- 
more Paper Co.; Utah Power & Light Co.; 
Westinghouse Electric Corp. 


633,075 reprints in 1956 from 


Key men in all types of business read Nation’s 
Business. Their 19,345 requests for 633,075 re- 
prints during 1956 reflect the nationwide power of 
the magazine designed for business owners. Of the 
779,000 Nation’s Business subscribers, 550,000 are 
the owners, partners, presidents or stockholding ex- 
ecutives in manufacturing, banking, retailing and 


... in Nation’s Business. 


Write for reprints 
of any or all of the articles mentioned 


wholesaling, construction, transportation. And Na- 
tion’s Business readers are responsive to advertising, 
too. That’s why action in business results when you 
advertise to the men who own American business 
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petitive program schedule.” Be- 
fore a standing-room-only crowd 


heavily laced with “outsiders,” 
Oliver Treyz, ABC-TV vp in 
charge, outlined the new pro- 


gramming and also aimed some 
pointed remarks at the FCC. 

Mr. Treyz said that next season 
“promises” to be the first in which 
the network will have an exclu- 


New Orleans, but Mr. Treyz 
strongly “hoped” that the govern- 
ment agency would quickly make 
those markets available. 


® An NBC Radio meeting was 
also on the happy-hour side, with 
Matthew Culligan, vp in charge, 
having quite a bit of new business 
to talk about. One item, it was 


Mr. Culligan also developed 
plans for what apparently will be 
a new nighttime music, news and 
comedy mixture, Tuesday through 
Thursday, probably from 8:30 to 
10 EST. 

A two-day meeting by CBS-TV 
affiliates before the convention 
had more sobering things to mull 
over, such as the large quantities 


that gilt-edged assemblage was 
anything but glum. Instead, it was 
repeatedly pointed out that the 
other nets were making sales sim- 
ply because they had a lot more 
unsold time available. ° 


‘Esquire’ Boosts Guarantee; 
Offers Junior Units 
Esquire will raise its guarantee 


Sive affiliation in every market of 
more than 500,000 population. 
There were some obvious hitches 
in this, such as Pittsburgh and 


said, was the first of what the 
network hopes will be a series of 
orders from various General Foods 
Corp. divisions. 


of daytime business which the|from 735,000 to 800,000 beginning 
with the January, 1958, issue. The 


|9% boost in guarantee will be ac- 


other two networks have been 
signing in the last two months. 
the atmosphere 


However, 


JULY 1956 ISSUE 


“BUSINESS IN POLITICS... how far you can go” 


CONTENT: 


OCTOBER 1956 ISSUE 


“MAKE THE TIME YOU NEED” 


Specific ways in which businessmen CONTENT: 
can participate importantly in political 


activity. 


Six helpful steps you can take to accom- 
plish more things in the time you have. 
RESPONSE: 38,484 paid reprints ordered by 1320 
22,558 paid reprints ordered by 110 companies, among them: 


companies, among them: 


RESPONSE: 


COMPANIES: American Can Co.; American Metal 
Products Co.; Commercial Solvents Corp.; 
Ethyl Corp.; Fire Association of Philadel- 
phia; General Mills, Inc.; Gillette Safety 
Razor Co.; Idaho Power Co.; The Kroger 
Co.; The McKay Co.; Minnesota Mining & 
Manufacturing Co.; The Quaker Oats 
Co.; Regal Ware, Inc.; Thatcher Glass 
Manufacturing Co., Inc.; Underwood 
Corp.; Wyandotte Chemicals Corp. 


American Cotton Manufacturers’ Insti- 
tute; Armco Steel Corp.; Burlington 
Lines; Caterpillar Tractor Co.; The Reuben 
H. Donnelley Corp.; The Equitable Life 
Assurance Society of the U. S.; Kentucky 
Utilities Co.; Latrobe Steel Co.; Libbey- 
Owens-Ford Glass Co.; Newsweek; Pow- 
ers Regulator Co.; St. Lovis Independent 
Packing Co.; Solar Aircraft Co.; Sunray 
Mid-Continent Oil Co.; University of San 
Francisco. 


COMPANIES: 


Wee ee en eed oeiiidiis 


Nation’s Business 


ADVERTISING HEADQUARTERS: 711 THIRD AVENUE, NEW YORK 17, N.Y. 


Philadelphia 


Washington © Chicago * * Cleveland © Detroit * Los Angeles ¢* San Francisco 


779,902 PAID CIRCULATION (A.B.C.), including 75,154 executives of business members of 
the National Chamber of Commerce and 704,586 businessmen who have personal subscriptions. 


in|companied by a 7% hike in b&w | 


rates and a 9% advance in full- 
color rates. Cost of b&w pages will 
be $5,992, and four-color pages 
$8,807. 

The magazine will then intro- 
duce junior page units. Rates will 
be $4,500 for b&w and $7,500 for 
four colors. 


K&E Names 3 Copy Heads 

Robert Pasch, formerly copy di- 
|rector of Ruthrauff & Ryan, has 
| rejoined Kenyon & Eckhardt, New 
York, as a vp and copy supervisor. 
Mr. Pasch first joined K&E in 
1949. He later moved to Dancer- 
Fitzgerald-Sample. K&E also has 
named Larry Mulhearn and Paul 
Baur copy supervisors. Formerly 
associate copy supervisors, Mr. 
Mulhearn joined the agency in 
1952 and Mr. Baur in 1948. 


Webster Named Eastern A.M. 
John F. Webster has been pro- 
moted from New York advertising 
manager to eastern advertising 
manager of Mechanix Illustrated. 


QUALITY? 


the sign of fine 
photoengraving 


In any language, quality is the word for 
the photoengravings turned out by our 
experienced craftsmen. That's why so 
many blue-chip advertisers and their 
agencies have brought their business to 
us for more than a quarter of a century. 


LAUTENCE inc. cnicaco 


547 SOUTH CLARK STREET 
WABASH 2-6284 

FINE PHOTOENGRAVINGS FOR OVER 

25 YEARS 

ARE YOU RECEIVING YOUR FREE 

COPIES OF “LAURENCE’S GUIDE FOR 


PHOTOENGRAVING BUYERS’? IF 
NOT, WRITE OR PHONE US TODAY 
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TELEVISION: A sponsor using today’s most popular 
advertising medium reaches an average of 7.9 MILLION 
families in the average nighttime minute. And, depending 
on the program buy, the sponsor’s commercial message 
allowance generally ranges from two to six minutes. 


RADIO: A sponsor using the CBS Radio Network IMPACT 
plan complements and insures television’s effectiveness. 
He reaches a net of 8.3 MILLION families and he delivers 
over three minutes of commercial messages per family— 
at the most efficient costs in all advertising. 


*He does far better than that across the street, on CBS Television. 


—— 
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There’s No Market under the Sun 
like Southern Arizona! 


YZ RETAIL FOOD SALES 


Metropolitan Tucson 1956* 


$67,381,000 
20% GAIN over 1955 


“According to Sales Management 


es 


—_.. Persea. Daily Citizen” 
Tucson Newspapers, Inc. : _ Evening eo: 


TvB Presentation 
Dramatizes Faults 
of Competing Media 


(Continued from Page 2) 
field again and again ... He can 
break himself into lots of small 
pieces and scatter himself all over, 
getting smaller and smaller, bit by 
bit, as he does. Just because he 
has the ability to fractionalize him- 
self, does not mean that he can sell 
the product successfully.” 


® TvB tabbed—as radio’s biggest 
disadvantage as a salesman—the 
fact that the radio salesman only 
talks about the product, and never, 
never shows it. 

Next up for TvB’s dissection 
were magazines. They lost out for 


|the role of best salesman because 
the magazines’ own material | 


(1) 
competes with the manufacturer’s 
ad for the readers’ attention, (2) 
because they are not truly national 
and (3) because they frequently 


CHANNEL & 


* 


Leads in Quarter-Hour ‘‘Firsts’—6 out of 7 


nights in Vital 6 p.m. to 12 midnight period! 


* 
week — 265 to 197! 


Leads in Quarter-Hour ‘‘Firsts’ for entire 


Has 14 of the top 15 once-a-week shows! 
*Source: FEBRUARY 1957 ARB 


ov 


FRANK P. FOGARTY, Vice President and. General Manager 
FRED EBENER, Soles Manager 


mA! oe, Ong 


A 
Meredith 


2 IN OMAHA it’s WOW and WOW-TV 
Station IN SYRACUSE it’s WHEN and WHEN-TV 
IN PHOENIX it’s KPHO and KPHO-TV 
IN KANSAS CITY it’s KCMO and KCMO-TV 


represented by BLAIR-TV, Inc. 

represented by The KATZ Agency 
represented by The KATZ Agency 
represented by The KATZ Agency 


Advertising Age, April 15, 1957 


try to sell a product in the wrong 
season or the wrong place. 

The bureau also took a sly dig 
at the field for having lost two of 
its best salesmen lately. This was 
a reference to the folding of Col- 
lier’s and Woman’s Home Com- 
panion, though they were not men- 
tioned by name: 

“And although perhaps we 
should not mention it, this sales- 
man of magazines should well be 
looking over his shoulder today, 
because two of his biggest and sup- 
posedly strongest friends have just 
left.” 


® Newspapers lost out as job ap- 
plicants because of rising cost per 
customer reached and because they 
cater to city people primarily and 
have not extended their influence 
to the expanding suburban areas. 
The newspapers also were chided 
for not giving their customers a 
full report on how many people 
their advertising is reaching. 

TvB pointed out that television 
gives sponsors a choice of a variety 
of measurements of its efficiency 
through the various rating services, 
while only six papers in the coun- 
try are Starch-rated. “This leaves 
more than 2,000 papers completely 
| unaudited,” the bureau lamented. 

Television won the accolade— 
j\from TvB — (1) because of its 
|stature as the national advertisers’ 
|favorite for the second straight 
year, (2) because it offers sight 
plus sound at the next best cost per 
1,000 to the sightless radio and (3) 
because it gets more of the average 
person’s attention currently than 
any other medium. 


® To document the increasing ad- 
vertising support, TvB noted that 
American Home Products now has 
6%, hours a week on network tv, 
plus a spot budget of $2,000,000 
annually. Chrysler Corp. has 4% 
hours a week on network and a 
spot schedule of $1,900,000 annual- 
ly. And Procter & Gamble has 13% 
hours weekly on the networks, plus 
$17,522,000 worth of spot tv a year. 

As examples of what tv can do 
for a manufacturer, TvB cited the 
j}case of (1) Anahist, which it said 
moved up to No. 1 in its field by 
spending 70% of its budget in tele- 
vision, (2) Jet Bon Ami, “another 
television success,”” which TvB said 
is going so well currently that it 
can't keep up with the demand, 
and (3) Prudential Insurance Co., 
which it said is growing faster than 
any of its competitors by spending 
80% of its budget in tv. . 


inquiries 


and 
influence... 


If your product or service can be 
= used by municipal and state police, 
f just give them the facts in 
E Law And Order. One advertiser received 
over 668 inquiries within 10 months. 
You get results because each issue 
gets intensive readership through 
focusing attention on a specialized 
field of police work—most 
issues are saved and used in police 
training programs. 


LAW... ORDER 


1475 BROADWAY, NEW YORK 36, N.Y 
BRyant 9.7550 
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Frank Lawler, editor of Food Engineering, 
inspects generating equipment at High 
Voltage Engineering Corp., Burlington, 
Mass. It preserves hamburger meat through 
high voltage bombardment under an ex- 
perimental program for the U. S. Army 
Quartermaster Corps. 


HAMBURGERS --- SMOTHERED WITH ELECTRONS! 


Frank Lawler, Editor of Food Engineering, Reports on Latest 


RRADIATING MEAT with streams of high voltage electrons is 
| one of the coming methods of food preservation. Here 
Frank Lawler, Editor of Food Engineering, examines the 
generator being used experimentally to preserve fresh 
hamburgers. 

As the $70-billion food industry has grown, Frank has 
brought his engineering training and acquired knowledge into 
sharp focus on changing techniques. Take the case of a prom- 
inent food specialties producer who recently came to Food 
Engineering for technical advice. He brought along his own 
engineers and management representatives, went over the 


complete plans for a new plant in detail with Food Engi- 


> = 
MeGraw-Hill Magazines 
McGraw-Hill Publishing Company, Inc., 330 West 42nd St., New York 36, N. Y. 


Experimental Method of Food Preservation Now Under Test 


neering staff members. From his 25 years’ experience, Frank 
was able to suggest several significant changes. Examples like 
this, repeated over the years, indicate in some measure the 
stature Frank and his magazine have achieved in the field 
they serve. 
What Does This Mean To You? 

Frank Lawler and 485 other full-time McGraw-Hill editors 
produce magazines that help their readers on the job. That 
is why these magazines are subscribed to and used by the 
important people in business and industry. These men control 
buying practices for a multi-billion dollar market—and can best 


be reached with your advertising in McGraw-Hill magazines. 
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Advertising Age, April 15, 1957 


1927 to 1955, when he became 
board chairman. He was also 
widely known as a philatelist and 
patron of stamp collector groups. 

Born here, he was graduated in 
1900 from the cathedral school of 
St. Paul’s, Garden City, N. Y., and 
entered his family’s business as 
an apprent’ce. A few years ago a 


‘Theodore Steinway, 
Piano Manufacturer, 
Is Dead at 73 


| New York, April 9—Theodore 
|E. Steinway, 73, board chairman 
|of Steinway & Sons, piano manu- 


facturer, died yesterday at his co-worker said of him, “He can 
home here. A grandson of the| still put a piano together blind- 
INCORPORATED founder, Henry E. Steinway, | folded.” 
ewe EOE Theodore Steinway served as He was the founder of the Assn. 


|president of the company from | for Stamp Exhibitions and was its 


sold 55 L’Aiglon Dresses before Noon 
an Ad in The Morning Herald,’ 


. . says Wesley Vincent, Sales Promotion Manager, 

Steketee's Dept. Store, Grand Rapids, Michigan. 

“We made a recent 5-month Study of our advertising, and found that our Morning Herald 
ads are more productive than those we run anywhere else. The L'Aiglon Dress ad | men- 
tioned is just one of many similarly successful ads we've run in The Morning Herald. And 
that's why we advertise five times each week in this newspaper.” 


And here's why + « « Herald ads produce sales: (!.) In the City Zone 3 out of 4 copies 


of The Morning Herald are delivered to families with $4,000 or more annual income. (2.) 
In 13 Key Cities outside of Grand Rapids . The Morning Herald delivers twice as 
much circulation as any other newspaper 


This QUALITY plus QUANTITY produces sales for Steketee’s and over 800 other local 
contract Herald advertisers each week. And YOU TOO can increase your sales through- 
out the Grand Rapids-23 County Western Michigan market simply by making sure THE 
HERALD is included on all of your advertising schedules. 


GRAND RAPIDS 


MICHIGAN 


me 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


treasurer for 35 years. He was 
also active in the creation of the 
Philatelic Foundation and was a 
member of the Royal Philatelic 
Society of London and the Col- 
lector’s Club. He was a former 
president of the latter. A member 
of The Players, he received spe- 
cial honors from the club for his 
portrayal of more than 60 roles. 
He also belonged to the Bohemi- 
ans, the Century Assn. and the 
Dutch Treat Club and the Coffee 
House Club. 


THOMAS M. KERESEY 


New York, April 9—Thomas 
iM. Keresey, 54, former vp of Lord 
& Thomas and Ellington & Co., 
died April 4 after a short illness. 
| After graduating from Fordham 
College, Mr. Keresey joined the 
| International Mercantile Marine 
|Co. and became its director of 
advertising and publicity. Later 
he moved to Lord & Thomas and 
then to Ellington. During World 
War II he served as a lieutenant 
|colonel in the Army. From 1943 
to 45 he was chief control officer 
in the office of the chief of ord- 
nance, Detroit, and received the 
legion of merit for his war serv- 
ices. 


GILBERT P. FARRAR 

Newport BEAcu, CAL., April 9— 
Gilbert P. Farrar, 70, nationally- 
known typographer and newspa- 
per designer, died April 3 in a 
local hospital after a brief illness. 

Mr. Farrar was known as “The 
Deacon” in the publishing busi- 
|ness. He designed more than 70 
| newspapers, including the Los An- 
geles Times, San Francisco Call- 
Bulletin, Atlanta Journal, Houston 
Chronicle, Dallas Morning News, 
Brooklyn Eagle, Minneapolis Star 
& Tribune, Fort Worth Star-Tele- 
gram, Miami Daily News and Co- 
lumbus Dispatch, 
| For many years before World 
War I Mr. Farrar was with Charles 
W. Hoyt Co. in New Haven and 
also opened the agency’s New 
York office. During the 1920s he 
was with Conde Nast as typo- 
graphical consultant on Vogue, 
Vanity Fair and House & Garden. 
He had been a private consultant 
since 1936. 

A son, Frederic B., is with 
O’Mara & Ormsbee, New York. 


JOHN BALABAN 

Cuicaco, April 9—John Bala- 
ban, 62, a member of the board of 
directors of American Broadcast- 
ing-Paramount Theaters, died at 
his home April 3, apparently of a 
heart attack. 

Mr. Balaban had been a promi- 
nent figure in the entertainment 
industry as president of Balaban 
& Katz, a subsidiary of United 
Paramount Theaters. Mr. Balaban 
was one of seven brothers who 
pioneered in the motion picture 
theater business, setting up a 
chain of theaters in Chicago which 
now number 40. 

Mr. Balaban was instrumental 
in the company’s setting up Chi- 
cago’s first television station, 
WBKB, in May, 1940. The station 
is now owned by ABC. 


LENNOX T. CINNAMOND 

San Francisco, April 9—Lennox 
T. Cinnamond, 33, manager of ra- 
dio station KSAN here, was killed 
early March 29 in a head-on colli- 
sion on the Bayshore highway. Mr. 
Cinnamond was driving home from 
work when the accident occurred. 


Helton Succeeds Rogers as 
Head of R&R, San Francisco 

Frank Helton will be the new 
| manager of the San Francisco of- 
jfice of Ruthrauff & Ryan, not 
|R&R’s New York office as ApvER- 
TISING AGE erroneously reported 
last week. 

He succeeds Ray Mount Rogers, 
who is retiring after 10 years with 
the agency’s San Francisco office. 
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A man’s guide to women, No. 11 


Diving into the subconscious 
' y y ys of the sexes 


— Men and women are different—this is our 


: ~ favorite thesis. They look different, talk 
} differently, act differently. They even 
: — ' i think differently. In fact, the old 


Word-Association game reveals that the 
very same word often suggests very different 


* things to sopranos-and baritones. To wit: 
. FEMALE MALE 
WORD MENTAL PICTURE MENTAL PICTURE 


3 Foundation 
: Cheesecake » i 
: ee 
als 
Diamond o 


Myr 
: Boa HON 


Pillbox a -Ras 
Mousse =) 


NN. ee 


Five-to-one 


There are many more, of course. And needless to say, it is because Ladies’ Home 
Journal understands so well how women think that women feel a special way 
about the Journal. For this reason, more women buy and read the 
Journal than any other magazine on earth—in March, over 5,600,000.* 


And it is the Journal’s influence in every sphere of a woman’s life that prompts 
advertisers to invest more money in the Journal than in any other women’s magazine. 
April was the biggest April in Journal history with a revenue of $3,018,695! 


women’s magazine 


Women have a world of their own... and a magazine of their own... J) RN oo. 


*Pub. Est, A CURTIS PUBLICATION 
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Help Advertiser Pick Best Space for Ads, 
Publicker’s Schwed Tells Newspaper Reps 


PHILADELPHIA, April 9—News- 
paper advertising representatives 
can help their publications in- 
crease liquor advertising by rec- 
ommending to advertisers what 
positions are best for these prod- 
ucts in their newspapers, John 
Schwed, advertising manager of 


l Your source for outstanding 
— WOODCUT illustration 
Specimen prints and 
complete information 
request. 


THE SANDER WOOD ENGRAVING CO. INC. / 542 S. DEARBORN ST. / CHICAGO S 


Publicker Industries, told the 
Philade:phia chapter, American 
Assn. of Newspaper Representa- 
tives last week. 

Mr. Schwed explained that for 
liquor advertising each newspaper 
has a favored position to get the 
most readership. 

In an effort to determine this 
information for the more than 300 
newspapers used throughout the 
year by Publicker, Mr. Schwed 
asked the Publicker agencies to 
make a survey of the dailies. After 
four months, the agencies had 
been unable to glean all of these 
details, he explained. 


“Instead of issuing r.o.p. or- 


| ders,” he told some 50 newspaper 
reps, “we want to tailor-make all 
of our newspaper orders. We want 
to get the top readership in each 
paper, and we do not have time to 
review each one.” 

Mr. Schwed said such coopera- 
tion on the part of newspapers 
could help encourage additional 
advertising in the medium, not 
only by manufacturers, but also 
by retailers. 


s He urged newspaper represent- 
atives also to take advantage of a 
special mat service on packaged 
goods being offered by Liquor 
Store. 

“This package, which is being 
offered without charge, should add 
liquor store linage for all news- 
papers and may help encourage 


newspapers which do not accept 
institutional whisky ads to accept 
retail ads,” he added. 

He predicted that if the package 
is widely accepted, liquor ad lin- 
age would be doubled in the com- 
ing year. 

Mr. Schwed said Publicker, 
which is now expending about 
70% of its advertising funds for 
newspaper space, expects at least 
to continue this proportion. . 


Brown-Forman Moves Bols 
Brands to Albert Woodley 
Brown-Forman Distillers Corp., 
Louisville, which recently became 
sole U.S. distributor of Dutch 
brand liqueurs, fruit brandies, gins 
and vodka marketed under the 
Bols label (AA, March 18), will 


move the advertising account for 
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Bols from Bermingham, Castleman 
& Pierce to Albert Woodley Co., 
New York, effective June 1. 

The Woodley agency also rep- 
resents Joseph Garneau Co., New 
York importing subsidiary of 
Brown-Forman, which markets 
Usher’s scotch whiskies, Veuve 
Clicquot champagne, and several 
wines. Among Brown-Forman’s 
other brands, Old Forester and 
Early Times bourbons are handled 
by Ruthrauff & Ryan, New York, 
and Jack Daniel’s whisky is han- 
died by Gardner Advertising Co., 
St. Louis. 


‘Antiques’ Boosts Ross 

Lawrence Ross has been promot- 
ed from the sales staff to advertis- 
ing manager of Antiques Magazine, 
New York. 


support. 


HAYDEN PUBLISHING 


It may seem unnecessary, today, to point out to adver- 
tising men the obvious importance of a circulation 
audit. Yet of today’s more than 2,000 business papers, 
only the 732 shown at right are audited by Audit 
Bureau of Circulations (ABC) or Business Publications 
Audit of Circulation, Inc. (BPA). Only these publica- 
tions have gone to the trouble and expense of providing 
you with an independent, open, complete accounting 


of their circulation. These publications deserve your 


COMPANY, INC. 


19 East 62nd St., New York 21, N.Y. « Telephone: TEmpleton 8-1940 


Reprints available on request. 
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Newspapers Are 
Indispensable to 
IGA, Johler Says 


Cuicaco, April 9—Newspapers 
as an advertising medium 
ceived enthusiastic plaudits from 
Orville W. Johler, vp in charge of 
merchandising and advertising of 
the Independent Grocers Alliance, 


here last week. 


Addressing the College Club of 
the college of commerce and busi- 
ness administration of the Univer- 
sity of Illinois, Chicago branch, Mr. 
“In our business, 
during the past 30 years, the press, 
advertising-wise, has become in- 


Johler declared, 


dispensable.” 


IGA not only uses newspapers 


re- 


paper, 


to sell merchandise in its stores, 
but also uses them to study the 
reaction of its buyers, he said. 

“One of the most effective food 
selling surveys ever made by IGA 
food stores was made through the 
advertising columns of the daily 
press,” he said. 


s One test campaign which IGA 
used to test reaction of buyers in- 
volved two newspapers of like cir- 
culation in similar surroundings. 
IGA featured price alone in one 
in the other, 
same prices, but added the salu- 
tation, “Hi, Neighbor.” 

Results of the ad carrying the 
friendly punch line were far better 
than from the ad built on price 
alone, Mr. Johler said. 

“Any time you want to really 


it used the 


get a true reaction from the mass- 
es of people—use newspapers. We 
at IGA have never found their 
equal,” he advised. 


Central Four A's Elects 

Arthur G. 
partner in Rippey, 
Bucknum & Co., Denver, has been 
elected chairman of the central 
region of the American Assn. of 
Advertising Agencies. Also elected 
were James G. Cominos, vp of 
Needham, Louis & Brorby, Chi- 
cago, vice-chairman; Alexander H. 
Gunn III, vp of J. Walter Thomp- 
son Co., Chicago, secretary-treas- 
urer; and Arthur L. Decker, senior 
vp of Buchen Co., Chicago, and 
Larry Wherry, president of Wher- 
ry, Baker & Tilden, Chicago, gov- 
ernors. 


Rippey, 


managing 
Henderson, | 


Sales Toole, Tue. 


WITHA 


selling tool . 


100s other items. 


SEND FOR FREE FOLDER! 
1706 WEST WASHINGTON BLVD. 


CHICAGO 


Yotemaster! 


An ordinary ring binder that we have made into a valuable 
. it sets-up and takes-down in split seconds. 
Its simplicity makes its inexpensive. Carried in stock. Also 
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Seeeceeeeeeeeeeeee: 


Advertising Age 

Advertising Agency Magazine 

Aero Digest 

Aeronautical Engineering Review 

Agricultural Chemicals 

Agricultural Engineering 

Ai Condi Leaders’ afte 
and 


Air _ Heating and 
Ventilating 

Air Force Times 

Air Transportation 

American Artisan 

American Automobile (The) 

American Aviation 

American Boxmaker 

American Brewer 

American Builder 

American Business 

American City (The) 

American Druggist 

American Drycleaner 

American Egg & Poultry Review 

American Engineer 

American Exporter 

American Exporter Industrial 

American Exporter’s Automotive 
World 

American Funeral Director 

American Fur Br 

American Gas Journal 

American Hairdresser and Beauty 
Culture 

American Journal of 
Gastroenterology 

American Journal of Medicine 

American Journal of Nursing 

American Journal of Proctology (The) 

American Laundry Digest 

American Lumberman 

American Machinist 

American Milk Review 

American Motel Magazine 

American Paint & Wallpaper Dealer 

American Painter & Decorator 

American Paint Journal 

American Paper Merchant 

American Perfumer 

American Practitioner 

American Press (The) 

American Printer and Lithographer 

American Professional Pharmacist 

American Restaurant Magazine 

American Roofer & Siding Contractor 

American School Board Journal 

American Shoemakin 

American Soft Drink Journal 

America's Textile Reporter 

Analytical Chemistry 

Appliance Manufacturer 

Applied Hydraulics 

Architectural Forum 

Architectural Record 

Arizona Beverage Journal 

Arizona Builder & Contractor 

Arizona Grocers 

Army-Navy-Air Force Journal 

Army-Navy-Air Force Register 

Army Times 

A.S.T.A. Journal (The) 

A.S.T.A. Travel News 

Audio 

Automatic Control 

Automatic Machining 

Automation 

Automotive Chain Store 

Automotive Industries 

Automotive News 

Aviation Age 

Aviation Week 
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Bakers Review 
Bakers Weekly 
Baking Industry 
Bankers Monthly 
Banking 
Bar Management 
Beer Distributor 
Better Farming Methods 
Better Maintenance 
Better Roads 
Beverage Bulletin & California 

Beverage Guide 
Beverage Dealer & Tavern News 
Beverage Industry News 
Beverage Media 
Beverage Retailer Weekly 
Beverage Times 
Biast Furnace and Steel Plant 
Boat & Equipment News 
soating rye 
Soot and Shoe Recorder 
Zottling Industry 
Boxboard Containers 
Boxoffice 
Brake & Front End Service 
Brewers Digest 
Brewers Journal 
Brick and Clay Record 
Buckeye Tavern 
Buildings 
Building Products 
Building Speciaities 
Building Supply News 
Burroughs Clearing House 
Business Education World 


dusiness Publication Rates and Data 
dus Transportation 

Butane-Propane News 

Buyers Purchasing Digest 


c 

California Oil World 
California Stylist 
Caminos Y Construccion Pesada 
Candy Industry 
Canner & Freezer (The) 
Canning Trade 
Casket and Sunnyside 
Catholic Building & Maintenance 
Catholic School Journal (The) 
Ceramic Age 
Ceramic Industry 
Chain Store “~~ 
Chemical and Engineering News 
Chemical Engineering 
Chemical Engineering Progress 
Chemical Processing 
Chemical Week 
Chicago Electrical News 
Civil Engineering 
Cleaning Laundry World 
Club Management 
Coal Age 
Coin Machine Journal 
College and University Business 
Combustion 
Commercial Bulletin 
Commercial Car Journal 
Commercial Refrigeration & Air 

Conditioning 
Compressed Air Magazine 
Concrete 
Concrete Manufacturer 
Concrete Products 
Confectioners Journal 
Connecticut Bevera 
Conover-Mast Purc! 
Construction 
Construction Bulletin 
Construction Digest 
Construction Equipment 
Construction Methods and 

Equipment 
Construction News Monthly 
Constructioneer 
Consulting Engineer 
Consumer Magazine Rates and Data 
Contractor (The) 
Contractors & Engineers 
Contractors’ Electrical Equipment 
Control Engineering 
Cooperative Merchandising 
Corsets & Brassieres 
Corset and Underwear Review 
Cotton Trade Journal 
County ~ & Vo-Ag Teacher 
Credit & Financial Management 
Crockery and Glass Journal 
Croplite— Weekly 
Croplife— Northeast Dealer issue 
Croplife— South Dealer Issue 
Croplife— Midwest Dealer Issue 
Croplife— West Dealer Issue 
Current Medical Digest 
Curtain & Drapery Dept. Magazine 


Journal 
sing Directory 


Daily News Record 
Dairy Record 

Dental Laboratory Review 
Dental Surve: 
Department 
Design News 
Diesel Power 
Diesel Progress 
Diner-Drive-in 
Distribution Age 
Display World 

Dixie Contractor (The) 
Domestic Engineering 
Orillin 

Drug & Allied Industries 

Drug and Cosmetic Industry 

Drug Topics 

Drug Trade News 

Dun’s Review and Modern Industry 


lore Economist 


E 


Earnshaw’'s Infants’, Boys’ and 
Girls’ Wear 

Editor & Publisher 

Efectos De Escritorio 

£1 Automovil Americano 

Electrical Construction and 
Maintenance 

Electric Light & Power 

Electrical Dealer 

lectrical Equipment 

Electrical Manufacturing 

lectrical South 

lectrical West 

lectrical Wholesaling 

lectrical World 

lectrified Industry 

lectronic Design 

Electronic Equipment 

lectronics 

| Mundo Azucarero 

ngineering and Mining Journal 

ngineering News Record 

Equipment & Materials Reporter 

Esquire’s yom Arts 

Excavating Engineer 


Explosives Engineer 
Export Buyer (The 
Export Trade and Shipper 
F 

Factory Equipment & Production 
Factory Management and 

Maintenance 
Farm Chemicals 
Farm Equipment | — 
Farm Implement News 
Farm Power 


Feed Age 

Feeds Iliustrated 

Fibre Containers and Paperboard 
Mills 

Finish 

Fire Engineering 


Fleet Owner 
Floor Covering Profits 
Flooring 
+ Telegraph Delivery News 


Flow's Material Handling Iliustrated 

Food Business 

Food Engineering 

Food Fi porter 

Food Packer 

Food Processing 

Food Topics 

Food Trade News 

Footwear News 

Forecast for Home Economists 
oundry 

couse, & Fast Food 

Frost Field 
Frozen Food Age 
Frozen Food Center 
Fueloil & Oil Heat 

Fuel Oil News 
Furniture Age 
Furniture Manufacturer 
Furniture News 
Furniture Production 
Furniture Retailer 


G 
Garden Supply Merchandiser 
Gas 


Gas Age 

Gas Heat 

Gasoline Retailer (The) 
Geyer's Dealer Topics 
Gift and Art Buyer 
Giftwares 

Glass Digest 

Glass Industry 

Glass Packer (The) 
Go Magazine 

Golfdom 


GP 

Grain & Feed Review (The) 
Graphic Arts Monthly 
Grocer -Graphic 


Hendh s 


gs & 
Hardware Age 
Hardware & Housewares 
Hardware Retailer 
Hardware World 
Hatchery and Feed 
Hearing Dealer (The) 
Heating & Air Conditioning 
Contractor 
Heating & Plumbing Squloment News 
Heating & Plumbing Merchandiser 
Heating, Piping and Air Conditioning 
Hobby Merchandiser (The) 
Home Comforts Wholesale 
Hosiery and Underwear Review 
Hosiery Industry Weekly 
Hospital Management 
Hospitals 
Hospital Topics 
Hotel Bulletin 
Hotel Greeter 
Hotel Index 
Hotel Management 
Hotel Monthly (The) 
Hotel World Review 
House & Home 
Housewares Review 


ice Cream Field 
ice Cream Review (The) 
ice Cream Trade Journal (The) 
Iinots Beverage Journal 
pm nee & Tractor 
- lementos Y Tractores 
iana Beverage Life 
industri 1" ngineering 
Chemis: 
Industriel" Arts and Vocational 
Education 
Industrial Design 
industrial Development 
Industrial Distribution 
industrial Equipment News 
Industrial Finishing 
Industrial Heating 
Industrial Laboratories 
Industrial Maintenance & Plant 
Operation 
Industrial Marketing 
Industrial Medicine and Surgery 
Industrial Packaging 


Industrial Woodworking 

Industry & Power 

Industry & Welding 

Intants’ and Children’s Review 

Ingenieria Internacional Construccion 

Ingenieria Internacional Industria 

Inland Printer 

Inplant Food Management 

Institutional Feeding and Housing 

Institutions Magazine 

Instrument & Apparatus News 

Instruments and Automation 

Insulation 

Insurance Field 

insurance Record (The) 

Insurance Salesman 

Interior Decorators’ Hand Book 

Interior Design 

Interiors 

iron Age (The) 

Irrigation Engineering and 
intenance 

1S A Journal 


J 


Jewelers’ Circular 

Jobber News 

Jobber Product News 

Jobber Topics 

Journal of Accountancy 

Journal of American oul Chemists’ 


Society 

Journal of Commerce-international 
Edition 

Journal of Osteopathy 

Journal of Plumbing. "Weating & Air 
Conditioning — 


Frank Kane's Licensed Beverage 
Review 


Kansas Beverage Journal 
Kansas Business 

Kansas Construction Magazine 
premeg bon Beverage Journal 
Knitter (The 


L 


Lamp Journal 

Law and Order 

Leather & Shoes 
Leonard's Guide 

Life Insurance Selling 
Light Metal Age 

Linens and Domestics 
Lingerie Merchandising 
Liquor Store 

Local ion 

Log (T 

Ty ae Industrial News 


leanne and Leather Goods 
Lumberland 
Lumberman (The) 


M 
Machine and Tool Blue Book 


Macrae's Blue Book 

Maine Coast Fisherman 

Maintenance 

Management Methods 

Manufacturers Record 

Manufacturing Confectioner 

Marine Engineering 

Marine News 

Mariner (The) 

Maritime Reporter 

Market Growers Journal 

Mart 

Maryland -Washington- Delaware 
—n Journal 

Masonry Building 

Mass Transportation 

Materials & Methods 

Meat 


Meat and Food Merchandising 

Mechanical Engineering 

Mechanization 

Medical Economics 

Medical Times 

Men's Wear 

Merchants Trade Journal 

Metal Finishing 

Metal Progress 

Metal- Working 

Michigan Beverage News 

Michigan Contractor & Builder 

Michigan Food News 

Michigan Roads & Construction 

Mid-Continent Banker 

Mid-West Contractor 

Milk Dealer 

Milk Plant Monthly 

Milk Products Journal 

Mill & Factory 

Mining and Quarrying 

Mining Congress Journal 

Mining Engineering 

Mining World 

Mississippi Valley Contractor 

Missouri Beverage Journal 

Modern Beauty Shop 

Modern Brewery Age 

Modern Castings and American 
Foundryman 

Modern Grocer (The) 


Modern Hardwaring 
Modern Hospital 

Modern Lithography 
Modern Machine Shop 
Modern Materials Handling 
Modern Medicine 

Modern Miss 

Modern Packaging 

Modern Plastics 

Modern Railroads 

Modern Sanitation 

Modern Textiles Magazine 
Modern Windows 
Monopoly State Review (The) 
Motion Picture Exhibitor 
Motion Picture Herald 
Motor 

Motor Age 

Motor Service Magazine 
Motor Transportation in the West 
Motor West 

Motorship 

Municipal South (The) 
Music Trades (The) 


NA.R.D. Journal 

Nargus Bulletin 

National Bottiers’ Gazette 

National Cleaner & Dyer 

National Engineer 

National Fisherman 

National Fur News 

National Furniture Review 

National Hearing Aid Journal 

National Je 

National Lithographer 

National Petroleum News 

National Photographer (The) 

National Provisioner 

National Real Estate and Building 
Journal 

National Roofer 

National Safety News 

National Underwriter 

Nation's Schools 

Navy Times 

New England Appliance & 
Television News 

New England Construction 

New England Electrical News 

New England Hardware 

New Equipment Digest 

New Jersey Beverage Journal 

New Mexico Beverage Journal 

Newspaper Rates and Data 

Northwest Beverage Journal 

Notion & Novelty 

Nucleonics 

Nursing Outlook 


0 


Observer 

Occupational Hazards 

Office (The) 

Office Appliances 

Office Executive 

Office Management 

Official Steamship and Airways Guide 

Offshore Drilling 

Ohio Tavern News 

Oil and Gas Equipment 

Oil and Gas Journal 

Oil, Paint & Deug Reporter 

Optical Journal & Review of 
Optometry 

Optometric Weekly (The) 

Oral Hygiene 

Oregon Licensee Magazine 

Organic Finishing 


P 


Pacific Air & Truck Traffic 

Pacific Architect and Builder 

Pacific Builder and Engineer 

Pacific Coast Record 

Pacific Drug Review 

Pacific Factory 

Pacific Fisherman 

Pacific Laundry and Cleaning 
Journal 

Pacific Mount: 


States Ind 


News 
Pacific Road Builder & Engineering 
Review 


Pacific Work Boat 
Package Store Management 


Packaging Parade 

Packer (The 

Paint and Varnish Production 
Paint, Oil and Chemical Review 
Paper & Paper Products 
Paper& Twine Journal 

Paper, Film and Foil Converter 
Paper Industry (The) 

Paper Mill News-Feature Numbers 
Paper Mill News-News Issues 
Paper Sales 

Paper Trade Journal 

Park Maintenance 

Parts Jobber Magazine (The) 
Patterson's Calif. Beverage Gazetteer 
Petroleum Engineer 

Petroleum Equipment 
Petroleum Marketer 

Petroleum Processing 
Petroleum Refiner 

Petroleum Transporter (The) 


Petroleum Week 

Petroleum World and Oil 

PF— The Magazine of Prefabrication 
Photo Dealer 

Photographic Trade News 

Pipe Line industry 

Pipe Line News 


ry 
uarry Handbook 
he ; 


Plant Engineering 

Plastics Technology 

Plastics World 

Playthings 

Plumbing & Heating Business 

Piumbing-Heating-Air Conditioning 
Wholesaler 

Pocket List of Railroad Officials 

Postgraduate Medicine 

Post's Paper Mill Director 

Poultry & Eggs Weekly (T 

Poultry Processing & Marketing 

Power 


Power Engineering 

Power Equipment 

Practical Builder 

Practical Home Economics 

Practical Lawyer (The) 

Precision Metal Molding 

Premium Practice 

Printers’ Ink 

Printing Equipment Engineer 

Printing Magazine including 
“The Offset Printer” 

Proceedings of the |. R. E. 

Produce News & Produce Barometer 

Product Design & Development 

Product Engineering 

Production 

Production Equipment 

Products Finishing 

Progressive Architecture 

Progressive Grocer 

Public Power 

Public Works Magazine 

Publishers’ Auxiliary 

Pulp & Paper 

Purchasing 

Purchasing News 


Q 


hed Contractor 
ick Frozen Foods 


# 

Radio & Television Journal 
Radio Television Service Dealer 
Railway Age 
Railway Locomotives and Cars 
Railway Purchases and Stores 
Railway Signaling and 

Communications 
Railway Track and Structures 
Recreation 
Retrigerating Engineering 
Resort Management 
Restaurant Equipment Dealer 
Restaurant Management 
Retailing Daily 
Revista Aerea Latinoamericana 


R.N.—A Journal for Nurses 


Rough Notes 
Rookin jet and ae 
Room 

Rubber Age 

Rubber World 

Rural Electrification 

Rural Roads 


Ss 


Sales Management 
Savings and Loan News 
Savings Bank Journal 
Scholastic Coach 
Schoot Arts 

School Equipment News 
School Executive 
School Shop 
Seaboard Bevera 
Seedmen’'s Di 
Seed World 
Server (The) 
Service (Radio-Television-Electronic) 
Service Management 

Shipping Digest 

Shoe and Leather Reporter 
Showmen’s Trade Review 

Signal 

Signs of the Times 

Skyways 

Small World 

Snips Magazine 

Soap and Chemical Specialties 
Southern Appliances 

Southern Automotive Journal 
Southern Beverage Journal 
Southern Building Supplies 
Southern Fisherman 

Southern Florist and Nurseryman 
Southern Hardware 

Southern Hospitals 

Southern Motor Cargo 

Southern Power & Industry 
Southern Seedsman 


Journal 


Southwest Bidr. & Contr.— 
Arch. & Bidg. Edition 

Southwest Bidr. & Contr.— 
Eng. & Public Works Edition 

Southwestern Advertising & 
ey | 

Spectator (The) 

Spirits 

Sporting Goods Dealer 

Sportin, * a Products 

Spot 

Spot Radio Rates and Data 


Standard (The) 
| eee Laundry Journal 
tee 


Steel Processing 

Sugar 

Sugar Journal (The) 

Super Market Manager 

Super Market Merchandising 
Super Market News 

Super Service Station 
Surgical Business _ 


T 


Tap & Tavern 

Taxicab Industry — Auto Rental 
News (The) 

Technician & Circuit Di 

Tele-Tech & Electronic 

Television Age 

Texas Contractor 

Textile Age 

Textile Bulletin 

Textile Industries 

Textile World 

Thomas’ Register of American 
Manufacturers 

Tide 


ndustries 


Timberman 

Tire, Battery & Accessory News 
Tire Review 

Tires TBA Merchandising 
Tobacco Jobber (The) 

Tool Engineer (The) 

Tooling & Production 
Tourist Court Journal 

Toys & Novelties 

Traffic World 

Transportation Supply News 
Transport Topics 

Travel Items 

Trusts and Estates 


U 
Underwriters’ Report 
Underwriters Review 
Upholstering 
Utilization 

Vv 
Variety Store Merchandiser 
Vend 


Veneers & Plywood 
Voluntary & Cooperative Groups 
Magazine 
w 


Wastes Engineering 

Water and Sewage Works 

Waterways Journal (The) 

Water Works Engineering 

Welding Engineer 

Welding |\lustrated 

Western Advertising 

Western Appliances & Television 

Western Automotive Journal 

Western Aviation 

Western Baker 

Western Bottier 

Western Builder 

Western Building 

Western Canner & Packer 

Western City 

Western Confectioner with 
Western Candy Review 

Western Construction 

Western Dairy Foods Review 

Western Electronic News 

Western Fabrics 

Western Farm Equipment 

Western Feed & Seed 

Western Fruit Grower 

Western Hotel & Restaurant Reporter 

Western industry 

Western Machinery & Steel World 

Western Metals 

Western Paint Review 

Western Underwriter 

What's New in Home Economics 

Wines and Vines 

Wisconsin Beverage Journal 

Women's Wear Daily 

Wood and Wood Products 

Wood Construction & Bidg. 
Materialist 

Wood - Worker 

Wood Saee ot 

Work Boat 

World Construction 

World Oil 

World Petroleum 

World's Business & Guia 


Yankee Grocer 
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Publishers Representatives 
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FRANCISCO CENTRAL TOWER 


WKTV Increases Power 
A power increase from 187,000 


completed by WKTV, Utica, N. Y. 
The new wattage is the highest al- 


neering changes cost the station 
$400,000. 


“Typographic Headquarters” 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


We mean 


Here Type Can & Serve You 


lowed by the FCC, and the engi- | 


watts to 316,000 watts has been | 


| 
| 


Along the Media Path 


“Virginia Heritage,” a special, est to guessing the total number 


32-page tabloid section in roto- 
gravure and full color, was pre- 


|}sented by the Washington Post & 


Times Herald on Sunday, March 
31, as a salute to the founding of 
Jamestown and the Jamestown 


Festival of 1957. 


e The Daily Record-Herald, Wau- 
sau, Wis., is now constructing a 
new plant. It is scheduled for com- 
pletion by November. 


e The Saturday Evening Post is 
offering a first prize of a two- 


| 


week vacation trip for two to Ta-| 
hiti to the adman who comes clos-| its 10th anniversary in broadcast- 


of minutes all readers will devote 
to the April 13 issue. 


e Montgomery Publishing Co., 
Ambler, Pa., publisher of weekly 
newspapers in Ambler, Hatboro 
and Willow Grove, Pa., this week 
broke ground for a modern pro- 
duction center at the Fort Wash- 
ington Interchange of the Penn- 
sylvania Turnpike. The expansion 
program of the publishing com- 
pany is centered around a three- 
unit 48-page Hoe rotary press. 


e The Bartell Group celebrates 


Once upon a time a manufacturer told his 
advertising manager that he wanted to 
break into the Detroit-Great Lakes market 
with a new product. But he had to reach 
women with high school educations, who 
were in the middle and upper income brack- 
ets. (Quite an order, eh?) But without bat- 
ting an eyelash, his ad manager announced, 
“You want WJR!” The spontaneity of the 
answer amazed the manufacturer, who said, 
“I do?” “Sure,” the ad manager replied, 
“WJR reaches more women on an average 
day than the next 3 Detroit stations com- 
bined! And WJR reaches more high school 
graduates than the next 4 Detroit stations 
combined. Furthermore, WJR reaches more 


women in the middle and upper income 
brackets than the next 5 Detroit stations 
combined. And that’s a lot of listeners!’ 
‘And that’s for me!” said the manufacturer. 


Don’t accept our word for this—have your 
ad manager contact the nearest Henry I. 
Christal man. He has the results of a Politz 
survey which shows that WJR outdraws all 
other Detroit stations in any listener cate- 
gory. It even indicates that a vast majority 
of listeners prefer and believe advertising on 
WJR over all other Detroit stations. 


Now then, how many blue-eyed blondes 
and green-eyed redheads would you like 
to reach? 


The Great Voice of the Great Lakes 


WJ 


50,000 Watts 


om Detroit 


CBS Radio Network 


The girls most in demand 
are student nurses. 
Apply at any hospital. 


Advertising Age, April 15, 1957 


ing with the dedication of its San 
Diego radio center for KCBQ. 


e A removable 16-page insert, 
“Before You Buy Wood,” is fea- 
tured in the April issue of Popu- 
lar Science Monthly. The supple- 
ment, first of a series designed to 
form a Popular Science reference 


|library for home owners and 


workshop fans, provides money- 
saving and time-saving facts on 
lumber purchasing. 


e The Manila Times, in the Phil- 
ippines, published an eight-page 
supplement on the “Japanese 
Machinery Floating Fair’ when 
the S. S. Nisho Maru docked in 
Manila for a three-day exhibition. 
The cargo liner was converted to a 
“floating fair’ by the Japan Ma- 
chinery Exporters Assn. It went on 
a three-month tour of nine major 
ports in Southeast Asia. 


e J. E. Sitterley & Sons, publisher 
of World’s Business and Guia, has 
issued a little booklet, “Going 
to Market,” which describes the 
complicated problems involved in 
sending these two export maga- 
zines to 2,004 business and indus- 
trial communities in 88 countries. 


e McCall’s has just been awarded 
the Freedoms Foundation George 
Washington honor medal for its 
| 1956 Togetherness campaign. Last 
year the foundation presented its 
George Washington award to the 
magazine for its 1955 Together- 
ness program, reportedly the first 
time any magazine has ever re- 
ceived such an award for its own 
advertising program. 


e The Saturday issue of the Chi- 
cago Daily News, May 11, fea- 
tures its midwestern travel issue. 


e Look, which originated and de- 
veloped the concept of commu- 
nity-wide safety-checks for motor 
vehicles, will again co-sponsor the 
National Vehicle Safety-Check for 
Communities program which will 
| get under way in May. 


@ Department of New Laurels: 

The April 15 issue of Life will 
| carry a record $4,150,000 in adver- 
| tising. Previous high for Life was 
April 9, 1956, when the issue car- 
ried $3,963,000. The magazine also 
racked up $29,300,000 in advertis- 
ing the first quarter of 1956, a 
| gain of 2% over the same period 
last year. 

With more than 2,600,000 copies 
sold, the February issue of Red- 
book registered the highest total 
circulation for a single issue in 
the magazine’s history. 

Sales of TV Guide in super- 
markets for the Feb. 23 issue set 
a new alltime high with 2,087,708 
copies in 20,039 supermarkets in 
| the U. S. and Canada. The pre- 
vious high for supermarket sales 
was 2,025,834, set by the Feb. 9 is- 
sue. 

Dollar volume for the May Sev- 
enteen set an alltime record for 
a May issue of the magazine. With 
148 pages of advertising, this fig- 
ure will represent the second larg- 
est May page total in the maga- 
| zine’s history. It marks a 64% 
gain in advertising pages over May, 
| 1956. 50% of the issue’s total ad- 
| vertising volume is represented by 
73 pages of four-color ads. + 


Kingman, Anderson Move Up 
in API Editorial Changes 

Merle Kingman, for the past five 
years managing editor of Industrial 
Marketing, has been advanced to 
senior editor of ADVERTISING AGE, 
where he will be in general charge 
of special issues and projects. Leo 
Anderson, formerly associate ed- 
itor of Industrial Marketing, suc- 
ceeds Mr. Kingman in that post. 

Urban J. Reese, formerly man- 
|aging editor of Industrial Labor- 
| atories, has joined the IM staff as 
‘an associate editor. 


rig 
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OUTDOOR LIFE... with the greatest total cir- 
culation and the greatest newsstand sale...continues 
to be the all time “Best Seller” among sportsmen’s 
magazines. 


Each of the first three 1957 issues (January, Feb- 
ruary, March) were bought by more than 1,000,000 
sportsmen, notwithstanding a 40% increase in cover 
price, from 25¢ to 35¢ per copy. Total readership is 
nearly 5,000,000 fishermen, hunters, campers and 
boating enthusiasts. 


Advertisers got a whopping 25.5% bonus... 
210,123 more than the publisher’s guarantee of 
825,000. The delivered cost per thousand was only 
$3.19... amazingly low for top-quality circulation. 


These are just a few reasons why advertisers 
invest more dollars in OUTDOOR LIFE than any 
other magazine edited for active sportsmen and their 
families. 


Whatever your product, be it sporting goods... 
automobiles ... smoking materials... apparel... 
liquor... beer...if it is saleable to sportsmen be 
sure to call the man from OUTDOOR LIFE. Get the 
facts on what we can do for you in the increasingly 
important sportsmen’s market. 


the BEST SELLER 
in the history of 


Sportsmen’s Magazines 
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New York, April 9—The best rebuttal to peo- 
ple who keep insisting that television is just a 
medium for the multi-million dollar spenders is 
the mass of spot tv data released this week by 


AA Lists 1,206 Spot TV Users in 1956 


Spenders of $20,000 or More in Medium, with P&G Heading List, 
Shown in Five-Page Tabulation Covering All Advertised Brands 


the Television Bureau of Advertising. 


In the annual report to its members, TvB lists 
1,206 national and regional advertisers who 
spent $20,000 or more in spot tv in 1956. With 
each company there is a product breakdown to 
show specifically what the money was used for. 

The bureau’s researchers report that there 
were 3,193 other companies which used the me- 
dium in 1956—but not enough of it to make the 


$20,000 group. 


These spot figures are gross time estimates 
based on material provided TvB by N. C. Rora- 
baugh Co., which gets its data from stations. 


@ This is the first time that brand-by-brand 
expenditures for a full year have ever been 
available for spot tv. The then fledgling TvB 
began measuring spot tv in the fourth quarter 
of 1955; previously there were no spot figures 


A 
Abbott's Dairies, Inc. $226,310 
Ice Cream 226,310 
Ace Clothing Stores $20,080 
Clothing 20,080 
Acme Food Stores $88,810 
Adell Chemical Co. $807,630 
Lestoil Liquid 
Detergent 807,630 
Admiral Corp. $51,840 
Admiral Appliances 27,280 
Admiral Radio 16,460 
Admiral TV Sets 8,100 
Admiral Corp. 

Distributors $25,760 
Admiral Appliances 13, 
Admiral TV Sets 12,260 

Aerojet General Corp. $27,820 
Employment 27,820 
Affiliated Super Markets “ 110 
Food Stores 132,110 
A & | Distributors $26,540 
Dairy Products 26,150 
Zerone & Zerex 390 
Alberto-Culver Co. $93,010 
VO-5 Cosmetics 54,010 
VO-5 Hair Preparation 39,000 
Alkaid Corp. $298,130 
Alkaids 298,130 
Allen's Revival Hour $49,930 
Religion 49,930 
Alles & Fisher, Inc. $51,060 
J. A. Cigars 51,060 
Alliance Mfg. Co. $201,420 
Lift-A-Door 41,000 
Remote Instant Tuner 220 
Seigler Heaters 1,730 
Tenna Rotor 158,210 
Tenna Scope 260 
Allied Gas Companies $23,380 
Gas Service 23,380 


Aluminum Co. of America $53,940 


Alcoa Aluminum 


Products 9,450 
Aicoa Foil Wrap 44,360 
Paint 130 


Amana Refrigeration, Inc. $32,810 
Amana Air Conditioners 580 
Amana Food Freezer 28,790 
Amana Food & Freezer 


Plan 3,440 
Amend, Fred W., 
Company $146,380 
Chuckles Candy 146,380 
American Bakeries Co. $797,330 
Bunny Bread 17,220 
Cook Book Bread 33,460 
Grennan Cake 115,830 
Merita Bread 139,650 
Merita Cake . 24870 
Taystee Bread 466,300 
American Beauty 
Macaroni $26,310 
Chili-Ronm 3,630 
Macaroni 22,140 
Noodles 540 
American Beauty 
Mattress Co. $29,930 
American Beauty 
Mattress 29,930 


American Bird Heed on $33,280 
American 3 Vees. B 
Food 33,280 


American Brewery, Inc. $181,200 
American Beer 181,200 


American Brewing Co. $234,160 


Regal Beer 229,370 
Royal Beer 4,790 
Ryemeen Character Doll $118,120 
Dolls $118,120 
American Chicle Co. $1,480,380 
Adams Clove Gum 34,060 
Beeman's Gum 141,000 
Certs 102,670 
Chiclets 86,390 
Clorets 360,190 
Dentyne 383,770 
Rolaids 372,300 
American Crystal 
Sugar Co. $44,340 
Candy 22,640 
Crystal Sugar 21,700 
American Dairy Ass'n. . $94,100 
Dairy Products 94,100 
American Home 
Products $1,965,900 
Chef Boy-Ar-Dee 
Quality Foods 1,168,710 
Chef Boy-Ar-Dee 
Ravioli 28,180 
Chef Boy-Ar-Dee 
uces 66,200 
Dennison’s Foods 122,020 
G. Washington Instant 
Coffee 15,330 
Aero Shave 24,220 
Aero Wax 47,190 
Easy-Off Oven 
Cleaner 27,660 
Sani-Flush 1,730 
Wizard Deodorizers 28,550 
Anacin 141,950 
Bisodo! 1,280 
Duplexin 30,560 
Emberstick 10,580 
Heet 1,280 
Hill's Cold Tablets 810 
Kolynos Dentifrice 4,770 
Preparation H 228,040 
Primatene 17,430 
Vital Essence 280 


American Kitchens Corp. $26,670 
Custom-Made Kitchens 26,670 


American Liberty 
Oil Co. $21,020 
Amlico Gas & Oil 21,020 


American Motors Corp. $128,910 
Hudson Cars 580 
Kelvinator Appliances 68,710 
Nash Cars 59,620 

American Oil Co. $50,060 
Amoco Gas & Oil 45,080 
Super Permalube Motor 

Oil 4,980 

Amer. Rad. & Stand. 

San. Corp. $37,490 


Amer. Stand. Heating 


Equip 6,600 
Amer. Stand. Plumb. 

Fixtures 16,200 
Sunbeam Air 

Conditioners 1,210 


Youngstown Kitchens 13,480 
oo Safety Razor 


0. $237,950 
Gem Razors & Blades 237,950 
American Sheep Prod. 
Council $69,850 
Lamb Products 69,850 
American Snuff Co. $156,560 
Bull of the Wood 
Chew Tob 55,700 


*includes all regional telephone companies 


(Compiled by TvB Using N. C. Rorabaugh Data) 


available. 


ucts. 


Dental Snuff 10,400 
Garrett's Snuff 43,580 
Sweet Peach Snuff 46,880 


American Soul Clinic $34,080 


Religion 34,080 
American Sta-Dri Co. $28,060 
Sta-Dri Paint 28,060 
American Stores Co. $409,240 
Food Stores 409,240 
American Sugar 
Refining $313,560 
Domino Sugar 253,890 
Franklin Sugar 22,280 
Sunny Cane Sugar 37,390 


American Tel. & Tel." $3,800,990 


American Tobacco Co. $1,206,280 
Herbert Tareyton 


Cigarettes 28,800 
Hit Parade Cigarettes. 668,340 
Lucky Strike 
Cigarettes 118,570 
Pall Mall Cigarettes 390,570 
American Toy Co. $65,770 
Toys 65,770 
Anchor San. & Amer. 
Heating $113,930 
Heating Supplies 113,930 


Anderson, Clayton & Co. 7”. 720 
Flair Shortening 16,180 
Foods 20,660 
Meadolake Margarine 11,050 
Mrs. Tucker's 


Margarine 47,170 
Mrs. Tucker's 
Shortening 276,660 
Anderson Prichard Oil Co. x 300 
Gas & Oil 5,300 
Anheuser-Busch, Inc. $1, po 680 
Bud Waffle Syrup 8,140 
Budweiser Ale 7,990 
Budweiser Beer 1,154,210 
Busch Bavarian Beer. 364,340 
Antell, Charles, Inc. $2,774,170 
Charles Antel! 
Cosmetics 1,686,160 
Charles Antell Spray 
Net 31,410 
Chignon 120 
Custom Mop 110 
Formula #9 Hair 
Cream 112,190 
Formula #9 Shampoo. 221,330 
Hair Curlers 470 
Reddi Kit 140 
Sando Reducing Aid 35,900 
Slim Magic 194,130 
Star Nail 8,930 
Super Lanolin Liquid 
Makeup 483,280 
Appalachian Electric 
Power Co. $56,190 


Electrical Appliances 56,190 
oy & Bastian, Inc. $25,460 
Meats 25,460 


Arena, V., & Sons, inc. $21,280 
Conte Luna Spaghetti 21,280 


Arizona Brewing Co. $87,240 
Al Pinon Post 87,240 
Armour & Co. $877,400 
Armour Flash Frozen 
Meats 56,130 
Cloverbloom 
Margarine 204,350 
Dairy Products 347,010 
Dash Dog Food 16,480 
Dial Shampoo 20,770 
Dial Soap 21,970 
Gee Detergent 4,710 


Since that date the promotion bureau has 
made spot television one of the most thoroughly 
measured media—from the standpoint of gross 
expenditures for specific companies and prod- 


Dr. Leon Arons, TvB’s research director, 
points out that the bureau now has much more 
detailed information on product expenditures 
in spot than in network television. 

The network gross time figures per sponsor 
are compiled by Publishers Information Bu- 
reau, but, Dr. Arons noted, the brand-by-brand 
picture is complicated by the multiple product 
sponsorship trend. Allocating a specific amount 
of the budget to the sponsor’s various products 
is in turn complicated by the fact that there is 
no set pattern on the division of time on these 
multiple-product shows. This phenomenon has 
been reported previously by ADVERTISING AGE 
on the basis of figures compiled by Broadcast 
Advertisers Reports (AA, April 8). 

Most important classification on the lst, in 


Liquid Chiffon 5,360 
Meats 186,960 
Poultry 690 
Vegtol 30,970 


Armstrong Rubber Co. $504,100 


Armstrong Tires 504,100 
Arnold Bakeries, Inc. $252,180 
Arnold Bread 207,890 
Bakery Products 6,500 
Cookies 37,790 
Arnold, Schwinn & Co. $31,870 
Schwinn 31,870 
Arrowhead-Puritas 


Waters $52, 
Puritas Bottled Water 52,360 


Ashiand Oil & Refining Co. vy 020 
Ashland Gas & Oi! 9,020 


Associated Food Stores ae 
Associated Hospital 

Service $473,010 
Blue Cross 

Hospitalization 399,440 
Blue Shield 73,570 

Associated Products, 

Inc $1,223,040 
Rival Dog Food 509,160 
5 Day Deodorant Pads 713,880 

Associates Finance Co. $58,520 
Loans 58,520 
Atchison-Topeka- 

Santa Fe $133,650 

Rail Travel 133,650 
Atlanta Baking Co. $61,150 
Baked Goods 61,150 
Atlanta Dairies Co-Op $22,300 
Dairy Products 22,300 
Atlanta Gas Light Co. $49,400 
Atlantic Refining Co. $320,580 
Atlantic Gas & Oil 320,580 
Atlas Brewing Co. $34,460 
Atlas Prager Beer 34,460 
Avon Products, inc. $1,307,680 
Avon Cosmetics 1,307,680 
Avoset Co. $478,280 
Avoset Dairy Cream 8,180 
Qwip Whipped Cream .. 470,100 
Awrey's Bakery $36,050 
Baked Goods 36,050 
B 
B. C. Remedy Co. $514,490 
B. C. Remedies 514,490 
B. T. Babbitt Co, Inc. $688,120 
AM-O Instant Powd 
Ammonia 8,870 
BAB-O Cleanser 390,060 
Cameo Cleanser 12,730 
Glim Detergent 276,460 
B. V. D. Co., Inc. $52,730 
B.V.D. Underwear 52,730 
Baird's, Mrs., Bakery $378,990 
Baird Bread 378,990 
Balentine Packing Co. $45,049 
Meat Products 45,040 


Ballantine, P., & Sons $1,852,280 


Ballantine Ale 1,253,390 
Ballantine Beer 598,890 
Bama Co. $21,680 
Jams & Jellies 18,150 
Peanut Butter 3,530 
Bank of America $462,120 


Advertising Age, April 15, 1957 


terms of money spent, was the food and grocery 


field, which poured $107,615,000 into spot tv 
time. None of these figures take into consider- 
ation what these regional and national sponsors 
had to pay to cover program charges or how 


much it cost them to produce their spots or par- 


ticipations. 
After eating, drinking was the most impor- 
tant thing on the list. Ale, beer and wines were 


in for $34,237,000. Confections and soft drinks 


spent $21,576,000. 


® At one extreme in the list of 1,206 spot tv 
backers were companies like Ace Clothing 
Stores, which squeaked into the group with a 
budget of $20,080. At the other extreme was 
Procter & Gamble, with a hefty budget of $17,- 
522,500 for 34 products. 

In addition to P&G, four other advertisers al- 
located more than $5,000,000 to selective tele- 
vision last year; 81 invested more than $1,000,- 


000 and 164 spent more than $500,000 in the 


Steel Products 181,510 
Better Living 
Enterprises $! ae 
Appliances 270 
Storm Windows 


wy 
Super Jet Spray Gun i 770 
Toys 7,600 
T. W. 0. Dietary Aid 8; ‘660 
Various Household 


medium. 
Banquet Canning Co. $38,280 
Caper Dog Food 33,250 
Frozen Foods 5,030 
Barbasol Co. $84,900 
Barbasol Shave Cream ... 84,900 
Barcolene Co. $94,110 
Barcolene All-Purpose 
Cleaner 94,110 
Bardahi Oil Co. $347,110 
Oil Additive 347,110 
Bartolomeo Pio, Inc. $37,470 
Pio Wines 37,470 
Basco Co. $20,740 
Basco 20,740 
Bauer & Black $23,430 
Curads 19,130 
Curity Surgical 
Dressings 4,300 
Bavarian Brewing Co. $276,840 
Bavarian Beer 276,840 
Bayuk Cigars Co. $77,290 
Bayuk Cigars 17,200 
Phillies Cigars 57,490 
Webster Cigars 2,600 
Beacon Co. $127,640 
Beacon Floor Wax 127,640 


Beatrice Foods Co. $356,870 
LaChoy Chinese Foods 41,490 
Magic Freeze 0 
Make-A-Shake Milk 


Shakes 34,500 
Meadow Gold Dairy 
Products 271,910 


Meadow Gold Ice Cream 4,510 
Vegemato Juice 4,330 


Beaver's Packing Co. $31,200 
Canned Meats 31,200 
Beech-Nut Life Savers, 
Inc $1,219,560 
Beech-Nut Baby 
Foods 160,970 
Beech-Nut Gums 1,058,590 
Bekin’s Van & Storage 
‘ $113,390 
Moving & Storage 113,390 
Bell Bakeries, Inc. $66 880 
Bell Bread 1,740 
Dandee Bread 65,140 
Bell Brands Food, Ltd. $48,350 
Potato Chips 15,250 
Various Foods 33,100 
Belle Meade Biscuit Co. $31,240 


Crackers & Cookies 31,240 


Beneficial Management $54,350 
Loans 54,350 
oy s Eastside Paint $29,060 
Paint 29,060 
Benrus Watch Co. $1,291,140 
Benrus Watches 1,291,140 
Benton, Bill, Clothes $186,070 
Best Foods, Inc. $914,550 
Farina Cake Flour 23,380 
French Dressing 8,830 
Gold Plate Foods 17,090 
Hellmann's Mayonnaise yy 590 
H-0 Oats 143,510 
Nucoa Margarine 218,950 
Presto Cake Flour 83,720 
Rit 1,300 
Skippy Peanut Butter... 149,180 
Best Markets $30,490 
Food Stores 30,490 
Bethiehem Steel Co. $181,510 


Products 636,200 
Big Bear Markets $25,980 
ood Stores 25,980 
Biggie Furniture Co. $34,550 
Bishop, Hazel, inc. $135,620 
Cosmetics 135,820 
Bison Cheese Co. $21,880 
Cheese 21,880 
Bissell Carpet Sweeper 
, $147,210 
Bissell Carpet Sweeper. 147,210 
Biatz Brewing Co. sae, 710 
Blatz Beer 259,740 
Tempo Beer 68,700 
Triangle Beer 2,270 
Block Drug Co. $1,937,800 
Ammident 450,070 
Greenmint Mouthwash 41,960 
Laxium 35,290 
Nytol 738,000 
Omega Oil 5,640 
Polident 421,310 
Poli-Grip 167,230 
Sentrol 11,740 
Stera-Kleen Denture 
Cinsr. 66,560 


Blue Plate Foods, Inc. $566,340 
Blue Plate Coffee Reg. 18,300 


Jams & Jellies 117,520 
Margarine 8,170 
Mayonnaise 90,130 
Peanut Butter 17,750 
Salad Dressing 24,780 


Various Food Products 289,690 
—— Bros. Choc. 


$97,230 
Candy 97,230 
Bohemian Brewing Co. $37,930 
Bohemian Beer 37,930 
Boise-Payette Lumber Co. $23, 84 
Building Supplies 23,8 
Bon-Ami Co. phon 
Bon Ami 288,820 
Bond Clothing Stores, 
Inc. $333,250 
Bonne Bell, Inc. $66,740 
Cosmetics 66,740 
Bonnie Dog Food Co. $21,120 
Booth Bottling Co., Inc. $24,130 
Booth’s Beverages 24,130 
Borden Co. $1,483,590 
Bake-N-Eat Biscuits 7,280 


Borden's Inst. Coffee 719,740 


Dairy Products 597,310 
Elmer's Glue-All 1,100 
Ice Cream 151,830 
Salad Dressing 910 
Starlac 5,330 
Bostwick Laboratories _ $71,530 
Hep Insecticide 5, 
Hep Oven Cleaner ... 66,070 
Bowman Biscuit Co. $169,890 
Supreme Cracker & 
Cookies 169,890 
Boyer International Labs. $33,010 
H-A Hair Arranger 33,010 


LRP sea ROS TS 
ae Lae 


wy Breweries, Ltd. $66,740 
66,740 
$27,140 
27,140 
Bote 5. B., Co. = 
Hair Trimmer 
Rolliton Paint Roller 42, on 
Speedy Ross Exerciser. 11,770 


sae Co. 


Braun Baking Co. $114,400 
Roman Meal Bread 114,400 
Breck, John H., Inc. $30,440 
Breck Hair & Scalp Prep 620 
Breck Shampoo 26,520 
Hair Mist 3,300 


Breyer ice Cream Co. $315,490 


Ice Cream 315,490 
Bridgeport Brass Co. $25,920 
Aer-A-Sol Insecticides 25,920 
Brille Mig. Co. $106,300 
Brillo Cleanser 22,750 
Brillo Soap Pads 83,550 
Bristol-Myers Co. $864,040 
Ammen’s Antiseptic 
Powder 36,990 
Ban Deodorant 108,680 
Bufferin 501,510 
Ipana Dentifrices 31,130 
Mum Deodorants 9,510 
Sal Hepatica 4,380 
Sentry Dentrifice 107,450 
Theraban 17,720 
Vitalis Hair Creme 15,520 
Vitalis Hair Tonic 31,150 
Brock Hall Dairy Ce. $33,590 
Dairy Products 33,590 
Brondow, Inc. $20,240 
Breath-0-Pine 
Disinfectant 20,240 
Brown & Haley $166,870 
Candy Bars 166,870 
Brown Shoe Co. $383,050 
Buster Brown Shoes .. 265,560 
Robin Hood Shoes 117,490 
Brown & Williamson 
Tobacce Co. $11,288,620 
DuMaurier 421,680 
Kool 3,743,420 
Raleigh 1,732,680 
Tube Rose Snuff 16,550 
Viceroy 5,373,290 
Brownell & Field Co. $49,850 


Autocrat Coffee 

inst. /Reg 2,100 
Autocrat Coffee Reg 28,050 
Autocrat Coffee Syrup 17,330 


Autocrat Fine Foods 2,370 
Bruce, E. L., Ce. 7” me 
Floor Cleaner 
Floor Wax aL 0 
Buitoni Products, Inc. ne 
Buitoni Sauces 56,810 
Macaroni & Spaghetti 468, 650 
Bulova Watch Co. $4,298,650 
Bunker Hill Food Co. $22,040 
Bunker Hill Canned 
e 520 
Bunker Hill Canned 
Meats 4,110 
Food Products 17,410 
Burger Brewing Co. $179,010 
Burger Ale 60, 
Burger Beer 118,480 
Burgermeister Brewing 


Burgermeister Beer 663,080 
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There’s Something in the Air in Boston... Materials to the Job Site 
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Buring, Nat, Packing Co. $25,789 


King Cotten Products 25,780 
Burma-Vita Co. $60,120 
Burma-Shave 60,120 
Burrus Mills, Ine. $80,760 


Lightcrust Cake Mix 300 
Lightcrust Flour 


Lightcrust Shortening 12,520 
Burry Biscuit Corp. $98,630 
Burry's Cookies & 
Crackers 95,190 
12 Treat ice Cream 
Cookies 3,440 
Burton Dixie Corp./Dirs, $45,910 
Slumber on-Mattresses 45,910 
Bu-Tay Products, Inc. $32,640 
Diapersweet 1,760 
George Detergent 11,870 
Rain Drops Water 
Conditioner 19.510 
Buten, M, & Sons $32,740 
Buten Paints 32,740 
Butterfield Canning Co. 3,930 
Butterfield Potatoes 23,930 


Bymart-Tintair, Inc. $43,840 


Tintair 43,840 
C. 

CVA Corp. - $328,180 
Cresta Blanca Wine 5,850 
Roma Wine 322,330 

Cabell's Dairies $55,230 
Dairy Products 55,230 

Cadillac Deluxe Wine Co. $37,579 
Cadillac Wine 37,570 

Cain, John E., Co, $35,480 
Mayonnaise 35,480 

Cain's Cottee Co. $124,950 
Cain's Coffee inst. 31,370 
Cain's Coffee Inst. /Reg. 12,960 
Cain's Coffee Reg 77,300 
Cain's Tea Reg 3,320 

Cal Fame Co. $63,730 
Foods 1,620 
Mambo Punch 1,080 
Orange Juice 61,030 

California Federal Sav. $46,640 
Banking 46,640 


California Spray Chemical $38,060 
Agricultural & Garden 
Pest 


24,080 
Ortho Garden Sprays 5,680 
Cal-Spray 8,300 
California Wine Adv. 
Board $50,110 
Wine 50,110 
California Wine Assn. $92,450 
Eleven Cellars Wine 69,940 
Wines 22,510 
Calo Dog Foods, Inc. $42,400 
Calo Cat Food 6,300 
Calo Dog Food 36,100 
Caloric Stove Corp. $24,560 
Caloric Gas Ranges 24,560 
Campbell-seii Baking Co, $48,370 


Hollywood Bread 7,040 
Sunbeam Baked Goods 


Campbell, Harry T. Sons $107,380 
Sakrete Dry Mix 


Cement 107,380 
Campbelt Soup Co, $1,196,340 
Campbells Canned 
Soups 588 660 
Campbells Frozen 
Fruit Juices 390 
Campbeli Frozen 
ups 554,800 
Campbells Pork & 
Beans 50,430 


Franco American 
Spaghetti 390 
Swanson Frozen Foods 1,670 


Canada Dry Co. /Bottlers $360,430 


Canada Dry Ginger Ale 232,990 
Canada Dry Soft Drinks 123.359 
Canada Ory Sparkling 
Water 4,090 
Canadian Brewing Co, $161,330 
Bradings Ale okt 44,060 
Bradings Beer 1,450 
Dow Beer 27,120 
O Keefes Ale 88,700 
Canadian Food Products | $26,160 
Foods 26,160 
Canadian National Railway $73,610 
Rail Travel 73,610 
Canfieid Oi) Co. $23,310 
Canfield Gas & Oil 23.310 


Cantreli g Cochrane 
Corp. $241,520 
Batter-Up Pancake Mix 48 480 
Super Coola Soft 
Drinks 193,040 


o 


~ATarbongy Products Co. $34,250 


Carbeha Rug Cleaner 2,390 
Carbona Shoe Polish 31,860 
Carey Salt Co. $50,800 
Salt 50,800 
Cardinal Distr. $27,940 
Mobiigas 27,940 
Cargill, Inc. $158,190 
Nutrena Dog Food 155,680 
Nutrena Feeds 2,510 

Carling Brewing Co, 
Ine. $1,348,860 


Carling $ Black Label 
Beer 


905,410 
Carling's Red Cap Ale 279,440 
Stag Beer 164,010 


Carnation Co $1,154,349 
Alber’s Cereals 24,000 
Alber's Cornflakes 56,440 
Alber's Flapjack Mix 29,750 
Alber's Oats 16,490 
Carnation Corn 

Flakes 6,420 
Carnation Malted 

Milk 3,510 
Dairy Products 121,510 


amascus Milk 
Evaporated Milk 


6.3 
129,190 


Friskies Dog food 


Gold Cross Milk 16,430 
Ice Cream 12,870 

Instant Chocolate 
Milk 26,090 
Instant Milk 25,330 
Topic Canned Milk 8,930 

Carolina Power & 

Li 0. $37,360 
Public Utilities 37,360 
Carolina Sales Corp. $26,610 
ABC Appliances 3,000 
uo Therm 180 
Duo Trim 1,380 
Kelvinator Appliances 18,210 
Sylvania Appliances 3,300 
S. Airco 540 


Carrier Corp. $63,980 
Carrier Air Conditioners 63,140 
Refrigeration Equipment 840 


Carter Products, inc. $4,535,210 
Arrid Deodorant 1,470,260 
Carter's Little 

Liverpills 1,202,670 
lonaids 310 
jair 1,074,830 
Rise Shaving Cream 787,140 

Carvel Co, $55.829 
Ice Cream 56,830 

Casco Products Corp. $79,830 
Casco tron 19,700 
Heating Pads 10,130 

Castro Convertible Ce. $300,409 
Sofa Beds 300,400 


Catalina Steamship Lines $22,649 
Boat Trave} ~ 22,640 


Celanese Cornat Amstica $63,979 


Arnel es “aay 63,920 
Central Power & Light to. $25,290 
Public Utilities 25,390 


Challenge Cream & Butter $29 549 
Dairy Products 


Chapman, Gordon Co. $31,080 
Grenadier Mattresses 31,080 


Charbonneay Packing Co, $65,450 


Tree Top Apple Juice 65,450 
Charmin Paper Mills $208.959 
Napkins 92,850 
Tissues 86,300 
Towels 29,810 
Chattanooga Medicine 
to." $199,820 
Black Draught 142.060 
Soltice Baim Rub 52,990 
Velvo Cough Syrup 4,770 


Chemical Corp. of America $60,389 
Freewax 


60,380 
CheesebroughPonds, 

Inc. $1,425,440 
Angel Clean 45,880 
Lip Ice 2,510 
Ponds Cosmetics 12,860 
Ponds Face Cream 2,490 
Ponds Hand Cream 45,320 
Val Cream 35,580 
Vaseline Hair Tonic 960 
Vaseline Products 45,840 

Chesty Foods, Inc, $188,830 
Potato Chips 188,830 
Chicago Beve Ce. 250 
Od ton oat Drinks 28/259 


Chock-Full-0 Nuts $308,350 


Coffee Regular 308,350 

Christian Science Comm. $37,450 

Religion 37,450 

sler Corp. $1,914,160 

y Heatin, 3,040 
All Chrysier Corp., 

Cars 28,570 
Chrysler Cars 331,950 
DeSoto Cars 5,810 
Dodge Cars 511,240 
Plymouth Cars 1,033,550 


Chunky Chocolate Corp. $195,850 
hunkies Candy 195,850 
Church & Owight Co., Inc, $51,140 
Arm & Hammer Sal Soda 51,140 


Circus Foods, inc. soe 
Peanuts F 
Cities Service Co. gga 
Cities Service Gas 
& Oil 271,830 
Citizens Mutual 
Insurance Corp. $42,620 
Insurance 42,620 
Clairol, Inc. $128,010 
Miss. Clairol 128,010 
Clark, D. L. Co. $147,290 
Clark Candy Bars 147,290 
Climaiene Co. $29,550 
Spin 29,550 
Clinton Merchandisi 
Corp. a $383,419 
Clothing 383,410 
Cliquot Club Co. /Bottiers $43,470 
Ginger Ale 34,350 
Soft Drinks 8,640 
Sparkling Water 480 
Clorox Chemical Co. $675,660 
Clorox 675,660 
Clougherty Packing Co, $55,980 
Farmer john Meats 55,980 
Coast Federay Savé 
Loan Assoc. $148,110 
Coats & Clark's Sales 
Corp $114,979 
Crown Zippers 114,580 


Thread 390 


Coble Dairies $43,470 
Dairy Products 43,470 


Coca-Cola Co. /Bottlers $3,697,469 
e 


Buck Beverag 7,660 
a-Cola 3,683,910 
Delish Bottled 
Drinks 5.720 
170 
Coffee Time Products 
of America $49,600 


24,800 


Coffee Time Beverages 
Syrup 24,800 


Coffee Time 


Colgate Paimolive Co. $7,314,709 
Detergent 167,320 
Ajax Cleanser 144,420 
Brisk Dentifrice 1,447,160 
Cashmere Bouquet 
Soap 22,730 
Colgate Bar 193,230 
Igate Dental 
Cream 2,539,320 
Colgate Lustre Net 8,240 


Colgate Shave Cream 442,500 
Deodorant Beauty 
Soap 


253,800 
Fab Detergent 65,880 
Florient Deodorizer 7,630 
Glance Shampoo 5,200 
Halo Shampoo 280,910 
n-Kil 1,880 
Lustre-Creme 
Shampoo 23,430 
Merry Detergent 46,640 
Palmolive Shave 
Cream 498,240 
Palmolive Shave 
Lotion 2,660 
Palmolive Soap 7,560 
Rapid Shave Cream 343,080 


el Beauty Bar 
Vel Detergent , 
Veto Deodorant 83,090 


College inn Food Products $32,090 
Soups 


Tomato Juice 16,370 
Collins Baking Co, $56,710 
Colonial Bread 56,710 
Colonial Baking Co, $253,830 
Bread 253,830 
Colonial Stores, Inc, $274,620 
Food Stores 274,620 
Colorado Milli A 
Elevator e $49,330 
Diamond M Flour 4,030 
Full Cream Flour 1,730 
Hungarian Flour 36,310 
Major C Flour 1,410 


Pikes Peak Flour 310 


Ranch-Way Feeds 5,540 
Columbia Baking Co. $105,050 
Champ Bread 1,620 
Hollywood Bread 31,220 
Southern Bread 9,590 
Southern Cake 12,620 
Columbia Broadcasting 
System $528,580 
CBS Columbia Ty Sets. 24.879 
Columbia Records 422,490 
Record Players 81,220 


Columbia Pictures Corp. $87,160 


Movie Publicity 87,160 
Commercial Solvents 
Corp. $241,890 
Norway Anti-Freeze 58,270 
Peak Anti-Freeze 183,620 
Commonwealth Edison 
Co. $150,600 
Utilities ; 150,600 
Conn. Milk Producers 
Assn. $76,350 
Dairy Products 76,350 
Conn. Retin Ce. 880 
Benzoline i : 22,880 
Consolidateg Cigar Co, $21,610 
Dutch Master Cigars 21,610 
Consumers Co-Op Assn, $32,130 
Farmers Co-Op 32,130 


Continental Baking Co. $5,732,480 


Certified Bread 14,520 
County Fair Bread 33,480 
Daffodil Farm Bread 56,280 

ruit Cake 1,330 
Hall Pride Cake 2,970 
Hostess Cakes 719,400 
Morton Frozen Foods 1,160,270 
Profile Bread 975,460 
Staff Bread 292,400 
Twinkies 75, 
Wonder Bread 2,366,080 
Wonder Brown & 

Serve Rolls 3,770 
Wonder Buns 5,050 
Wonder Rolls 5,870 

Continental git Co. $507,900 
Conoco Gas & Oil 507,900 


Continental Trailways $101,900 


Bus Travel 
Cook Paint ¢ Varnish Co 
Paint & Varnish 
Coors, Adolph, Brewing 
Corp 


Coors Beer 
Copeland Sausage Co. 

Sausages & Meats 37,190 
Corn Products 


Refining Ce. $2,849,350 
SCO Chocolate 
Syrup 1,842 289 
Karo Frostin 30,280 
Karo Table Syrup 23,590 
Kasco Dog Food 308,520 
Mazola (ij 91,910 
Niagara Starch 145,630 
Instant Cake Frosting 8,820 
Nu-Soft Fabric 
Softener 372,070 
Saybon 22,090 
Zuma Salad Dressing 4,160 
Corning Glass Works $36,080 
rex Dinnerware 5,710 
Pyrex Ovenwear 30,370 
Cosden Petroleum Co. $44,749 
Cosden Gas & Oil 44,740 
Cott Beverages, 
Inc. /Bottlers $118,820 
ft Drinks 118,820 
Coty, Ine. $458,560 
Cosmetics 412,940 
Coty 24 Lipstick 14,840 
Perfume 30,780 
Cracker Jack Co. 0,800 
Campfire Marshmallows 8,010 
Cracker Jack 12,790 
Cream of Wheat Corp. $707,840 
Cream of Wheat 07,390 
Zing 450 
Creomulsion Co. $38,290 


Creomulsion 
Creozets 


Cribben & Se 


b ixton Co, 
Universat Gas Ranges 


Grecker Angie National 
Cromwett Oil Co. 
i 


Crowell-Coitier Publ. Co, 


Hier's Magazine 
‘oman's Home 
anion 


Crown Rest Bedding Co. 
Air King Mattress” 


Crown-Zellerbach Corp. 
Chiffon Toilet Tissue 
Paper Products 
ee Paper Napkins 
Zee Tissue 


Cudahy Brothers Co. 
Meats 


Culligan Soft Wate: 
Water Softener 
Robert Curley Co. 

Hair Oi 
Hair Styling Kit 
er Foot Care 


Helene Curtis Industries 
Cosmetics 


2 Shampoo 
King’s Men After. 

‘ave Lotion 
King’s Men Deodorant 
King's Men Hair 

Dressing 
King’s Men Toiletries 
Sho Cur! 
Spray Net 


Curtis Publishing Co. 
Holiday Magazine 
Ladies’ Home Journal 


Saturday Evening Post 


Curtiss Candy Co. 
Baby Ruth Candy 
Candy 


OW6 ¢ Corp. 
RG Dor can 

D-X Sunray oi! Co. 
D-X Gas & Oi 

Dairy Queen Co. 
Dair Products 
Ice Cream 


2,000 
$44,160 
44,160 


$111,080 
65,220 


57,480 
3,640 
$247,440 


560 
12,610 
$54,000 
6,600 
47,400 


Dairymen’s League Co-Op $112,729 


Dairylea Dairy 
Products 
Dairylea Ice Cream 
Dan River Mills, Inc, 
tton Fabrics 
Dandee Pretze| a 
Potato Chip 
Potato Chips 
Pretzels 
Dandricide Co. 
Dandricide 


D-Con Co. 
M-0-Lene Rug & Drape 
Cleaner 
Moth Proof 
Rat Poison 
Dean Milk Co. 
Dairy Products 
Deep Rock oi! Corp. 
Deep Rock Gas & Oil 
Deering, Milliken & Co. 
ilon Hosiery 
Fabrics 
Hosiery 
Milium 


De Kalb Agricultural 
sn. 
Hybrid Corn 


Deichamps, inc. 
Food Stores 


Delta Air Lines, Inc, 
Democratic Party 


Denalan Co. 
Dental Plate Cleanser 


Denise Hosiery Co, 
Des Moines Register 
Tribune 
Newspaper 
Detroit Auto Inter-ins, 
Excha 
Auto Club 
Auto Insurance 


Diamond Crystal Salt Co. 
Diamond Crystal Sait 
Diamond Spring Brewery 
Holihan Beer & Ale 

Dierk’s Forests 
Fence Posts 

Dixie Brewing Co. 
Dixie 45 Beer 

Dobler Brewing Co., Inc. 
Dobler Ale 
Dobler Beer 

Doeskin Products, Inc. 
Doeskin Facial Tissues 

Donaldson Baking Co. 
Bakery Products 


$107,230 
107,230 


$131,070 
29,010 


$186,949 
$453,260 


$30,060 
30,060 


$35,440 


$55,260 
55,260 


$63,410 
20,260 
43,150 


$30,770 
30,770 
$22,470 
22,470 
$22,390 
22,390 
$34,170 
34,170 


$36,880 
30,100 


Yellow Pages 190,920 Emerson TV Sets 25,640 
Dormin, inc. $762,720 lander Co./Dealers $117,210 
Peles 313,190 yd 117,210 
Dormin Sleepi Erie Brewing Co. $35,440 
Capsules 449,530 Beer 3,900 
Double Cola Co. $43,700 Koehler’s Beer 31,540 
Double Cola 43,700 Escalante, Jose, & Co. $24,020 
Douglas Aircraft Co., Ine. $37,140 Corina Lark Cigars 24,020 
Institutional 37,140 Esslinger's, Inc. $101,420 
Dow Chemical Co, $115,090 Beer 101,420 
Saran Wrap 115,090 gg Standard Oil Co. $2,192 949 
Drackett Co. $493,910 Esso Gas & (il 2,190,780 
Dazy Air Freshener 34, Flit 1,260 
Drano Cleanser 239,720 Evans Co. $26,560 
Windex Cleanser 219,710 Evans Farm Sausage 26,560 
Drake's Refineries $20,280 gy, en Mills, Inc, $46,790 
as & Oil 20,280 Po ten Feeds 46,790 
Drew, E. F, Co., Inc, $376,180 harp, Inc. 1,310 
Tri-Nut Margarine 376,180 "tone Tenis ee 0 
Drewry's Lita. $606,970 Eversharp Pens 36,630 
Atlas Prager Beer 2,250 Ex-Lax, Ine. $107,760 
Drewry’s Ale 16,680 Ex-lax 107,760 
Eseries et 7s (Ge Publishing Co. $27 g29 
Drizit ¢ 950 San Antonio News 27,820 
Dri tit Deodorizer 53,950 Exquisite Form Brassiere $69,330 
: Brassieres 69,330 

Drug Research Corp. $209,910 
Sustamin 2-12 209,910 F 

Dubois Brewing Co, $48,330 
Beer ao" Seeet Rindge $139,740 

Dufty-mott Co. $572,150 Dairy Products 78,570 
Apple Products 570,110 Frozen Foods 1,430 
Sunsweet Prune Juice 2,040 a ~— a 

range Juice 

4 7 & Son +) 38 Various Food Products 27,399 

: Faith For Today, inc. $102,190 

a>) ae 71} Religion 102,190 

CA Radios 16.710 Falls City Brewing Co. $99 799 
RCA TV Sets 18,370 Beer 98,720 

Duncan Coffee Co. $700,210 Falstaff Brewing Corp. $1,224,430 
Admiration Coffee Inst. 9,790 Falstaff Beer 1,224 430 
Admiration Coffee Reg. 39,600 p 
Admiration Coffee ean Ce. 774 

Inst. /Reg 73,260 Sun-Glo Feeds 5,250 
Maryland Ciub Coffee ‘ 
Inst 52,200 Fanny Farmer Candy J 
wy! Club Coffee 200909 Shops $148,040 - 
Inst. /Re : 
Farmers Auto of Pekin $21,840 
—_ Club Coffee 121,340 Insurance 21,840 

Dunfee Broker $31,160 Father John’s Medicine 
Blink Bleach 2,340 Co. . $40,400 
O-Con Rat Poison 18,730 Father John’s Medicine 40,400 
Luck's Beans 8,700 F. Beverage Co. $38,490 
Real-Kill 1,390 Caew ie 38,490 

Du Pont, E. a 

De Nems. $942,180 Fedway Dept. Stores $29,780 
Duco Paints 108,070 Fehr Baking Co. $69,360 
DuPont Car Wax 289,830 Fair-Maid Bread 63,310 
DuPont Nylon Sheets 4,260 Fair-Maid Cake 6,050 
DuPont Safety Wax 11,670 . 

Institutional 222,270 Feb, Frank P., Brewing 

Motor Oil Additive 660 Ce. $42,690 
Nylon Products 3.120 Fehr Liquid Gold Beer 9,870 
Remington Guns Fehr X. | Beer 32,820 

& Ammunition 5,940 Fels & Co, $190,870 
Rosebush Insecticide 44,830 Fels Naptha Inst. 

Zerex & Zerone Granules 153,530 
Anti-Freeze 221,530 Fels Naptha Soap Chips 37,340 
Duquesne Brewing Co $512,800 Feiten, Sibley & Co., Inc. $55,060 
Duquesne Ale 27,300 Paint 55,060 
Duquesne Beer 485,500 Fenn Bros., inc, $24,120 
Durkee Famous Foods, Inc $20,030 Butter Brickle Candy 24,120 
Durkee Margarine 13,230 
Durkee Oil 4,090 Fidelity Storm Window Co. $23,260 
Durkee Salad Dressing 1,100 Roofing & Siding 9,230 
Durkee Various Foods 1,610 Storm Windows 14,030 
Dusorb Sales Corp. $20,850 Filbert, J. H, Inc. $101,830 
Dusorb Cleaner 20,850 Mrs. Filbert’ 
Margarine 88,880 

E Mrs. Filbert’ 
“ Mayonnaise 12,080 

rs. Filbert's 

ces Brewing Co. $96,410 Salad Dressing 870 
Ale 83,460 - 

Beer 12,950 ¥ enna Nie " 4 
+4 lollingswo andy 4 
eee Co. 4 ; Nunnaily’s Candy 17,620 
res: A 
° Fino Food Processing Co. $25,100 

East Ohie Gas Co. $142,360 Coffee Blender 25,100 

Appliances 136,690 J ; 
Tri-Mor Furniture 5,670 .~ oes aa 5 
* Sunbeam Bre. , 
Castes, yo sienicn” 15-000 5° me Bread 10,910 
asi a3 
Cream 67,670 * Firestone Tire Rubber $27,979 
Espotabs 121,810 *} Firestone Fomax 
Scratch-€x Dog Powder 6,420 fi ~—) 1050 

Eastern Air Lines, inc. $219,000 « wn men “80 
Air Travel 219,000 Firestone Stores 15,680 

Eastern Guild $319,620 * Federal Say. 

Various Household 4 "est Patore = $29,920 

Products 319,620 ’ flees Baking Co $56,860 

Eastman Kodak Co. $229,740 * - Bakery Products 23,790 
Cameras 160,590 ” Famlee Bread 910 
Films 69,150 Fisher Bread 32,160 

Easy Add Co. $25,980 , ’ 

Addiator Adding Machine 25,980 Ptaypeate Ores. Brow, $100,120 
j 292,980 - Fitzgerald Ale 72,080 
Covey + pag red Fr? Fitzgerald Beer 28,040 
F. Fleetwood Coffee Co, $75,020 

ao — scRonateny, $93,380 -§ Fleetwood Coffee. 
Soil-Off 93,380; » a. és 7,070 

Edelstein Foods $21,670 , inst Re ond 60,880 
Tuxedo Cheese 21'670 Fs Fleetwood Fotiee. 

Ehlers, Albert, inc. $82,580 5 Regular 7,070 
Ehlers Coffee Inst. 52,900 i * Flex Straw Ce. $45,720 
Ehlers Coffee *, Drinking Straws 45,720 

Inst./Reg. 1,620 °« 

Ehlers Coffee Reg. 28,06" ~ Flexalum Co, $21,490 
; Flexalum Awnings 1,210 

Electric Auto-Lite Co. $61,350 Flexalum Venetian 
Batteries 60,570 « Blinds 20,280 
Spark Plugs 780 +3 Florida Citrus 

Electric Power Board $20,800 Commission $1,972,450 
Electrical Appliances "20/899 + Citrus Products 1,972,450 

Emerson Drug Co. Tree Pride Fence Co. $22,800 
Bromo Seltzer “ae Chain Link Fences 22,800 

izzies ’ 
. Folger, A, & Co. $1,627,130 

Emerson Electric Mfg. Co. $41,060 Folgers Coffee Inst. 304,790 
Fans 41,060 Olgers Coffee 595.8 

Emerson Radio & Phono. $52,370 nst./Reg 95,870 
Emerson Radios 26,730 F 4 Folgers Coffee Reg. 726,470 
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Food Associates, inc, $21,630 
Rose Kist Popcorn 21,630 
Food Fair Stores, Inc. $173,880 
Food $., Inc, $1,344,620 
M & M Candies 1,094,280 
Uncle Ben's Rice 250,340 
Food Mart, inc. $38,200 
Ford Motor Co. $3,332,620 
Ford Accessories 6,2 
Ford Cars 2,981,590 
Ford Tractors 26,940 
Ford Trucks 113,980 
Lincoin Cars 95,990 
Mercury Cars 107,900 
Foremost Dairies, inc, $510,510 
Cheese Cake 390 
Dairy Products 496,360 
Evaporated Milk 2,730 
!ce Cream 11,030 
Forest Hill $20,020 
Dairy Products 20,020 
Foster-Grant Co., inc. $28,210 
Sunglasses 28,210 
Foster-Milburn C9. $126,380 
Doans Pills 126,380 
Fradelis Frozen Food 
Corp. $37,380 
Frozen Foods 37,380 
Fragrance Foundation $41,550 
Perfumes 41,550 
Franks Beverage Co. $31,290 
Soft Drinks 31,290 
Fratell Branca £ Co. $20,640 
Bitters 20,640 
Freihofer Baking Co. $109,470 
Lite Diet Bread 1,300 
White Diet Bread 108,170 
Frenchette Ce., inc, $198,640 
Frenchette Salad 
Dressing 198,640 
Friend Bros, Inc $28,380 
Baked Beans 28,380 
Friendship Dairies $29,560 
Dairy Products 29,560 
Frito Co. $424,190 
Champion Foods 16,780 
Cheetos 77,430 
Chili 2,160 
Fritos 302,250 
Tatos 25,570 
Frontier Foods Corp. $378,210 
E-2 Pop Popcorn 2,490 
Flav-R Straws 375,720 
Frontier Oi Refining Co. $44 960 
Gas & Oil 44,960 
Frosty Morn Meat Co. $59,020 
Meat Products 59,020 
Fuller, W. Pg Co $154,530 
Fuller Paints 154,530 
Furr's Food Stores $37,910 
G 
G.H. P. Cigar $435,780 
El Producto Cigars 370,800 
La Paling Cigars 43,790 
Lovera Cigars 21,190 
Galle Winery Egy $1,130,820 
Burganday Wine 2,430 
Gallo Wine 1,091,989 
Sherry Wine 1,350 
Vino Paisano 35,060 
Geiser’s Potate Chips $33,410 
Potato Chips 29,510 
Pretzels 3,900 
General Aniline &Film — $20679 
Ansco Films 20,670 
General Appliance Ce. $47,890 
holiest 1,930 
GE Appliances 4,320 
Philco Appliances 34,220 
Whirlpool Appliances 7,420 
Genera! Rot Ce $526,510 
Biscuits “s 5,850 
Bond Bread 405,700 
Grossinger’s Rye Bread 114,960 
General Cigar Co. $584,270 
Robert Burns 
Cigarrillos 71 
Robert Burns Cigars 348'620 
Van Dyck Cigars 42,120 
White Owl Cigars 186,350 
General Electric Co. $1,039,800 
GE Appliances 733,750 
Bulbs 1,509 
G.E. Radios 9,410 
GE Replacement 
Tubes 960 
GE. TV Sets 10,500 
GE. Washing 
Machine 99.620 
Hotpoint Appliances 157,900 
Hotpoint Ty Sets 22,730 
Telechron Clocks 2,520 
Vacuum Cleaners 910 
General Electric Supply $306,090 
GE. Air Conditioner 5,150 
E. Appliances 1,190 
Hotpoint Appliances 79,750 
General Foods Corp. $9,415,940 
Baker's Cocoa 1,520 
Baker's Frozen 
Coconut 2,300 
Baker's Coconut 1,020 
Baker's Inst 
Chocolate 44,350 


= 
un 


itdseye Frozen 
Foods 


Birdseye Frozen 
Poultry 
Bliss Coffee 
Inst./Reg 
Bliss Coffee Reg 
Gaines Dog Food 
Go Ironing Aig 
Seasons 
Salad Dress. 
Jello Gelatin 
Dessert 
Jack & jill 
Cat Food 


1,230,660 


— 
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There’s Something in the Air in Boston ... Final Check of Specifications 
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Jello Puddings 

Koo! Aid 

Kool Shake 

Maple-Del Syrup 

Maxwell House 
Coffee Inst. 


Maxwell House Coffee 
e 


Inst./Reg. 
Maxwell House 
Coffee Reg. 
Minute Potatoes 
Minute Rice 
Perkins Lemonade 
Mix 


Post Toasties 
Ost’s Cereals 
Ost’s Grape. 

Nuts /Flakes 
Post's Sugar Crisp 
Post's Sugar Rice 

Krinkles 


Sanka Coffee Inst. 


Swansdown Cake 
Flour 

Swansdown Cake 
Mix 


Yuban Coffee 
Inst. /Reg. 

Yuban Coffee 
Regular 


General ice Cre; 


. .$ 
Sealtest ice — 


General ins. Co. 

of America 

Auto Insurance 
Nsurance 


General Mills, Ine. 
Answer Cake Mix 
Betty Crocker 

Cake Mix 
Betty Crocker 
late Bar Mix 
Betty Crocker 
Pancake Mix 
Betty Crocker 
Waffle Mix 
Bisquick 
Cheerios 
Drifted Snow Flour 
Gold Meda! Flour 
Kix Cereal 
Larro Feeg , 
Purasnow Flour 
Red Band Flour 
Red Star Flour 
Rex Flour 
Sperry Fiour 
perry Pancake Mix 
Sperry Waffle Mix 


Sperry Wheathearts 


Sugar Jets 


Surechamp Dog Food 


Trix Cereal 
Various Cereals 
heaties 


White Deer Flour 


General Metors 
AC Spark Plugs 
All GM Cars 
Buick Cars 
Cadillac Cars 
Chevrolet Cars 
Chevrolet Trucks 
Delco Appliances 
Delco Batteries 
Frigidaire 

Appliances 
G.M. Trucks 
Institutional 
Oldsmobile Cars 
Pontiac Cars 
Saginaw Power 

Steering 


General Petroleum Corp. 
Mobilgas & Mobioil 


Mobitheat Fue! Oil 
General Shoe Corp. 

Flagg Shoes 
General Tire Dealers 

General Tires 
General Tire ¢ 

Rubber Co, 

Employment 

General Tires 

Tire Service 


Genesee Brewing Co, 
Genesee Ale 
Genesee Beer 
Georgia Power Co, 
Appliances 
Electrical Products 
Gerber Products Co. 
Baby Foods 
Gibbons Brewery Co, 
Gibbons Beer 
Gibson Art Co. ; 
Greeting Cards 
Gill, James ¢. Co. 
Gill's Coffee Inst. 
Gill's Coffee 
Inst Reg. 
Gill's Coffee Reg. 
Gill's Tea Re 
Hotel Spec Coffee 
Inst. /Re 
Hote! Special 
Coffee Reg. 
Gillette Co. 
Gillette Blades 
Gillette Razors 
Paper Mate 
Bobbi Home 
Permanent 


Deep Magic Cleansing 
Lotion 


Pamper Shampoo 
Prom Home 
Permanent 
rom Shampoo 
Toni Epic 
Toni Home 
Permanent 


White Rain Shampoo 


Gilmar Record Co. 
Records 
Gladiola Biscuit Co. 
Gladiola Canned 
Biscuits 


Glamorene, inc. 
Glamorene 


Glamur Products, Inc. $103,930 
Easy Glamur 103,930 
Milling Co. $21,290 
_ ct 5,720 
Pancake Mix 15,570 
Gluek Brewing Co. $76,380 
Beer ~ 76,380 
Godchaux ars, Inc. . $163,560 
Sugar ” 163,560 
bel Brewing Co, $66,390 
5 id 66,390 
Goetz, M. K., 

Brewing Co, $367,040 
Country Club Beer 148,230 
Goetz Beer -- 218,810 

Goetze, Albert F., Co, $38,950 
Meat Products 38,950 
Gold Bond Co. $30,590 


Gold Bond Mattress 30,590 
Gold Bond Stamp Co. $35,030 
Stamps 35,030 


Gold Medal Candy Corp... $151,160 


Bonomo T, 
Taff 


y 150,190 
Rittenhouse Candies 970 
Gold Seal Co, $535,480 
Floor Wax 
Glass Wax 293 
Snowy Bleach 240,750 
Golden Grain 
Macaroni Co. $28,490 


Golden Grain Macaroni 7,000 
Macaroni Products 20,280 


Spaghetti 1,210 
Golden Mix, inc, $62,610 
Pancake Mix 62,610 
Golden Nuggett Sweets $22,240 
Candy Bars . 22,240 
Golden State Co., Ltd. $48,700 
Dairy Products 48,700 
Good Humor Corp. $167,810 
Ice Cream 167,810 
Goodrich, B. F. Co. $318,740 
Diamond Tires 1,690 
Goodrich Tires ~. 20,970 
Hood P. F. 
Canvas Shoes . 222,770 
Tires 50,710 
Miller Tires 22, 
ar Tire 
Rubber Co, $38,950 
Batteries orvssene 9,990 
Goodyear Tires 34,850 


Neolite Heels & Soles 370 


Gordon Baking Co, $313,240 
Silvercup Bread 313,240 
Gordon Foods Co, $42,900 
Potato Chips . 42,900 
Gordy Tire Co, $42,900 
Tires 42,900 
Government Em es 
Ins. ss $25,230 
Insurance 25,230 
Graham Co. $22,620 
Red Bow Drieg 
Vegetables 22,620 
Grand Union Foog Stores $126,560 
Grant Co $397,070 


Various Mail Order 
Items 


= ALP Tea Co, $902,830 


P Food Stores 902,830 


Great 
Railway Co, $195,210 
Rail Travel 195,210 
Great Western Furniture $33,600 
Furniture 33,600 
Green Hill Super Market $25,350 
Food Stores 25,350 
Greenwood Packing Co. $21,110 
Carolina Pride Meats 21,110 
Greyhound ‘; $639,470 
Bus ior 639,470 
Griesedieck Bro. 
Brew. Co, $136,560 
Griesedieck Beer 136,560 
Griffin Grocery Co. $41,030 
Griffin Tea Reg. 25,480 
Various Foods 15,550 
Grocery Store 
Products Co. $564,550 
B. in B. Mushrooms 260,800 
Cream of Rice 70,150 
Fould’s Macaroni 54,110 
Fould’s Spaghetti 28,830 
Kitehen Bouquet 150,660 
Grove Laboratories, 
Inc. $1,696,100 
Bromo-Quinine 
Cold Tablets 429,220 
Citroid 496,150 
Defencin 8,940 
Fitch Hair Tonic 5,420 


Fitch Shampoo 32, 

4 Way Cold Tablets 723,790 
Groveton Papers Co. $158,330 

Blue Ribbon Napkins 68,540 

Vanity Fair Tissues ~- 89,790 


Gulf Brewing Co, $94 
Buccaneer Beer 5,370 
rand Prize Beer 89,210 
Gulf Oi Corp. $89,930 
Gulf Gas & Oi 12,900 
Gulfspray Insecticide 50,780 
Trak Moth Killer 26,250 
Gunther Brewing Co, $464,550 
Gunther Ale 3,810 
Gunther Beer 460,740 
Gwaltney, P. p. h. 
£ Co. $20,260 
Meats 20,260 
H 
Haberle Congress 
Brewing $179,220 
Ale 141,420 
Beer 37,800 
Habitant Soup Co $60,520 


Heidelberg Brewing Co. $108,520 
Beer 


Helbros Watch Co, Inc. 


Henri’s Food Products, 
Inc 


Henri's Salad Dressing 


Hershel Cal. Fruit Prods. 
Contadina Tomato Paste 


Hills Bros. Coffee, Inc. 


Hinshaw’s Dept. Stores 


Hoffman Beverage 
Co./ Bott. 
Ginger Ale 
Soft Drinks 
Sparkling Water 


Hollingshead, R. M. 
Corp 


Floor Show Wax 


Hi Shine Auto Polish 


Rhythm Motor Oil 
nus Car Polish 
hiz Automotive 

Products 


Hollywood Brands, Inc. 
Big Time Candy Bar 
cenant Candy Bar 


Candy Bars 


Holsum Baking /Bakeries $422,450 
Bread 


Crackers & Cookies 


Home Finance Co. 
Loans 


Home Lines Agency, Inc. $29,020 


Boat Travel 


Home State Life Insurance $33,950 
ite Cross Insurance 


Home Typewriter Sales $20,150 


Homemakers Co. 
Homemakers Baked 
Beans 


Hood, HP. ¢ Sons, inc. $150.949 


Dairy Products 
Ice Cream 

Milk , 
Orange Juice - 


Hoover Vacuum 
Cleaner Co. 


$36,990 
Hoover Vacuum Cleaners 36,990 


Horn & Hardart 
Baking Co. 


Household Finance Corp. $503,500 


Insurance 
Loans 
Hubinger Co, 
Quick Elastic Starch 


Hudepohi Brewing Co, 


Hudepohi Beer 
Hudson Pulp & Paper 
Corp 


Paper Hankies 
Paper Napkins 


Refining Co, 
Humble Gas & Oil 
Hunter Packing Co. 
Meats 
Hygeia Milk Co. 
Dairy Products 


Ideal Mortg 


Institutional 
Ideal Toy Corp. 
Toys 


Mlinois Canning Co. 
Joan of Arc 
Canned Foods 
Mlineis Meat Co. 
Broadcast 
Canned Meats 
Imperial Sugar Ce. 
Brown Sugar 
Cane Sugar 


Independent Grocer’s 
Alliance 
Groceries 
LGA. Stores 


Independent Oil Co. 
Gas & Oil : 


Instant Grip Co. 


Instant Grip Cement 
International Breweries 


Iroquois Indian 
Head Beer 


International Harvester 


Farm Equipment 
Tractors 
Trucks 


International 
Latex Corp. 
Isodine 
Playtex Baby Pants 
Playtex Bra 
Playtex Girdles 
Playtex Gloves 
International 
Milling Co. 
Robin Hood Flour 


International Molded 
Plastics, inc. 


Brook Park Dinnerware 


International Salt Co. 
Sterling Sait 


International Shoe Co. 

Accent Shoes 
John Roberts 

Men's Shoes 
Peters Shoes 
Poll Parrott Shoes 
Red Goose Shoes 
Sundial Shoes 
Weatherbirg Shoes 
Yanigan's Shoes 


Interstate Bakeries 
lue Seal Bread 
Bread 
Butternut Bread 
Log Cabin 
Sun Rich Bread 
Mrs. Karl's Bread 
Weber's Bread 


Plumite Drain Cleaner 


Johnson, Walter H., Co. 
Candy 


Johnsten, Robert, A. Co. 


Jones Distributing Ce. 
IGA 


Kaiser Storm Windows 


Kasser Distillers Prog. 


Kay, Gerold 0, g Assoc. 


Kelley's Food Products 


Kern Food Products Co. 


Mopetone Steel & Wire 
0. 


ight & Power $55,280 


55,280 
$71,510 


Beauty Cult. $25,910 


25,910 


$77,970 
77,750 
220 


$97,020 


18,120 
Powerhouse Candy Bars 78,900 


2,340 
136,720 
$92,270 

92,270 
$21,530 
21,530 
$47,560 
47,560 
$47,320 
47,320 


$39,290 
36,410 
2,880 


$57,810 
$27,670 
27,670 
$33,270 
33,270 
$79,720 
39,860 
39,860 


$477,430 


477,430 


$22,960 
22,980 


10, 
1,028,600 
49.770 


143,760 
4,290 


3,334,030 


$43,830 
39,710 


4,120 


$25,800 


25,800 


$21,450 


21,450 


$24,680 


24,680 


$55,660 


52,330 
4,330 


$48,230 


15,440 
32,790 


$103,280 


103,280 


$996,700 
358,880 
416,330 


30,860 
190,630 


Advertising Age, April 15, 1957 


King Midas Flour Mills $29,949 
King Midas Flour 13,900 
V-10 Protein Bread 16,040 


Kirsch Beverages 


Bottiers $25,000 
No-Cal Soft Drinks 25,000 
Kitchens of Sara lee $205,210 
Cheese Cakes 1,850 
Coffee Cakes 31,540 
Frozen Cakes 171,820 
Kiwi Polish Co. $61,350 
Kiwi Shoe Pofish 61,350 
Knickerbocker Toy Co. $23,220 
Toys 23,220 
Knomark Mtg. Co. $83,570 
Esquire Shoe Polish 83,570 
Knot Mfg. Co. $24,610 


White Cap Pine oii 24,610 
Knowlton's Creamery $32,400 
Dairy Products 4,83 
Golden Flake Buttermilk 12.910 


Ice Cream 14,660 
Knox Industries, Inc. $31,330 
Gas & Oil 31,330 
Knudsen Creamery Co, $168,780 
Dairy Products 168,780 
Koester’s Bakery $88,770 
Bread 88,770 
Kotarides Baking Co. $75,310 
Mary Jane Bread 75,310 
Krantz Brewing Co, $65,260 
Old Dutch Beer 65,260 
Kresge, $$. Co. $346,610 
Variety Stores 346,610 
Kroger Co. $678,169 
Food Stores 678,160 
Krueger, 6, Brewi Co. $347,179 
Krueger Ale nd 153,620 
Krueger Beer 193,550 
Kruger’s Jewelers $21,410 
Jewelry 21,410 
Kuner-Empson Co. $54,720 
Canned Foods 54,720 
L 
Labatt, Jehn, Ltd. $122,210 
Ale 80,130 
Beer 42,080 


Labor Savers, inc. $205,180 
Homecraft Electric 


Spray Gun 205,180 
Lance, Inc. $55,270 
Peanut Products 15,430 
Peanuts 2,570 
Potato Chips 520 
Toastchee 36,750 
Land 0 Lakes Creameries $41,989 
Butter 15,580 
Dairy Products 26,400 
Langendort United 
Bakeries $700,749 
Bakery Products 6,070 
Barbara Ann Bread 54,790 
reads 521,610 
Butternut Bread 14,300 
Cakes 1,230 
Figuerette Bread 650 
Holsum Bread 4,290 
Langendorf Breag 97,800 
Lan-O-Sheen, inc. $122,680 


Lan-0-Sheen Cleaner 102,750 
Lan-0-Wipe Cleaner 19,930 


Lanvin Parfums, inc. $347,910 


Lanvin Perfumes 347,910 
La Rosa, Vv. & Sons, Inc. $455,650 
Egg Noodles 16,680 
Macaroni 400,770 
Pizza Mix 760 
Ravioli 630 
Spaghetti 36,810 


La Touraine Coffee Co, $20,730 
La Touraine Coffee 


Inst./Reg 11,730 
La Touraine Tea 
Inst./Reg. 9,000 
Latrobe Brewi Co. $24,960 
Rolling Rock Beer 24,960 
Lay, H.W, & Co. $74,370 
Fun Popcorn 2,760 
Lay's Potato Chips 71,610 
Lay Packing Co, $26,280 
Meat Products 26,280 
Le Blanc Corp. $20,560 
Hadacol 20,560 
Lee Baking Co, $21,010 
Colonial Bread 21,010 
Lee Optical Co. $108,620 
Eyeglasses 71,760 
Optical Service 36,860 
Lee Tire & Rubber Corp. $103,890 
Lee Tires 103,890 
Leeming, Thomas, & Co, 
Inc. $408,450 
Ben-Gay 408,450 
Leonard Refineries $101,990 
0-X Motor Qi! 36,510 
Leonard Gas 65,390 
Leslie Salt Co, $216,180 
Salt 216,180 
Lever Brothers Co. $4,535,010 
Breeze 64,620 
Dove Toilet Soap 497,710 
Good Luck Margarine 51,730 
Hum Detergent 18,420 
Imperial Margarine 1,378,220 
Lifebuoy Soap 77,570 
Lucky Whip 5,720 
Lux Liquid Detergent 15,810 
Lux Toilet Soap 57,950 
Pepsodent 118,390 
Rinso 288,680 
Silver Dust 63,500 
Surf Detergent 22,280 
Wisk 1,874,410 
Levolor-Lorentzen, Inc. $36,270 
Venetian Blinds 36,270 


Lewis Food Co. $657,120 
Dr. Ross Cat Food $657,120 
Or. Ross Dog Food 323,330 


Skippy Cat Food 1,910 
Skippy Dog Food 61,870 
Lewis-Howe Co. $61,600 
Tums 61,600 
Lexington Window Co. $28,970 
Windows 28,970 
Libby, McNeil ¢ Libby $412,419 
Baby Foods 189.970 
Canned Pineapple 120,660 
Frozen Foods 19.360 
Pineapple Juice 45,880 
Vim V8 Vegetable 
Juice 36,540 
Liebmann Breweries, inc. $768,660 
Rheingold Beer 768,660 


Liggett Myers 
bes Tobacco Co. $4,400,900 


Chesterfieig 1,106,590 
Lam 3,294,310 
Lima Bean Advisory 
Board $31,550 
Lima Beans 31,550 
Lincoin Income Life Ins, $26,010 
Insurance 26,010 
Lion, Inc, $37,440 
Gibbons Beer 37,440 
Lion Oil Co, $70,200 
Gas & Oil 70,200 
Lionel Corp. $298,620 
Toy Trains 298,620 
Lipton, Thomas J, Ine. $993,470 
Lipton’s Soups 24,710 
Lipton's Teg Reg. 968,760 


Little Crow Milling Co. $y 14,880 
Coco Wheats Cereal 114,880 


Loblaw, inc. $122,440 
Chain Food Stores 122,440 
Local Loan Co, $26,980 
Loans 26,980 


Lo-Calory Food Co. $197,550 
Niron Weight Additive 197,550 


Loma Linda Food Co. $77,170 


Gravy Quik 55,200 
Rusket Flakes 1,770 
Ruskets 20,200 

Lone Star Brewing Co, $432,440 
Lone Star Beer 432,440 

Lone Star Gas Co. $72,620 
Gas 4 54.140 
Gas Ranges 11,440 
Gas Refrigerators 2.860 
Services 4,180 

Lorillard, Pg Co. $2,148,610 
Kent Cigarettes 188,280 
Muriel Cigars 


1,530 

Old Gold Cigarettes 1,958,800 

Louisiana State Rice Mill $97,290 
ce 


Co-China Doil Rj 1,940 
FAG Rice 2.330 
Mahatma Rice 41,540 
Rice 35,730 
Sonny Boy Rice 740 
Water Maid Rice 15,010 
* Lucky Lager Brewing Co, $680,600 
Lucky Lager Beer 680,600 
Ludens, inc. $294,570 
Cough Drops 216,840 
Fifth Ave Candy Bars 77,730 
Luer Packing Co, $74,140 
Meats 74,140 
Lufthanse Air Lines $24,380 
Air Travel 24,380 
Lyon Van & Storage Co. $84,670 
Moving & Storage 84.670 
MFA Mutual Insurance Co. $35,230 
Insurance ; 35,230 
M. J.B. Co. $848 630 
MJB Coffee Instant 16,700 


MJB Coffee Inst Reg. 427,580 
MIB Coffee Regular 312,980 
JB Rice 


17,820 
MJB Tea Reg 53,230 
Tree Tea Reg. 20,320 
Madera Bonded Wine & 
Liquor Co. $36,680 
Wines 36,680 
Magees, inc. $71,500 
Electrical-Appliances 71,500 
0, Joseph D. 
~— California $37,680 
Maggio Carrots 37,680 


Magnolia Petroleum Co. $254,260 
Mobilgas & Mobiloil 254,260 


Maier Brewing Co, $53,050 
Brew 102 Beer 53,050 
Malt-o-Meal Co. $323,120 
Malt-0-Mea! 323,120 
Manchester Hosiery Mills $28,999 
lronwear Hosiery 28,990 
Mangels, Heroig Co. $94,420 
King Bleach 30,520 
King Fluff 18,600 
King Starch 45.020 
King Syrup 280 


Manhattan Coffee Co. $47,550 
Manhattan Coffee 


Inst./Reg. 47,550 
Manners Drive-in 
Restaurants $42,120 
Mann's Potato Chip Co. $55,660 
Potato Chips 55,660 


Manor Bakeries Co. 
Baked Goods 


Manufacturers Light & 
Heat Co 


$44,330 


Gas Appliances 


Marathon Corp. $1,798,689 
Northern Napkins 
Northern Tissues 1,072:790 
Northern Towels 
Paper Products 
Waxtex 
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Paper Mills, Inc. $165,650 
Marcal Paper Napkins . 165,650 


Marchand, Charles Co. . ” 870 
Hair Conditioner 9.990 


Hair Rinse 9,990 
Hair Wash 4,900 
Shampoo 9,990 


Marhoeffer Packing Ce. " 4 
Meats 


Marlowe Chemical Co. ee 


Fire Chief Fire Exting. . 202,710 
Marlun Mig. Co. $78,170 
Black Angus Rotisseries 78,170 
Mars, Inc. $555,670 
Mars Candy Bars 496,260 
Milky Way Candy Bars. 59,410 
Martin Oil Co. $126,660 
Martin Oil 126,660 
Maryland Pharmaceutical 
Co. $99,950 
Rem 99,950 
Master Brand, Inc. $32,670 
Trimm Candy 32,670 
Max Factor & Co. sesaet y = 
Courtley Deodorant 
Courtley Toiletries H O10 
Dri-Mist Deodorant 427,180 
Max Factor 
Cosmetics . 1,926,600 
Max Factor 
Creme Puff 11,390 
Max Factor 
Deodorant 1,120 
Max Factor Erace . 11,390 
Max Factor Hi-Fi ; 5,720 
Max Factor Pancake... 6,800 
Sof-Set Hair Spray 781 on 
Maybelline Co. eee | 
Cosmetics 163, 30 
r, Oscar, & Co. $567,430 
leat Products 567,430 
Mayflower Warehouses $34,980 
loving & Storage 34,980 
McCormack & Co., inc $30,350 
Schilling Coffee Reg. 15,160 
Spices 9,160 
Tea Regular 6,030 
McDaniel, Sam, & Sons. $28,560 
Bunker Hill Beef 17,640 
Canned Meats 10,920 
McDaniel’s Markets $62,400 
Food Stores 62,400 
McKesson & Robbins, 

Inc. $152,540 
Bexel Vitamins 106,450 
Kessamin 23,770 
Neo Aqua Drin 1,950 
Surin Ointment 980 
Tartan Suntan Lotion 2,700 
Various Drugs 16,690 

Mc Laughlin, W. F., & Co. $580,690 
Manor House Coffee 
Inst 44,390 
Manor House Coffee 
Inst. /Reg 364,590 
Manor House Coffee 
Reg. 71,910 
Mc Mahan Furniture Stores $63,110 
Mead Baking Co. $65,390 
Bunny Bread 65,390 
Meads Baking Co. $86,760 
Dottie Lee Bread 5,460 
Meads Bread 78,060 
Rolls 3,240 
Melville Shoe Corp. $54,120 
Thom McAnn Shoes 54,120 
Mennen Co. $595,500 
Mennen Afta Shave 
Lotion 216,580 
Mennen After Shave 
Taicum 1,390 
Mennen Cream Hair 
Oil 1,390 
Mennen Foam Shave 86,350 
Mennen Shampoo 2,490 
Mennen Shave Cream 49,980 
Mennen Skin Bracer 85,110 
Mennen Skin Magic 
Cream 25,430 
Mennen Spray 
Deodorant 44,190 
Mennen Tube Shave 82,590 
Merchants Biscuit Co. . $133,730 
Cookies & Crackers 78,090 
Supreme Salad Wafers. 55,640 
Merck & Co. $23,400 
Antibiotics 20,190 
Fruit Freeze 3,210 
M-G-M Pictures Corp... $105,670 
Movie Publicity 105,670 
Metro Mutual Insurance 

Co. 440 
Gold Cross Insurance 43,440 

eri Brewery 

of NJ $33,780 
Champale Malt Liquor 33,780 


Metropolitan Utilities Dist. sar 990 
Appliances 6,880 


Bendix Appliances 680 
Caloric Gas Ranges 1,080 
Institutional 21,670 
Universal Appliances 680 
Miami Margarine Co. $42,400 
Nu-Maid Margarine 42,400 


Miami Valley Milk Assoc. ay 4 
Dairy Products 


Michigan Auto Club pn “ot 
Michigan Bakeries, Inc. $51,350 


Aunt Fanny Bread 38,840 
Michigan Bread 11,160 
Rolls 1.350 
Michigan Consolidated Gas 7 4 
Utilities 220 


Midwest Fruit Flavors, Inc. ats 
Sonny Boy Fruit Flavor 


Concentrate 9,400 
Sonny Boy Syrup 15,700 
Sonny Boy Soft Drink 11,270 

Midwest Refineries $21,840 


White Rose Gasoline 21,840 
Milani, Louis, Foods $167,540 
1890 French Dressing . 40,490 
Milani Foods 51,750 
Salad Dressings 75,300 


Miles Laboratories, Inc. $5,354,730 


Alka-Seltzer 4,498,070 
Bactine 284,950 
Nervine 43,450 
One-A-Day Brand 
Vitamins 429,980 
Tabcin 98,280 
Milk for Health $31,530 
Milk 31,530 
Milk Foundation $24,090 
Dairy Products 24,090 
Milk Producers Federation $44,460 
Milk... 44,460 
Miller Brewing Co. $281 260 
Miller High Life Beer... 281,260 
Milner Products Co. $283,530 
Gala Bleach 360 
Perma Starch 77,760 
Pine Sol 205,050 
White Wave Detergent 360 
Minneapolis Brewing Co. $220,900 
Grainbelt Beer 220,900 


Minnesota Mining & Mig. $48,120 
Sasheen Ribbon Tape 4,510 


Scotch Tape 43,610 
Minute Maid Corp. $1,939,010 
Frozen Fruit Juice 370,910 
Frozen Orange Juice . 352,930 
Hi-C Orange Juice 117,310 
Malted Mix : 3,250 
Snow Crop Frozen 
Foods , 943,700 
Snow Crop Frozen 
Juices . 150,910 
Mishawaka Rubber & 
Wool Mig. $136,300 
Red Ball Casual 
Footwear 136,300 
Mission Pak $108,820 
Dried Fruits 78,690 
Glazed Fruits 7,410 
Soft Drinks 22,720 
‘en David Wine Corp. $21,480 
jogen David Wine 21,480 
Molson Brewery, Ltd. $148,760 
Molson’s Ale 97,950 
Molson’s Beer 50,810 


Monarch Wine Co., inc. .. $505,930 


Manischewitz Wine 505,930 
Monsanto Chemical $192,000 
All Detergent 94,910 
Nu Fabric Finish 1,780 
Rez 14,990 
Tile Crest Wall Tile 6,690 
Toy 73,630 
Montana Power $20,470 
Utilities 20,470 


Montgomery Ward & Co. $410, = 
Stores & Mail Order 410, 


Mootz, E. W. Bakery ao 
Sunbeam Bread 25,730 
Morning Milk Co. $20,670 
Condensed Milk 20,670 


Morrell-Fellin Packing Co. - = 


Meat Products 180 
Morrell, John H., & Co. sat aa 

Bacon 

Ham 24 30 

Meats 93,760 

Red Heart Dog Food 11,760 


Morris, Philip, & Co. $7,369,440 
Bond Street Tobacco 3,380 


Marlboro 3,404,200 
Parliament 640,180 
Philip Morris 3,079.4°0 
Spud 242,200 


Morton Food Co. $37,160 
Bestyett Salad Dressing 13,970 
Black Pepper 2,170 
Morton's Salad Dressing 5, pf 
Potato Chips 14,070 


Pure Honey ‘970 
Mother's Cake & Cookie 
Co. $52,940 
Cakes 37,470 
Cookies 15,470 


Motorists Mutual Ins. Co. Wt po 
Auto Insurance 


Mueller, C. F., Co. rh 
Mueller's Macaroni 145,220 
Mueller's Noodles 10,910 
Mueller's Spaghetti 51,070 


Muller-Grocers Baking Co. $34,080 


Baked Goods 27,780 
Bread 4,610 
Cookies 1,690 
Muntz Television $30,420 
TV Sets 30,420 
Murine Co., Inc. $46,260 
Murine 46,260 
y Prods. Co. $156,320 
Livestock & Poultry 
Feed 156,320 
Murray, Arthur, 
Dance Studies 040 
Dance Instruction 23,040 
Musselman, C. H., Co. $28,450 
Apple Products 16,670 
Canned Fruits 10,990 
Fruit Pie Fillings 300 
Jellies 580 


tik Adhesive Products $47,760 


ystik Tape 47,760 
Myzon, Inc. $39,440 
Feed Additive 
Conditioner 39,440 
N 
Naas Corp. $35,040 
Vegamato 35,040 


Narragansett Brewing Co. a ity 410 
Croft Ale 2,660 
Narragansett Ale 460 
Narragansett Beer 100,290 


Nash Coffee Co. $91,080 
Nash's Coffee Instant 28,350 
Nash's Coffee Inst/Reg 48,880 
Nash's Coffee Regular __ 13,860 


Nash-Finch Corp. $33,720 
Our Family Foods 33,720 


National Airlines, Inc. $260,920 


National Bakeries $22,730 
Hollywood Bread 22,730 
National Biscuit Ce. . $5,536, 
Dromedary Cake Mix 983.0°0 
Dromedary Foods 12,470 
Home Town Bread 9,020 
Master Plan Bread 142,210 
Milk Bone 77,370 
Millbrook Bread 20,320 
Nabisco Cookies & 
Crackers 3,059,090 
Nabisco Shredded 
Wheat 178,110 
Nabisco Shredded 
Wheat Jrs 203,670 
Nabisco Various 
Cereals 166,270 
NBC Bread 170,340 
Pal Dog Foods 23,150 
Ranger Joe Cereal 12,930 
Rice Honeys 324,430 
Wheat Honeys 154,060 
National Brewing Co. . $692,150 
National Bohemian 
Beer 220 
National Premium Beer. 86,930 


National Carbon Co. $342,690 


Eveready Batteries 204,320 
Prestone Anti-Freeze .. 138,370 
National Clothing Co. $53,650 
National Dairy Products 4 
Kraft Cheese 
Kraft Cottage 
Cheese 94,610 
Kraft Deluxe 
Margarine 60,160 
Kraft Italian Salad 
Dressing ; 760 
Kraft Jams & Jellies 12,990 
Kraft Marshmallows 9,700 
Kraft Mayonnaise 11,040 


Kraft Miniature 
Caramels 990 
Kraft Miniature 


Marshmallows 62,000 
Kraft Orange Juice 105,920 
Kraft Parkay 

Margarine 220,520 
Kraft—Various 

Products 157,250 
Sealtest Dairy 

Products 153,050 
Sealtest Ice Cream 68,950 

National Distillers Corp. $28,570 


Italian Swiss Colony 
Wine 28 570 


National Food Stores $48,960 
National Presto ind. $522,470 
Appliances 522,470 
National Tea Co. $136,040 
Food Stores 136,040 
National Toilet Co. $75,030 
Nadinola Cream 75,u30 


National Van Lines $34,480 
Moving & Storage 34,480 


Nationwide Insurance Coe. $283,100 


Natural Gas Co. $65,520 

Natural Gas Utilities 65,520 
Necchi Sew. Mach. 

Sales Co. $34,450 


Elna Sewing Machines 7,690 
Necchi Sewing Machines 26,760 


Nehi Corp./Bottiers $1,614,150 
Nehi 243,340 
Par-T-Pak 40,470 
Royal Crown Cola 1,328,700 
Upper Ten 1; 


Nesbitt Fruit/Bottiers $46,210 


Nesbitt's Soft Drink 46,210 
Nestle Co., $2,374,920 
Decaf Instant Coffee ar: 320 
King Mallow 451 
Maggi Protein Drink 28,610 


Nescafé Instant 
Coffee 324,130 


Nestea Instant Tea 95,750 
Nestle's Chocolate 
Bars 45,750 
Nestle's Cookie Mix 1,030 
Nestle's Everready 
Cocoa 44,280 
Nestle’s Instant 
Coffee 1,098,010 
Nestle's Quik 15,530 
Newhoff Packing Co. $195,120 
Meat Products 130,720 
Old Hickory Bacon & 
Hams 64,400 
England 
Confectionery 430 
Bolster Bar 14,040 
Necco Candies 142,810 
Sky Bar 580 
New pone Provision 
$71,710 
teste 71,710 
New E 


jand 
Upholstery Co. $42,320 
Simmonds Mattresses .. 42,320 


New York Central Railroad $85,610 


Niagara Mfg. & Distr. Co. $22,480 
Massage Equipment 22,480 


Nic-L-Silver Battery Co. $41,640 


Batteries 41,640 
Nissen Baking Co. $142,460 
Bakery Products 142,460 


Norex Laboratories, Inc. “rr 4 
Amitone 


Northern Pacific 
Railroad Co. $74,070 
Northern States Power Co. $97,940 
Utilities 97,940 
Northwest-Orient Airlines $63,750 
Norwich Pharmacal Co. $123,670 
Pepto-Bismol 123,570 


" Noxzema Chemical Co. $41,580" 


Noxema Shave Cream 26.770 
Noxema Skin Cream 14810 
Nutone, Inc. $35,030 
Various Household 
roducts 35,030 
0 
0. J. Beauty Lotion Co. $47,280 
Facial Lotion 47,280 
Oak Cliff Baking Co. $24,980" 
Hollywood Bread 10,800 
Sunbeam Bread 14,180 
Oakite Products, Inc. $114,240 
Oakite 114,240 
0-Cedar Corp. $92,010 
0-Cedar Mops 10,750 
0-Cedar Polishes 63,430 
0-Cedar Waxes 17,830 
Oertel Brewing Co. $139,350 
Beer 139,350 
Ohie Fuel Gas Co. $32,460 
Natural Gas 32,460 
Ohio Oil Co. $299,990 
Marathon Gas & Oil 299,990 
Ohio Provision Co. $191,600 
Meat Products 191,600 
O'Keefe & Merritt Co. $57,550 
Stoves 57,550 
O'Keefe’s, Inc. $84,260 
Ale 60,380 
Beer 16,030 
Stout 7,850 
Oklahoma Electric $36,360 
Utilities 36,360 
Oklahoma Oil Co. “i 
Oklahoma Oil 127,020 


Oklahoma Tire & Suppy Co. ry 4 
Car Supplies 


Home Supplies i470 
Schick Electric Razor 4,810 
Tires 620 


Old Judge Coffee Co. $52,110 
Old Judge Coffee Inst. 4,830 
= Ly Cofee 


t/Reg 28,670 

ov wudee Cottee Reg. 18,610 
Coal Co. $38,590 

‘oal 38,590 
a Rug Co. $34,320 
Rugs 34,320 

ia Brewing Co. $149,380 
lympia Beer 149,380 
Omaha Public Power Dist. yet 
Electric Service 520 
Omar, Inc. pene 
Bakery Products 118,040 
Coffee Inst/Reg 2,950 
One Price Optical Co. * 980 
Eyeglasses 980 


Orange-Crush Co. /Bottlers = 9 
Orange Crush Drink . 3% 


Orkin Exterminating Co. satis 


Pest Control 183,450 
Ortlieb, Henry F., Co. $131,600 
Ortlieb Beer 131,600 
Oswald & Hess Co. $43,470 
Meat Products 43,470 
Otoe Food Products Co. $58,200 
Morton House Foods 58,200 

Coteus Marine & 
Mig. Co. $50,810 

— Outboard 
44,160 

Pi an “Outboard 
Motors 1,310 
Lawn Boy Power Mower 5,340 

P 
Pabst Brewing Co. $1,962,580 
Eastside Beer 983,430 


Old Tap Lager Beer 1,910 
Pabst Beer 9 


Pacific Gamble Robinson $77, raf 
Pacific Fruit 


Snoboy Foods 65, 230 
Standby Foods 10,950 
Pan-Am Southern Corp. $381,790 
Pan-Am Gas & Oil 381,790 
Pan-American World 
Airways $63,800 
Paper Products Co. $106,290 
No Bugs M'lady 
Drawer Paper 4,860 
No Bugs M'lady 
Shelf Paper 101,430 
Parker Pen Co. $60,650 
Parker Pens 60,650 


Parliament Food Plan $37,540 


Foods & Freezers 37,540 
Pate Oil Co. $63,730 
Gas & Oil 63,730 
Patterson, C. J., Co. $26,410 
Bread 26,410 
Paul's, Mrs., Kitchen $173,970 
Frozen Sea Foods 155,350 
Mrs. Paul's Frozen 
Foods 18,620 
Paxton & Gallagher Co. $665,810 
Butter-Nut Coffee Reg. 665,810 
Paxton & Vierling $33, 
Stee! Construction Mat. 33,280 


Paxton Wholesale Grocery $21,840 
Grab-It-Here Stores 21,840 


Pear! Brewing Corp. $264,420 


Pearl Beer 262,420 
Pearsen Pharmacal Co., 
inc. $40,210 
Eyegene 1,740 
Pearson Sakrin 38,470 
Peavey, F.H., & Co $20,650 
King Midas Grain 12,810 
V-10 Protein Bread 7,840 
Penick & Ford, Ltd. $143,010 


Brer Rabbit Molasses 3,030 


My-T-Fine Desserts 
Penn Fruit Co. $123,550 
Food Stores 72,610 
Penn Fruit 50,940 
Pennsylvania Engineering $51,310 
Aerosect Insecticide 51,310 

Peoples Gas, Light & 
Coke Co. $205,230 
Utilities 205,230 
People's Natural Gas $85,070 
Natural Gas 85,070 


Pepper, Dr., Co./Bottlers $716,790 
Nu Grape Soft Drinks 12,260 
Or. Pepper Soft Drinks 700,910 
Suncrest Soft Drinks 3,620 


Wipe Gee a. aetine eyed 
Pepsi-Cola 
Persona! Products Corp proneed 
Jonny Mop 6,240 
Modess 24,690 
Peter Paul, Inc. $1,546,760 
— Paul Almond 
779,320 


rete Paul Mounds 767,440 
Peter's Meat Products $59,450 


Meats 59,450 
Petersen Baking Co. $114,890 
Frozen Fudge 
Brownies 190 
Peter Pan Bread 114,700 
Petri Wine Co. $497,310 
G & D Vermouth 24,760 
G&D Wine 25,120 
Italian Swiss Colony 
Wine 310,140 
Petri Wine 137,290 
Petroleum Heat & 
Power 730 
Utilities 22,730 
Pez-Haas, Inc. $119,170 
Candy 119,170 


Pfaff Sewing Mach. Sales $35,350 
Pfaff Sewing Machines 35,350 


Pfeiffer Brewing Co. $228,980 
Beer 228,980 


Pieiffer Food Prod. inc. $55,500 
Salad Dressing 55,500 


Pfizer, Charles, Co., Inc. $264,240 


Animal Medicine 32,150 
Bonadettes 73,130 
Candettes 114,420 
Feed Supplements 31,880 
Hog Minerals 1,520 
Terramycin 10,850 
Vigofac 390 
Pharmaceuticals, Inc. $1,108,580 
Geritol 490,060 
ROX Dietary Aids 170,350 
Sedage! 8,950 
Serutan 206,400 
Sominex 63,780 
Various Drugs 62,540 
Viragex 72,940 
Zarumin 33,560 
Pharmaco, Inc. $35,670 
Chooz 5,670 
Feenamint 6,930 
Medigum 18,540 
Regutol 4,530 
Pharma-Craft Corp., inc. $401,300 
Coldene 27,740 
Fresh Deodorant 285,010 
Heed Deodorant 14,640 
Ting Antiseptic Cream 73,910 


Phila. Dairy Prod. Co., Inc. $24,360 
Dolly Madison Dairy 


Products 440 
Dolly Madison Ice 
Cream 23,920 
Phiico Corp. $147,500 
Philco Appliances 110,790 
Philco TV Sets 36,710 


Phillips Packing Co., Inc. $58,810 
Phillips Pork & Beans 6,500 
Phillips Soups 52,310 


Phillips Petroleum Co. $624,370 


Phillips 66 Gas & Oil 618,640 
Tires ’ 
Trop-Arctic Motor Oil 670 
Pictsweet Foods, Inc. $22,690 
Frozen Foods 22,690 
Piedmont Airlines $35,100 
Piel Bros., Inc. $1,485,300 
Piel's Beer 1,485,300 
y-Wiggly Stores $40,510 
ood Products 40,510 
Pillsbury Mills, Inc. $692,150 
Ballard & Ballard 
Biscuit 80,820 
Ballard Flour 69,260 
Ballard Meal 2,090 
Feeds 40,800 
Globe A-1 Flour 34,260 
Ice Box Cookies 32,080 
Obelisk Flour 89,090 
Pillsbury Cake Mixes 74,240 
Pillsbury Flour 254,150 


Pillsbury Hot Roll Mix 5,710 
Pillsbury Pancake Mix 6,830 


Presto Drink A Mix 2,820 
Pilsner Brewing Co. $235,720 
P.O. C. Beer 235,720 
Pinkham, Lydia E., 
Med. Co. $76,020 


Pinkham, Lydia E., 


Veg. Compound 76,020 
Pio Wine Co. $40,760 
Hi Boy Wine 3,120 
Pio Wine 37,640 
Pioneer Hi-Bred Corn Co. Mit 800 
Hybrid Corn 030 
Hyline Chicks " 770 
Pittsburgh Brewing Co. bry 750 
tron City Beer 183,560 
Tech Beer 97,190 
ae Pro. & Pack. 
$45,900 
Mest 45,900 


Planters Nut & Choc. Co. $53,360 
Pianters Peanut Butter 16,300 
Planters Peanut Oil 15,000 
Planters Peanuts 22,060 


139,980 
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, Inc. 778,400 
Mexsana Heat Powder 12,130 
Mexsana Skin Cream 63,350 
Mistol-Mist 58,510 
St. Joseph Aspirin 591,420 
St. Joseph Child 

Aspirin 52,990 
Power Products. Inc. $210, 100 
Baltimore Slicer 3,600 


Blendor 50.630 
Super Jet Spray Gun 155,870 


Prairie Farms Creamery $21,840 


Dairy Products 21,840 
Prescott, J. L., Co. $117,180 
Dazzle Bleach 112,800 
Dazzle Starch 4,380 
Pridham-Davis $21,820 
Optometrists 21,820 
Prince Macaroni Co. ty 690 

* Macaroni 61,420 
Spaghetti 33,270 


Procter & Gamble Co. $17,522,450 
American Family 


Detergent 217,720 
American Family 

Soap 29,140 
Biz Liquid 

Detergent 61,570 
Big Top Peanut 

utter 633,770 
Camay Soap 109,560 
Cheer 783,770 
Comet 400,960 
Crest 2,818,170 
Crisco 25,100 
Dash 1,693,880 
Dreft 134,980 
Orene Shampoo 213,270 
Duz 743,500 
Fluffo 147,610 
Gleem 1,609,620 
Ivory Bar Soap— 

Laundry 15.680 
Ivory Flakes 1,024,660 
Ivory Snow 751,390 
Ivory Toilet Soap 15,720 
Jif Peanut Butter 47,650 
Joy 1,785,900 
Lava Soap 1,288,630 
Lilt Home 

Permanent 201,570 
Oxydol 774,220 
Pin-It Home 

Permanent 7,210 
Prell Shampoo 226,030 
Secret Cream 

Deodorant 27,390 
Secret Home 

Permanent 3,730 
Shasta Shampoo 9,170 
Spic & Span 991,250 
Tide 513,820 
Velvet Blend 

Shampoo 39,860 
Whirl Liquid 

Shortening 36.930 
Zest Beauty Bar 139,020 

Proctor Electric Co. $755,360 
lroning Board 39,940 
Proctor Appliances 702,510 
Zedaion Iron Board 

Covers 12,910 

Professional Laundry Assn. $38, oo4 
Laundry Services 38,6 

Progress Brewing Co. frond 
Progress Beer 30,040 

Progresso Foods $86,580 
El Progresso Foods 75,750 
Spices 10,830 

Prudential Ins. Co., 

of Amer. $65,810 

Public Loan Co. $23,760 

Loans 23,760 

Pure Laboratories, inc. $77,080 
Byvirol 77,080 

Pure Oil Co. $261,360 
Anti-Freeze 300 
Gas & Oil 200,090 
Tires 970 

Purex Corp., Ltd. $139,180 
Beads-0-Bleach 1,080 
Old Dutch Cleanser 17,160 
Protex Soap 115,250 
Purex Bleach 300 
Sweetheart Soap 5,390 

Puritan Mills $20,760 
My-T-Pure Flour 20,760 

Purity Baking Co. $70,990 
Bakery Products 70, 

Purity Biscuit Co. $32,850 
Town House Crackers 

& Cookies 32,850 

Q 

OTs, Inc. $67,910 

Q-Tips Cotton Swabs 67,910 


Quaker City Choc. & Conf. 


0. $200,130 
Good & Plenty Candy 200,130 
Quaker Oats Co. $619,200 
Aunt Jemima Corn 
Meal 18,640 
Aunt Jemima Flour 6,060 
Aunt Jemima Pancake 
Mix 49,420 
Aunt Jemima Waffle 
Mix 13,820 
Corn Bread Mix 394,450 
Ful-0-Pep Feed 15,720 
Masa Harina Tortilla 
Mix 2,920 
Puffed Rice 710 
Puss N Boots Cat Food. 28,380 
Quaker Oats 45,890 
Various Cereals 43,190 
Quaker State Oil Refining -— 130) 
Quaker State Gas 
Quaker State Motor 
Grease 70 
Quaker State Oil 89,510 
Quality Bakers of America $424,290 
Breads 180,570 
Butterkrust Bread 33,360 
Schott's Hollywood 
Bread 3,380 
Stroehmann’s Bread 18,760 


Sunbeam Bread 185,350 
V-10 Protein Bread 2,870 
R 
RCA Dealers 96,180 
RCA Air Conditioners 240 
RCA Appliances 9,670 
RCA Radios 750 
RCA TV Sets 48,800 
Whirlpool Appliances 36,720 
R. J. Oi) & Refining Co. $31,070 
500 Gasoline 31,070 
RKO Radio Pictures, Inc. $67,970 
Movie Publicity 67,970 
RAD Products Co. $34,150 
Rad White Crystal 
Bleach 34,150 
Radiart Corp. $164,260 
COR Rotor Antennas 164.260 
Radio Corp. of America $1,407,130 
RCA Appliances 1,110,100 
RCA Radio & TV Sets 297,030 
Rainbo Bakers $104,000 
Rainbo Bread 104,000 
Ralston-Purina Co. $1,143,750 
Chicken Startina 
Feed 2,600 
Instant Ralston 
Cereal 21,710 
Poultry Feeds 6.110 
Purina Chows 157,060 
Purina Dog Chow 714,570 
Purtha Feeds 7,180 
Ralston Cereals 141,220 
Ry-Krisp 93,300 
Rancho Soup Co. $37,560 
Rancho Soups 37,550 
Ransom Insurance Co. $59,750 
Rath Packing Co. $790,620 
Canned Meats 64,840 
Chopettes 320,630 
Frozen Meats 15.640 
Meat Products 389,510 
Rayco Mfg. Co. $721,530 
Auto Convertible Tops 24,700 
Auto Seat Covers 696,830 
Ray-0-Vac Co. $88,040 
Ray-0-Vac Batteries 88,040 
Read, J. L., Ce. $28,330 
Reads Potato Salad 28,330 
Reader's Digest Assoc. $744,990 
Reader's Digest 
Magazine 744,990 
Ready-To-Bake Foods $40,550 
Puffin Biscuits 40,550 
Realemon-Puritan Co. $55,190 
Lemon Juice 51,940 
Prune Juice 3,250 
Red Bud Food Stores $26,610 
Red Cap Refresher Co. $26,000 
Red Cap Refresher 26,000 
Red Dot Food Co. $35,590 
Potato Chips 35.590 
Reddi-Wip Mfg. Co. $74,300 
Whipped Cream 74,300 
Redi-Maid Co. $37,300 
Redi-Maid Orange Juice 37,300 
Reeses, Inc. $50,530 
Candy 50.530 
Regal Pale Brewing Co. $412,550 
Regal Pale Beer 412,550 
Rehrig Mfg. Co $20.60) 
White House Salad 
Dressing 20,600 


Reilly, Wm. B., & Co., Inc. $758,720 


Luzianne Coffee Inst 
Luzianne Coffee 

Inst Reg 
Luzianne Coffee Reg 


Remco Industries 
Electric Toys 


Renaire Corp. 
Food Freezer Plan 


Renken, M. H., Dairy 
Milk Products 


Republic Furniture Co. 
Furniture 


Republican Party 


Revion, Inc. 

Aquamarine Spray 
Mis: 

Clean N Clear Facial 
Cream 

Cosmetics 

Hi & Dri 

Intimate Cologne 

Lipstick 

Nail Polish 

Satin-Set Pin Curl 
Spray 

Silicare Baby Lotion 

Silicare Hand Lotion 

Silken Net Hair Spray 

Sun Bath Tanning 
Lotion 


59,150 
415,340 
284,230 


$39,710 
39,710 


$74,110 
74,110 


$35,070 
35,070 


$31,669 
31,660 


$774,130 
$1,817,870 


27,790 


612,730 
6.710 


Rexall Drug Co./Dealers sim. a 


Rexall Drugs 


ou -¥ R. J., Tobacco 


Camel 

Cavalier 

Prince Albert Pipe 

Tobacco 

Salem 

Winston 
Rheas Bakery 

Baked Goods 
Rheem Migr. Co. 

Air Conditioners 

Rheem Water Heaters 

Stoves 

Wedgewood Range 
Rich Products Corp. 

Ice Cream 
Richfield Oil Corp. 

Richfield Gas & Oil 


Richman Brothers Ce. 
Clothing 


Richter’s ay! 
Butter Krust Bread 


$1,952,760 
680,690 
292,320 


1,470 
171,320 
806,960 


$543,010 
543,010 
$154,700 
154,700 


$23,400 
23,400 


—— <a 
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There’s Something in the Air in Boston... The Real Thing! 


No kidding . . . we didn’t build it that way, but we did build it: a new 


in Boston, no selling campaign is complete without 
tower for WBZ-TV .. . an engineering marvel that reaches 1349 the WBC-TV station 
feet into the New England skies . . . the tallest structure in New 
England. 


WBZ-TV built this new tower for just one purpose-to provide A 


is the finest television transmission facilities available, gaining even WESTINGHOUSE BROADCASTING COMPANY, INC. 
= greater audiences for your commercial message. 


RADIO— BOSTON, WBZ+WBZA: PITTSBURGH, KOKA: CLEVELAND, KYW; 


© FORT WAYNE, WOWO, CHICAGO, WIND: PORTLAND, KEX 
WBZ-TV’s spanking new tower adds thousands of new TV homes 3) 


TELEVISION — BOSTON, W8Z-TV: PITTSBURGH, KOKA.TV:; 
to our coverage area, increases population reached by 12.3°%,— over ASELAGE, BYWAY: CAN CURNESS, Se 
100,000 new TV homes—-more good reasons why . . . 
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WIND REPRESENTED BY AM RADIO SALES ¢ KPIX REPRESENTED BY THE KATZ AGENCY. INC 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD. inc 
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The president of_ 
DY Sunray anounced a) 


great new sc jentific discovery 


a DX BORON 


America’s fastest growing oil come"! BORON 
DK SUNRAY OL COMPANY (Suhentuary 
SUNRA) MID CONTINENT OF COMPANY . > 
a - te —# 


LAUNCHING—This is the first ad in 

D-X Sunray’s drive for its D-X 

Boron motor fuel. It features R. W. 

McDowell, president, explaining 
boron. 


D-X Sunray Will 
Push New Motor Fuel 
With Boron Added 


Tusa, April 9—D-X Sunray Oil 
Co. is injecting boron, a fuel addi- 
tive used in missiles and jets, into 
its gasoline and its ad promotion 
at the end of this month. Only, it 
isn’t gasoline. It’s motor fuel. D-X 
Sunray is following Sun Oil Co. 
in its recent copy line, to the effect 
that the newest fuels aren’t gas- 
oline any more (AA, March 25). 
D-X Sunray ads will refer to D-X 
Boron motor fuel only. 

Ads will emphasize that boron is 
a new fuel product made out of 
borax which the military has de- 
veloped for use in jets, missiles and 
rockets. It reportedly burns at a 
hotter rate per cubic foot than or- 
dinary fuels and has 40% more 
thrust than the fuels used ordinar- 
ily. 
= D-X Sunray says it is the first 
oil company in its 17-state market- 
ing area to capitalize on the na- 
tional interest in this new fuel. 

Approximately 350 newspapers 
will be used in a nine-month drive 
for D-X Boron. Also, a new half- 
hour tv show will be sponsored on 
37 tv stations and outdoor show- 
ings will run continuously in 774 


Nevada—still America’s fastest grow- 
ing market. In July, 1956, Nevada’s 
population hit 247,000, up an amazing 
54 per cent over 1950. And small 
wonder with the Las Vegas Metro- 
politan Area (Clark County) now num- 
bering 103,000 persons, up a spec- 
tacular 113 per cent over 1950, and 
the Reno Metropolitan Area (Washoe 
County), now numbering 72,000, up 
44 per cent over 1950. Makes Nevada 
the nation’s most dynamic market— 
and it's tops for quality, too. Nevada 
led the 48 in retail sales per family 
with an average figure of $5,126. 
Makes selling and advertising in Ne- 
vada a mighty profitable project! 


For detailed marketing and statistical 
analysis of the Nevada market, phone 
your nearest Western Dailies or 
John £. Pearson Co. office, or write 
one of these basic Nevada advertising 
buys... 


LAS VEGAS 


“geview. JOURNAL © KORK-AM 
_KLRI-TV_ from HENDERSON __ 


towns. All in all, Sunray will spend 
10% more in advertising this year 
than in 1956. 

The first newspaper ad will fea- 
ture R. W. McDowell, president of 
the company, explaining the pro- 
perties of boron. The second is a 
reproduction of covers in maga- 
zines in which boron stories have 
appeared. After that, ads will be 
identified with photos of jets and 
missiles. 

Potts-Woodbury, 
Mo., is the agency. 


Kansas City, 


FCC Examiner Reverses 
TV Grant in Beaumont 

Federal Communications Com- 
mission Hearing Examiner Annie 
Neal Huntting has issued an initial 
decision reversing the commission’s 
grant of Channel 6 in Beaumont to 


a company which includes Houston | 
publisher W. P. Hobby. The orig- 
inal grant had been made to Beau- | 
mont Broadcasting Corp. on Jan. 


by’s KTRM Inc. The decision was 
successfully challenged in court by 
the Enterprise company after it 
was learned Beaumont and KTRM 
Inc. had entered into an agreement 
enabling Mr. Hobby to obtain a 
321%. % interest in Beaumont. 

In her decision, which is still 


| Subject to review by the full com- | 


|mission, the examiner said Beau- 
/mont disqualified itself when it 
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be qualified, the examiner said the 
permit should be taken away from 
Beaumont and given to Enterprise. 


Warner Gets Exposition Post 
Robert Warner, who has organ- 
ized numerous American exhibits 
pat international fairs in Asia dur- 
ing the past three years, has been 
appointed coordinator of the U.S. 
building exhibits for the Brussels 


28, 1955, after a lengthy three-way | entered into the agreement with | World’s Fair of 1958. The Belguim 
hearing involving Beaumont, the|Mr. Hobby. Since the Enterprise | exposition will open April 17, 1958, 
Enterprise company, and Mr. Hob- | company has already been found to | and run for six months. 


This is for 


radio station in Minneapolis-St. Paul and 114 


features 36 local performers on the air 


provides 


service 


oa es Ea TS ee et 


entertainment 


keyed perfectly to the tastes and 


of the vast area they serve. That's why 


* NCS +2 


* * & 51.5% share of audience, Nielsen Station index, 1956 average, 


total station audience, total day, seven-day week 


* * Represented by CBS Radio Spot Sales 


WCCO RAD 


than all other Twin Cities stations. 
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Daly Will Head 
Radio TV Execs 


New York, April 12—John C. 


Daly, vp, news and public service, | 


American Broadcasting Co., has 
been nominated for the presidency 
of the Radio Television Executives 


Society. All of the nominees se-| 
lected by an RTES committee are | 


unopposed and are slated for in- 
duction at a May 15 luncheon. 
The other nominees are: 


lst vp | 


—Bernard Goodwin, president, | general 


DuMont Broadcasting System; vp 


—John B. Poor, president, Mutual | 
Broadcasting System; vp—Geral- | 


dine Zorbaugh, vp and general 
counsel, CBS Radio; treasurer— 
Frank Pellegrin, vp and secretary, 
H-R Representatives; secretary— 
Omar F. Elder Jr., secretary, 
American Broadcasting Co. 


Board of directors nominees are | 


Robert J. Burton, vp publisher re- 


manager, WOR, New, 
| York; Mary McKenna, director of | 
research and sales, WNEW, New| 


jiate of the Frank Music Corp., to 
supervise writing of music and lyr- 
ics for the agency’s commercials. 


York; Harold B. Mers, staff exec- | | Principals in Mr. Loesser’s musi- 


utive, American Assn. of Adver-| cal, “The Most Happy Fella,” 


tising Agencies; and Sam J. Slate, 
program director, WCBS, New 
York. 7 


Y&R Retains Composer 


Young & Rubicam, New York, 
has retained Frank Productions, 


used recently in a commercial for 
White Owl cigars. 


Wings Shirt to Rockmore 
Wings Shirt Co., New York, has 

named Rockmore Co., New York, 

to handle its advertising. The ac- 


were | 


B/G Foods, Wimpy Int'l 

Form Hi-Way Restaurants 

B/G Foods Inc. and Wimpy In- 
ternational have formed Hi-Way 
Restaurants to build and operate a 
chain of drive-in restaurants on a 
national basis, starting in the Chi- 
cago area. Restaurants in the new 
chain will be called B/G-Wimpy. 
B&G Foods is a national restaur- 
ant organization with headquart- 
ers in Chicago. Wimpy Internation- 


lations and secretary, Broadcast|owned by Frank Loesser, compos-| count was previously handled by | aq) recently was formed by Edward 
Music Inc.; Robert J. Leder, vp and | er-lyricist-publisher, and an affil- | 


| Webb Associates. 


every week. Each 


-¥ 
listen tog 


4 
i’ 


... the number 


one 


Northwest counties* 


V. Gold, president of Wimpy 
Grills, Chicago, and J. Lyons & Co. 
Ltd., London, England (AA, Sept. 
17, 56). 


Lederle Adds Agency 


Lederle Laboratories, the phar- 
maceutical division of American 
Cyanamid Co., has appointed Bur- 
dick, Becker & Fitzsimmons, New 
York, to handle advertising for “a 
series of new products.” Geare- 
Marston, Philadelphia subsidiary 
of Ruthrauff & Ryan, handles all 
other ethical drug advertising for 
Lederle. 


Outrates all 
syndicated 
shows! 


STAGE 


San_ Francisco — highest rated 
syndicated program (22.7, Pulse, 
2/57) outrating George Gobel, 
Gunsmoke, Zane Grey Theatre, 
Jackie Gleason, Lux Video 
Theatre, etc. 

Twin Crties—highest rated syn- 
dicated nag Minneapoli 
St. Paul (16.0, Pulse, 11/56) out- 
rating Warner B Brothers, ather 
Knows Best, West Point, etc. 
Outrates all competition in 
Atlanta, Indianapolis, Portland, 
Oregon, etc. 

Stage 7’s a dramatic anthology 
which can do a fine-rating, fine- 
selling job in your market, as it 
is already doing in more than a 
hundred others. Better check 
Stage 7 for your market today. 
Write, wire or phone collect for 
availabilities. 
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Retail Sales Pas: 


By BERT HANNA 


Denver Post 


Staff Writer 


Taxable retail sales in Colorado have exceeded 
the $2 billion mark for the first time in history, 
the state revenue department disclosed this week. 

And Robert A. Theobold, revenue director, 
said sales tax collections so far in this fiscal 
year are up 3.8 pct. over the record. 


The 2 pet. sales tax 


poured $38,271,437 into 


the state treasury during the 12 months which 


ended last July 1. That was an increase of nearly 
$4 million over the previous year. 

Theobold said total taxable retail sales of 
more than $2 billion in the state was double 
the billion-dollar total of 1947. 

Sales tax collections statewide in February 
were up 8.7 pct. over the same month a year ago. 
Theobold said the total indicated continued busi- 
ness prosperity. 

More than half of all sales taxes collected in 


the state, he said 
politan area. 
During the fi: 
fiscal year, sales 1 
077. That compar 
period of the fisc: 


retail sales mark 
All state re 
totaled $13,393.81 
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The Voice of the Rocky Mountai 
Denver, Colo.—Climate Capital of the 


Oil Production 
Up 90 pct. in 


Empire 


The amazing oil boom in the Rocky Mountain 
Empire is told in a recent bulletin of the Federal Re- 
serve Bank of Kansas City. 

Since 1950, crude production in Rocky Mountain 
states, has increased 90 pct. compared with a na- 


tional increase of 25 pct. 
Since 1950, Colorado 
creased 15 times, with 1 
year. 
Since 1950, Nebraska 


times, and in Wyoming by 


8 Water 


Projects 
Started 


A total of $52,089,506 in 
eight major construction 
projects are now under 
contract, according to 
Earl Mosley, project engi- 
neer for the Denver water 
board. 

Mosley said that the 
total amount of construc- 
tion under contract at the 
beginning of January rep- 
resents more than half of 
the board’s proposed 15- 
year $101 million expan- 
sion program. 

A major portion of the im- 
provements to the collection and 
distribution system are being fi- 
nanced by a $75 million water 
bond issue approved in August, 
1955, by Denver voters. 

Of the $52 million under con- 
tract, all but about $1 million 
was contracted for during 1956, 
Mosley said. 

: y mtract, for 


5500 wells completed last 


States 


oil well drilling has in- 


drilling has increased five 
50 pet. 
Last year Rocky Mountain 
crude production was 16 pct. 
ahead of 1955, with Nebraska 
well completions 50 pct. ahead 
of last year’s pace. 

Similar phenomenal increases 
have also been registered in 
the New Mexico-Colorado San 


as startling as in the Denver- 
Julesburg basin. 
PIPELINES BUILT 

The big reason, the bank says, 
is development of a transporta- 
tion system of piplines to mar- 
ket the production. 

Value of 1955 Rocky Moun- 
tain crude was set at $1,300,- 
000 ,000-two-fifths the total re- 
ceived by the area’s farmers, 
and 70 pet. of the total min- 
eral production. 

Nationally, the Rocky Moun- 
tain states accounted for 30 
pet. of all oil well completions 
in 1955, 20 pct. of the crude 
output, and 10 pet. of the operat- 
ing refinery capacity. 

While Colorado, Nebraska. 
Wyoming and New Mexico 
forged far ahead of the nation’s 
oil pace as a whole, production 
in Kansas and Oklahoma held 
just even with national gains 
over the last decade. 

The bank cited Colorado's 
Rangely oil field in the north- 
western part of the state as 


postwar boom until 


Juan basin, although not quite}, 
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Architectural designs and 
plans for the $6 million, 22- 
story Brown Palace West, an | 
adjunct to the Brown Palace 


the hotel and annex and a pas- 
sage under the street will con- 
nect the two for services. 
Boettcher said the new hotel 
accommodations ‘‘will be as 


fine as any in the country. 
hey will be of material help 


Hotel, have been approved, 


Ree ee es 


, ; 
Here’s an architect's drawing of the $6 million Brown Palace West at 1 
mont Sts., showing overhead walkway across Tremont PI. Completion is slaf 


Designs, Plans Rec 
For Brown Palace 


fa 


Motor entran 
street levels, 
ment garage ¥ 
cilities for 85 
6,000 square f 
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come from the Denver metro- 


t eight months of the current 
xes brought the state $27,164,- of the current fiscal year 
—reached 


2s with $26,157,937 in the same nearly 
riod in the previous fiscal year. 
Motor fuel, gross ton-mile and inheritance 


exceeded. The gain is 3.8 pet. 
and gift tax collections 


| year which saw the $2 billion 


yenue collections in February 


3, compared with $12,096,149 in gains in 


10.7 pet. 
Collection of state taxes in 


the eight months 
—July through February 
a record of $36,472,189. The gain was 


$4.5 million oF 5.4 pet. over the same 


all showed substantial 
February bold said. 


The Rocky Mountain 


 gustrially at @ pace con: 
siderably more rapid than 


bureau of business re- 

search at the University 

of Colorado reported. 
Between 1947 and 1954, 


had a 33.5 pet. increase in 
the number of manufac- 
turing establishments, 
© where the national aver- 


aging 10 new plants each @ 
3 montb- 


.ady 
of y about $7 ™ 


West 4,200Unit 


entrance and lobby at 
levels, two-level base- ° 

arage with storage fa- ousing 
for 85 cars, and about 
quare feet of shop area 


, ground floor. 


puet and meeting room 
— th nmanet OMe Plans for 


A pian to expand Stapleton 


about $30 million to 
been recommended at a mee 


: IndustryBoom airline executives. 
Nicholson immediately notified air lines 


: Empire is expanding in- serving 


P 
the nation as a whole, the @\ airport aut 
handle the expansion and make 


‘KEEP STAPLETON’ 
e The plan to ex 
%\field to handle airliners of the 
s\future was outlined in & report 
by James C. Buckley, New York 
transportation consultant. 
Buckley 
study show 


cheaper for 
Stapleton and extend its run- 


way 


Plan OK'd 


a multi- mil-| the report added, shows that the] studi 
_ tafferson COUN-| longest run nog 


handle jet passenger planes has 
ting of city officials and 


Denver they will have to bear the entire cost 


hority for Denver to 


pand Stapleton 


said months of 
ed it would be By LEONARD 

Denver to keep Denver Post Statt Writer 
Plans for 4 $6 million 
hopping center just off 


ather than build a new 


a 


the airport aut sei Pen eae 
e pov ™m 


proved. 

The Buckley report said 
two major problems in use 
jetliners—length of runways and third revea 
noise—can be solved within the | new 
program calling for expansion truction is under way on 
of Stapleton. $4.5 million 
SAFETY MARGIN Plaza” and 4 

Mack center 

A study of jet requirements. | pighway @ nd 
way at Stapleton of the new May a 
location, first acquired in Sep- 


~ anly 10,500 feet, bat tember of 1955, revealed that 


near will service @ trade 


pas 
the | the metropolitan area. 
The May © plans were the 


CIRCULATION 


Evening, except Saturday. . . 261,401 
? 


Sunday. . . 
a in en a es 4 eee 
Magazine and Comics. 376,285 


A.B.C. Publisher's Stat 
September 30, 1956 


Editor and Publisher: PALMER HO 
po yas Nationally by: : 
OCLONEY, REGAN & SCHMITT, INC 
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er | 'Gladding, McBean Names Jones 

[| Gladding, McBean & Co., Los 

© Angeles, has appointed William C. 

© | Jones sales promotion manager of 

' |its Franciscan dinnerware division. 

" |Formerly an account executive 

'with Foster & Kleiser Co., he suc- 

ceeds David Leighton, who has 

transferred to Gladding McBean’s 
public relations department. 


THE QUAD CITIES es DAVENPORT 
: ame NEWSPAPERS 


of the TOP TEN Markets of the ad 
© SUNDAY 


Naroff Joins Trans-Lux 

Al Naroff, who formerly headed 
a company which supplied elec- 
tronic parts for tv, has been named 
» | West Coast manager by Trans-Lux 
© | Television Corp. Trans-Lux has 
opened a West Coast office at 1966 

|S. Vermont Ave., Los Angeles. 


| |\NIAA Chapter Honors Ellis 

| Ray G. Ellis, president of Ray 
|Ellis Advertising, Chatham, N.J., 
| has been voted “Agency man of the 
| Year” by the New Jersey chapter 
‘of National Industrial Advertisers 
| Assn. 


Pe ee ee 


— 
3 


North Central States . . . area 
buying income now rated at 
$494,275,000, is easy to sell 


through | 
ne RC ee a ea OSS ee 


Represented by 
Jann & Kelley, Inc. 


eae + 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 


HETE 
READING 
ATE: 
NEWSPAPER! 


“It’s first things first with me,” 
states W. Leo Murphy, President 
of Gateway Transportation Com- 
pany, La Crosse, Wisconsin, “and 
that means TRANSPORT TOPICS 
gets my immediate attention the 
moment it’s placed on my desk!” 


“TRANSPORT TOPICS is one publication I don’t just 
scan. I read it thoroughly because of its timely, authori- 
tative reporting on all phases of the trucking industry. 
... With so much happening in our industry these days, 
TRANSPORT TOPICS is required reading by all super- 
visory members of our organization!” 


Mr. Murphy’s enthusiasm for TRANSPORT TOPICS is 
typical of the high regard truck operators across the 
nation have for TRANSPORT Topics—the only national 
weekly in the truck fleet field. 

TRANSPORT Topics is edited for management and 
supervisory men in the for-hire fleet market. It is the 
only publication in the trucking field with paid circu- 
lation that reaches the 18,000 ICC authorized for-hire 
carriers—the big buyers of trucks, trailers, tires, gaso- 
line, batteries, parts and accessories of all kinds. 


National Newspaper of the Motor Freight Carriers 


TRANSPORT TOPICS is a newspaper, carrying the latest 
news of the trucking industry written in easy-to-read 
language, edited for the busy man. In reaching the 
cream of the for-hire truck fleets, TRANSPORT TOPICS 
reaches a market accounting for— 
. .. 300,000 power units, many needing annual 
replacement. 
... % of all truck ton-miles, creating a tremen- 
dous market for fuel, motor overhauls, tires, 
service and other replacement business. 


... 30% of all tractor-trailer combinations on 
the road. 


TRANSPORT Topics should be on your schedule (1) if 
you're an advertising agency with a client who sells 
anything used by the trucking industry or (2) an 
advertising manager for such a company. 


Gateway Transportation Company was 
founded in 1896, now has 28 modern termi- 
nals in 9 midwest states. In 1956 Gateway’s 
fleet of 1479 tractors and trailers transported 
nearly 1,400,000,000 pounds of freight more 
than 21,000,000 inter-city miles. Several hun- 
dred trained specialists staff the company’s 
highly automated facilities, which include 
complete IBM, mobile radio, teletype, and the 
latest in materials handling equipment. 


Srausport Eopics 


In Its Twenty-Second Year 


« 1424 Sixteenth St., N.W., Washington 6, D.C. 


Advertising Age, April 15, 1951 


Ad Costs Affect 
Philip Morris Net 
as Sales Zoom 11% 


Ad Investment Cuts Ist 
Quarter Earnings, but 
Will Pay Off: McComas 


RICHMOND, April 10—First quar- 
ter sales of Philip Morris Inc. 
rose 11% to about $80,000,000 com- 
pared with $78,218,000 in the first 
quarter of 1956, but “earnings 
were substantially unchanged,” 
stockholders were told yesterday 
at the company’s annual meeting. 

Explaining why earnings had 
not risen, O. Parker McComas, 
president, said: “To take full ad- 
vantage of Philip Morris’ lead 
with the fliptop box type of cig- 
aret packaging, the company has 
increased its advertising and pro- 
motion. This policy, coupled with 
a sharp increase in the costs of all 
advertising media, has resulted in 
our earnings not keeping pace 
with our sales increases.” 

However, Mr. McComas said, 
“from a long-term point of view” 
the company’s program of heavier 
promotion is expected to increase 
Philip Morris’ share of the market 
and “yield greater future benefits 
to stockholders.” 

Philip Morris is estimated to 
have invested $18,500,000 in adver- 
tising in 1956, an increase over 
1955 of about 25%. About $12,500,- 
000 of this amount was spent in 
/measured media. 


|@ The company has four adver- 
| tising agencies: N. W. Ayer & Son 
|for Philip Morris regular and 
| king-size cigarets; Leo Burnett Co. 
| for Marlboro; Benton & Bowles for 
Parliament, and Ogilvy, Benson & 
| Mather for Spud. 
Referring to published medical 
|reports linking cigaret smoking to 
cancer, Mr. McComas pointed out 
that in four consecutive years at- 
tacks have been made on the 
|cigaret industry in March—one 
month before an annual national 
fund drive. Although he did not 
mention the organization by name, 
he said he could not accept the 
situation as a mere coincidence. 
Stockholders approved a resolu- 
tion to permit the company to 
diversify into fields not related to 
the tobacco industry. Mr. McCom- 
as said the company plans to ex- 
change 385,000 shares of Philip 
Morris common stock to purchase 
Milprint Inc., Milwaukee (AA, 
April 1). Stockholders, he said, 
will be asked to approve the 
transaction at a special meeting 
“shortly after the middle of June.” 


® Milprint’s preliminary figures 
| for the nine months ended Feb. 28, 
|’57, indicate sales of about $44,- 
| 000,000 and a net income of about 
| $1,250,000. Philip Morris stock 
closed on the New York Stock Ex- 
change yesterday at 43%, which 
would indicate that the purchase 
price of Milprint would be about 
$16,600,000. * 


‘Free Press’ to Karl Behr 

The Detroit Free Press has 
moved its advertising account from 
Powell-Gayek Advertising to Karl 
|G. Behr Advertising Agency, De- 
|troit. Bill Gayek, formerly with 
| Powell-Gayek, is joining Behr and 
will continue as account executive 
for the Free Press. 


McClenachan Rejoins Hayden 

Blair McClenachan, formerly 
sales manager of Electronic Indus- 
tries, a Chilton publication, Phil- 
adelphia, has rejoined Electronic 
Design, a Hayden publication, New 
York, as a sales representative in 
| the Philadelphia territory. 
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Photo: Julius Shulman 


In today’s tough competitive market, sales action 
is a chain reaction. 


e ° 1. Builders order building products. 
Hi ome B urilding 2. Architects specify the products that builders order. 


3. Lenders and their appraisers screen the products 


P roducts take for full valuation and financing 


that architects specify that builders order. 


4. Realtors sell to consumers as part of the house 
the products that lenders screen 
that architects specify that builders order. 


5. Suppliers promote (or switch brands on) the 
products that realtors sell that lenders 


A F screen that architects specify that builders order. 
-MAN SALE 


Only one magazine can help you move your product to 
market through all five of these points where sales 
are made or lost. 


That magazine is HOUSE & HOME, read by the key 
professionals other people follow—straight across the 
home building industry. 


House « Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA, NEW YORK 20. N. Y. 


sells all five 1.construction 2.design & specification 3. appraisal & finance 4. merchandising & sales 5. supply 
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® PACKAGE INSERTS 
@ TRAFFIC BUILDERS 


— THAT “TIE-IN” WITH 
ADVERTISING — TELEVISION AND RADIO PROGRAMS 
CONTACT US FOR SEASONED COUNSEL AT 
INCEPTION OF YOUR NEXT CAMPAIGN 


PERFECTION PREMIUMS, INC. 


2306 NO. KNOX AVE. © CHICAGO 39,1Lt. © HUmboldt 9-3524 


| FTC Charges Dell Disqguised 
Abridged Books, Reprints 
The Federal Trade Commission 
has charged Dell Publishing Co., 
| New York, with failing to disclose 
| adequately those of its paper-back 
| books that are abridged and those 
that are newly titled reprints of 
books previously published. 
The complaint said, for exam- 
ple, that the word “abridged” is 
printed in the lower right hand 
/corner of the front cover “in in- 
| conspicuous letters.” When a book 
| is published under a new title, the 
| FTC charged, Dell prints the orig- 
| inal title “in small, inconspicuous 


type.” 


| RAB Adds Bartell Stations 


| The five radio units in the Bar- 
| tell stations group have joined the 
|Radio Advertising Bureau, New 
York, as member stations. They 
are KCBQ, San Diego, KRUX, 
Phoenix, WAKE, Atlanta, WAPL, 
Appleton, Wis., and WOKY, Mil- 
waukee. 


U. S. Referee Okays 
Roto-Broil Debt 


Management Plan 


New York, April 9—Authority 
to continue operation of its busi- 
ness as debtor in possession was 
granted yesterday by Referee Her- 
bert Loewenthal to Roto-Broil 
Corp. of America and its two af- 
filiates, the Jay King Metal Spe- 
cialties Corp., rotisseries manu- 
facturer, and Fox Plating Corp., 
electroplating and metal stamp- 
ings operator. 

All three companies filed separ- 
ate petitions April 5, under Chap- 
ter XI of the Bankruptcy Act in 
U. S. district court, offering credi- 
tors 100% in instalments of 5% 
payable every three months, start- 
ing three months after confirma- 
tion. 

Creditors will meet April 15 in 
the office of the referee for a 
hearing. 

Schedules were not filed with 


HOW BIG IS 


An extra half-inch of height makes only a 
small difference in the appearance of a 
booklet. But the same half-inch can make 
a big difference in its final cost! Many times, 
a slight adjustment in the size or shape of a 
booklet can mean a much less expensive run 
Your printer, lithographer or screen processor 
can quickly supply the right answer to prob- 
lems like this. “Trying it on for size” is one 
of the first things he does on any job. And 


Sales Offices: Mead Papers, Inc, 
118 West First Street, Dayton 2. 
New York - 
Philadelphia 


Ohio + 
Boston - 


Chicago 
+ Atlanta 


A BOOKLET? 


r 


ee 


his wide, practical experience can benefit PF 
you in many other ways. That’s why it’s so 
important to talk with him before you start 


work on any printed piece. 


You'll like working closely with your printer, 
lithographer or screen processor. We know 
because we've done it for years in bringing 
them the quality papers they need to serve 


you best- 


The 


ei 


the most complete line in the world! 
Mead Corporation, Dayton 2, 


Ohio | 
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the petitions, but balance sheets 
indicate liabilities of $4,916,482 
and assets of $5,687,604 for Roto- 
Broil; $2,040,963 liabilities and $2,- 
014,792 assets for Jay King; and 
$714,575 liabilities and $219,384 
assets for Fox Plating. 


s Albert Klinghoffer, president of 
all three companies, said in an af- 
fidavit that (1) the three units 
are closely interrelated, (2) that 
a new model electric rotisserie 
brought out recently by the affili- 
ated companies promises to be a 
commercial success and (3) that 
economies were being effected to 
reduce operating costs. 

Annual sales of the three com- 
panies were close to $9,000,000 in 
1956, Mr. Klinghoffer said. 

Roto-Broil has been doing co- 
operative advertising on its new 
Fleetwood rotisserie and is plan- 
ning a national radio spot cam- 
paign in selected metropolitan 
areas for its new Broilette, a small 
apartment-model infra-red broil- 
er. 

Product Services Inc. 
agency. 

Roto-Broil is estimated to have 
spent about $250,000 in advertis- 
ing in 1956, of which $179,550 was 
in network tv and the remainder 
in newspapers and in cooperative 
advertising with dealers. 


is the 


® In 1954, Roto-Broil and Peer- 
less Electric Co., maker of Broil- 
Quik rotisseries, became involved 
in a series of law suits on alleged 
unfair competition and patent in- 
fringements (AA, Nov. 29, °54). 
The suits never came to trial. 

In 1956, Roto-Broil Corp. 
bought out Peerless for $500,000 
on the advice of financial consult- 
ants, who recommended cutting 
down on advertising expenditures 
and investing in plant and new 
products. In °56 Roto-Broil cut 
back its advertising about 75%. 

A spokesman said that the com- 
pany netted a profit of $200,000 
in the last six months of 1956, but 
that it was under-capitalized to 
carry on the volume of business it 
was doing. With a little time, he 
said, the company will be able to 
pay off its creditors and get back 


into big-time national sales. . 
Ridder Joins Fred Gardner 
Charles W.. Ridder, formerly 


with Kelly, Nason, has joined 
Fred Gardner Co., New York, as 
an account executive. 


TV AND ART DEPT. 
“STORYBOARD” PAD (p——~e-——< 


The pod thot hos big 5 « 7 
video panels thet enable 
you to make mon-sized T¥ 
visuals. Perforated video 
ond audio segments on grey | 
background. 
No. 72C—Pad Size 14x17” 
(50 Sheets—4 Segments on Sheet) 
No. 72 E—Pocket Size 6% x 8V4” 
(50 Sheets—! Segment on Sheet) 


No, 72A—19 x 24” 3.50 


(50 Sheets—1!2 panels on Sheet) 
No. 72B—Pocket Size 8 x 18” 
(75 Sheets—4 panels on Sheet) 


Sensational new paper for 

TV artists. Mokes an ordin- 
x J 
ay 


— 


Tomkins TELEPAD 


Mest popular TV visuvol pod 
with 2%:"4" video and 
audio panels on gray bock- 
ground. Each panel perfo- 
rated 


ary pencil line vivid and 
colors just pop! Write for 
somple. 


FREE SAMPLES 

FOR THE ASKING! 
Write on your letterhead for 
200-pege catolog of art sup- 
plies “An Encyclopedia of 
Artists Moterials’’. 


ARTHUR BROWN & BRO. » 


2 West 46th St., New York 36, 


PRODUCTS FOR YOUR 
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Advertising Age, April 15, 1957 
P&G Names Grey for Pin-It, circulation during the last six) 


ackage Design months of 1956. A b&w page, one | 
sages Ms — Co., le time, moves from $690 to $790. 


| nati, has appointed Grey Advertis- 
|ing Agency, New York, to handle 
| advertising for its Pin-It home 
| permanent. The account was last 
with Benton & Bowles, which con- 
| tinues to handle P&G’s Ivory Snow, 
| Tide, Crest, Prell and other prod- | 
ucts. Grey also has Lilt and Party | 
|Curl home permanents and Shasta 

and Velvet Blend shampoos. 
P&G also has named Walter Dor- 
CAREFREE. NATURAL pone teat | win Teague Associates, industrial 
design company, for packaging re- 
|search and design. Teague will 
= lserve P&G in addition to Donald 
cuvenncns-ereveomareoven ecutowean | Deskey Associates and Gordon Ay- 
: | mar, who have worked with P&G 

for a number of years. 


ee mee wee oe we 
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SCREENED OUT—Schieffelin & Co., 

New York, will run this page in ‘Motor Life’ Boosts Rates; 

New York newspapers in its first. Names Benedict to New Post 

major consumer push for Almay| Motor Life, published by Peter- 
hypo-allergenic cosmetics. /sen Publishing Co., Los Angeles, 


has increased its advertising rates 
Schieffelin Launches 


pointed A. M. Benedict to the new 
post of advertising director. Mr. 
Benedict, who formerly was na- 
tional advertising manager, now 
| will supervise advertising for Pe- 
|tersen’s Motor Life, Motor Trend, 
Hot Rod, Rud & Custom, Car Craft, 
| Water World, ’Teen and Trend 
| Books. 


Dillingham Named President 
William O. Dillingham has been 


Beverage Co., Newark, a wholly 
owned subsidiary of Pabst Brew- 
ing Co. Mr. Dillingham will con- 
tinue as exec vp of Pabst in addi- 
| tion to his new duties. Marshall S. 
Lachner, Pabst president, until 
'now also held the presidency of 
Hoffman. Mr. Dillingham had been 
| exec vp of Hoffman from 1951 to 
| 1955, when he was named exec vp 
of Pabst. 


Petersen Publishing also has ap-| 


MARKET 


appointed president of Hoffman | 


SWEET 


To Tap this SOLID and SWEET 
market, address Room 516, Statler 
Office Bidg., Boston 16, Mass. 


VERMONT ALLIED DAILIES 


Barre Times Bennington Banner © — Burlington Free Press 
Brattleboro Reformer © Rutland Heraid «St. Johnsbury Caledonian-Record 


15% based on a 21% increase in 
$500,000 Push for 
Non-Allergic Almay 


New York, April 9—Schieffelin 
& Co. launched a $500,000 news- 
paper and radio campaign in the 
New York area April 7 for its 
hypo-allergenic line of Almay cos- 
metics. 

This is the first large-scale con- 
sumer advertising for the line, 
which heretofore has been pro-| 
moted mainly to the trade and 
medical fields. In the fall the com- 
pany expects to expand the cam- 
paign market-by-market until all 
markets have been covered. 

The campaign begins with co-| 
operative advertising with major ba 
New York department stores, con- | te, 
sisting of 600-800-line ads in every | } 
New York Sunday newspaper pred 
ing April. On April 28 the = 


aie 
, 
; 
é 


pany itself will run b&w pages in 
the Herald Tribune’s Today’s Liv- 
ing and the New York News, plus 
a color page in the May 5 New! 
York Times Magazine, to be fol-| 
lowed by other large-space ads 
running in those three newspapers | 
through June, usually on week-| 
ends. 

| 
® The radio campaign will run) 
from the end of April into July) 
and will consist of more than 100) 
one-minute spots weekly over sev-| 
en stations. 

The campaign theme is a switch 
from most cosmetics advertising: 
Instead of playing up the addition | 
of some new ingredient, the cam- | 
paign is based on “55 skin ir- 
ritants screened out.” The copy 
advises women that if “your com- 
plexion is never quite as perfect) 
as it should be . . . you may be) 
sensitive to certain common in-| 
gredients in your cosmetics. Flak- | 
ing? Dryness? Blemishes? Pre-) 
mature aging? Your skin may be | 
trying to signal you about these) 
hidden irritants.” 

The copy also points out that 
“working with America’s leading 
dermatologists, Almay succeeded 
in isolating and eliminating 55 
common irritants” and that the 
cosmetics are “known to thousands 
of New York women through doc- 
tors’ recommendations.” 


® The Almay line includes 32 
products, priced from 50¢ to $3 
and certified to be hypo-aller- 
genic, i.e., free from all known 
sensitizers. According to a recent 
cosmetics industry survey, the 
company reports, one woman out 
of every eight suffers from some 
sort of cosmetic sensitivity. 
Almay cosmetics were first sold | 
in 1931-32 by a married couple 
named Al and May, who both suf- | . . ’ . . 
fered from many allergies. In| 
June, 1949, the company became a | 
division of Schieffelin. 
Zlowe Co. is the agency. o 


in a busy Doctor’s journal 


You direct your detailmen to your busiest* doctors? Yes! 


Did you know that over 30,000 of those busiest* doctors of 
yours have found a journal they need, like and willingly pay $10.00 
to read in spite of the overwhelming mass of medical literature that 
piles up on their desks each month? 

These busy practitioners find PostGRADUATE MEDICINE most 
useful in their practice — have confidence in its clinician authors. 

Can you find better proof of more intensive readership — of 
better earning power for your selling dollars? 


Yes, your selling dollars will earn more in the busiest* doctors’ 
journal— PosTGRADUATE MEDICINE. 


Postgraduate Medicine 


. gelling your busiest Doctors 


Your Selling Dollars EARN MORE Me 
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*From 4,488 questionnaires mailed 
to subscribers November 1956. 


These busy doctors average: 
451 patients a month* 
351 prescriptions a month* 


23 surgical procedures a month* 
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At the stroke of 8, one Sunday night, nearly every home in the nation 
witnessed an act of electronic magic that only television can perform. 


It presented Cinderella—a 300-year-old tale, infused with life and 
song especially for television by Richard Rodgers and Oscar 
Hammerstein II, two master magicians of the theatre, and gave it a 


new kind of opening night. 
It was an opening night that television itself had never seen. 


It was scheduled on 245 stations for broadcast over practically the 
entire continent of North America—the largest number of television 


stations ever assembled by a network for a single program. 


It was watched by an audience of more than 100,000,000—the largest 
number ever to view an entertainment program—enough, as someone 
pointed out, to fill a Broadway theatre 7 days a week for 165 years. 


By capturing and enthralling virtually an entire population at the same 
instant, it demonstrated again the medium’s unique power to satisfy 
the public’s increasing interest in television and the advertiser’s need 
for vast audiences. 


It offered further evidence that even a fabulous program can attract 
still more spectacular audiences when it is broadcast over a network 
with the most popular program schedule in television. 


CBS TELEVISION 
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Reibling Joins Bates | McCarty Adds Affiliate jeach in France, Switzerland, Italy,| Nqj] Down Pacts exporters obtain a better realiza- 
Albert W. Reibling, formerly ‘in West Germany Norway, Sweden and Denmark. | 7 . | fom of = ee ag under — 
general manager of the radio-tv| McCarty Co., Los Angeles, has These agencies represent in over- with Sources, Liquor om — “gp bor porate oa is 
department of Kudner Agency,|added its ninth European affiliate, | S©@5 territory the client interests in | cee 4 te _ ag - od 
oe heen memed te the new post | the Hanns W. Brose agency, McCarty’s six American offices, Importers Are Urged cancelle , y the foreign producer 
of assistant business manager of Frankford-am-Main, West Ger- | and McCarty Eeprenens .? 17 N Your, April 8—~Z4dauor im- . 
the tv-radio department of Ted | many. Other affiliates include two |P€2" agencies’ clients in the U.S. af at — : —— od : - 
Bates & Co., New York. agencies in Great Britain, and one ports continue to increase, but)s “If the item is of sufficient im- 
Margaret Harrison to BBDO discriminatory taxes against im- portance to justify the importer 
| Margaret Harrison, formerly | ported beverages are firmly estab- | advertising, promoting and distrib- 
RA l A NTROL || with Gaymor Co. handling super-| lished, and changing market con-| uting it on a national basis,” Mr. 
market promotions for major ditions require re-evaluation of|Lourie said, “than a change af- 
te BOARDMASTER Visual Control]! chains, has joined Batten, Barton contracts between U.S. importers |fects not only the import house 
Saves You Time, Money. Durstine & Osborn, New York, as 24 foreign producers. but all of the wholesale distribu- 
% Gives Graphic Picture of Your}| sales promotion director of the! This point was stressed last week tors and retailers that handle the 
Operations. Stops mixups. marketing de at the 23rd annual meeting of particular brand.” 
partment. She also . a. | 3 Ge 
Simple to Operate. Write on}/has been with Scheideler & Beck |the National Assn. of Alcoholic) The Scotch Whisky Assn., in its 


Cards, Snaps in Grooves. and its predecessor, Duane Jones Beverage Importers. annual report to the importers’ 
% Ideal for Sales, Production, || Co, Harry L. Lourie, exec vp of the| meeting, denied that the shortage 
Inventory, Scheduling, Etc. | association, without referring to | of scotch has been artificially pro- 
* Conene tk Made of Metal. Compact and |recent shifts in import franchises | quced by brand owners. 
4 attractive. 100,000 in Use. CBS Boosts Brennan /on several well-known brands, 


; : “In every year since 1906,” the 
William H. Brennan Jr., for-|urged importers to arrange defi-| report said, “we have continued to 


Full price $49.50 with cards | merly producer-director for CBS|nite agreements with shippers to ship to the U.S. more than 50% of 
i ‘ i - iti thod aj 
24-page Illustrated Radio, has been appointed west | replace the traditional method| our total volume exports. Neither 


FREE BOOKLET No. V-400) °"™ division manager, station re- | which, in many instances, he said,|the demands of other overseas 


_ Without Obligation lations, CBS Radio. CBS Radio’s| involved little more than an oral| markets nor those of the sadly re- 

oe sof new West Coast station relations | understanding. stricted home market have been 

P ) Write or Call Wisconsin 71-8444 J) Orrice will be opened April 15 in| “It is of definite importance,” he | allowed to interfere with the pri- 
GRAPHIC SYSTEMS, SS West 42nd St., New York 36, N. Y._ | Columbia Square, Hollywood. isaid, “that foreign producers and ority which we have given the 


US.” 


* The association’s special cognac 

committee reported that $6,859,000 

M. Desnault of Paris ce te en 
e ported to the U.S. in 1956. This was 
reported to compare with $2,825,- 


000 in 1952, the year the cognac 


tells how to get your share educational campaign in the U.S. 


® Data on imports of scotch and 

. Canadian whiskies were reported 

by Mr. Lourie as follows: Canadian 

of business abroad Sh pars ma 
to 10,620,000 gals., compared with 

9,158,000 gals. in 1955. Tax pay- 
ments on scotch whisky in bottles 
in 1956 amounted to 13,558,000 
gals., compared with 12,284,000 
gals. in 1955. 


Wattle Corp. Changes Name 
to Downytlake Foods 

Waffle Corp. of America, Phil- 
adelphia, has changed its name to 
Downyflake Foods Inc. Herbert R. 
Koff, exec vp of the company, said 
the name was changed to take ad- 
vantage of the brand name of the 
| company’s products and to prepare 
| the way for the introduction of 
}new convenience foods, other than 
| waffles, which the company plans 
| to market. Downyflake recently in- 
troduced frozen Downyflake 1- 
minute pancakes and acquired 1896 
House turkey sticks. 


ANDRE DESNAULT has seen the results 
of advertising in The Reader’s Digest in 
France, where he is President of 
Remington Rand France. He also knows 
about it elsewhere, for Remington Rand 
uses the Digest’s International Editions 

to reach key buyers in key markets 
throughout the free world. 


| 
- BILLBOARD 

SELLING 
| POWER! 
| IT’S FLAT 


Says M. Desnault: 

“To renew an advertising 
contract with Reader’s Digest is 
like having sold a large share 
of one’s production.” 


®@ Pencils, 
caps and 
Printing inks 
in many at- 
tractive color 
combinations. 


| @ Stag Slencil ... 
revolutionary 
mechanical pen- 


URING the past six years, Remington Rand has month by more than 30 million people in 101 coun- cil with extra- © Choice of 
advertised consistently in the French edition tries outside the U. S. for near _— or Ped 

of Reader’s Digest . . . and in that time the com- In many countries where the company does busi- | mocenge. © Advettsin 
pany’s sales have multiplied twentyfold! ness, Remington Rand products are offered in the oe aes actined be ano 
There is good reason. During the course of a year, © magazine where you can “feel at home in busi- sine bidueed poy ee 
half of all Frenchmen in the country’s A and B in- _—_‘€88 abroad.” For no other magazine penetrates the . .. keeps your name 


permanently in the spot- 


come groups read one or more issues of the Digest. market as deeply as does the Digest in virtually =. 


And they, like free people everywhere, have faith in  e¢Very country where it circulates. This is why more 
the Digest . . . in what it says . . . and in what its advertisers invest more money in the Digest than 
advertisements sell. in any other international publication. 


@ An official request on busi- 
ness letterhead will bring sample 
prompily. No Jobbers Please 


Why Remington Rand uses the Digest People have faith in 
Besides the French edition, Remington Rand success- * ° 
fully uses many other Digest International Editions }Readers Dige st 
to sell typewriters and shavers in expanding markets 


abroad. The International Editions of Reader’s Largest Magazine Circulation in the world 
Digest, published in 12 languages, are read each Over 19 million copies bought monthly 


415 Gage Ave., Orange, Mass., U.S.A. 
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vp in charge of sales; H. J. Hyslop 
manager; and Paul J. Caravatt, 


Witterman, account group member, both of Ogilvy, Benson & | 
Mather. 


Diamond Crystal Ad 
Drive Launches New 
Package for Its Salt 


St. Ciatr, Micu., April 9—Dia- 
mond Crystal Salt Co. will intro- 
duce a new red-and-white pictori- 
al label for its Weather-pruf brand 
via r.o.p. newspaper ads this 
month. 

The new label pictures a wood- 
en salt cellar sprinkling salt stars 
on a hefty porterhouse steak and 
is the first time food has been 
pictured on a salt carton, the com- 
pany reports. 

The introductory ad features a 
large picture of the package with 
the headline “Look who's all 
dressed up!” Copy points out that 


Look who's all dressed up! © 


IT’S NEW! Diamond Crystal Salt has a sparkling 
new package — full of extra flavor for your meals! 


switcH—Diamond Crystal Salt Co. 

will break this six-column ad in| 

newspapers throughout its sales | 

territory some time in April to in- 

troduce its newly designed pack- 
age. 


the “sparkling new package” has 
“improved Diamond Crystal salt 
inside” and is “pretty enough to 
sit at the table with you.” The 
copy also maintains that the new 
salt “outpours every other brand | 
2 to 1 in wet weather.” 


® The ads will be b&w 1,410-line 
ads, or two-color when color is 
available. The campaign will pro- 
ceed throughout the company’s 
sales territory on a market-by- 
market basis as distribution of the 
new package is achieved. 

The new label was designed by 
the agency, Ogilvy, Benson & 
Mather, and was tested in three 
cities by the Color Research In- 
stitute of Chicago. The company 
reports that more than 1,000 cus- 
tomers voted seven to one for the 
new package over the old format, | 
which was a red carton featuring | 
a dark thundercloud and the brand 
name “Weather-pruf.” Housewives 
also indicated they liked the de-| 
sign by a ratio of nearly two to! 


Diamond 


Meilstrup Witterman Fisher Caravatt Hyslop 
ALL DRESSED uP—Miss Diamond Crystal of 1957 (Mary Ann Fisher) | 
shows the new package for Damond Crystal salt to S. S. Meilstrup, 


| BIGGEST 
| REQUEST- PULLING 
| JOB OF THE YEAR- 


from thousands of marketing 
planners, media specifiers, all 
over the advertising world— 


sales story! 


Or ANNUAL 


Publishing Date — April 29 
Ad Closing Date — April 17 


, advertising and sales promotion 
account supervisor, and Henry | 


one over the other non-pictorial 
packages, it is reported. . 


In"spots”. . . 
there's no substitute for experience 


Producing TV commercials demands expert know-how! The kind of 
know-how that comes only with years of experience. 


In 1948 Universal-International was the first major film company to offer 
its vast studio and technical facilities to TV advertisers. 


Since then—starting with a spot series for Lux — Universal's list of clients 
has grown and grown. 


In addition to an entire 400 acre movie-making city, Universal boasts a 
complete staff, skilled in the very special requirements of television. 


But — the proof of the spot is in the viewing. What Universal-International 
has done for other successful advertisers, it will do for you! Why not see! 


UNIVERSAL PICTURES TELEVISION DEPARTMENT 


New York Office —445 Park Avenue 


Telephone: PLaza 9-8000 a) | 
a 
Hollywood Office — Universal Studio, Universal City U i = 


George Bole in Charge of Production 


Telephone: STanley 7-121] FOR T TVW 
H 


Write for free illustrated brochure. PROFESSIONAL TOUCH 


Cae eee re teem) ae 


APPLIANCES 


R.C.A. 
Ronson 


AUTOMOTIVE 


Chevrolet 
Chrysler 

De Soto 

Dodge 

Ford 

General Motors 
Mercury 


BEAUTY 


Camay 
Colgate Soap 
Lustre Creme 
Lux 


BEER 


Budweiser 
Burgermeister 
Narragansett 
Pabst 


CIGARETTES 


Hit Parade 
Marlboro 

Old Gold 
Parliament 
Philip Morris 


FOOD 


Campbell Soup 
Foremost Dairies 
Kellogg 
Langendorf Bread 
Pillsbury Co. 


HOUSEHOLD 


Du Pont 
Eastman Kodak 
General Electric 
Lava 

Lux Liquid 
Scott Paper Co. 


U.S. Steel 
Products 


OIL & GAS 


Conoco 
Union Oil 


SOFT DRINKS 
Pepsi Cola 


INDUSTRIAL FILMS 


American Stock 
Exchange 

Calvin Bullock, 
Ltd. 

U.S. Army Reserve 

U.S. Steel 
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GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redio-Active"’ MBS 


Robert Acomb Names Craig 
Robert Acomb Inc., 


to head all phases of its marketing 
and research. Mr. Craig formerly 
held advertising and sales promo- 
tion posts with Top Value Enter- 
prises, Dayton, O. 


T WAYNE, | 


for regular or test campaigns. 


Only City West of Atlantic Coast 
Offering Monthly Grocery Inventory 


Only Fort Wayne and two other cities in the nation 
offer a comprehensive monthly report on consumer 


purchases like the Inventory. It’s bonus merchan- 
dising cooperation that advertisers find invaluable 


For Your Free Copy Write: Paul Knapp 
FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel * tHe J 


FORT WAYNE 


Cincinnati | 
agency, has appointed Clyde Craig 


oe a 
Increase Ads or 
Lose Markets, 
Lumbermen Told 


West Coast Douglas Fir 
Men Warned of Spending 
by Rival Building Wares 


PORTLAND, OreE., April 9—Doug- 
las fir producers, meeting here for 
the 46th annual session of the 
West Coast Lumbermen’s Assn., 
were told they must increase na- 
tional advertising and promotion 
or lose business to well financed 
competitors. 

“We stand at the crossroads to- 
day,” said B. Giustina, outgoing 
| president. “We are going to have 
|to make up our minds whether 


we are going ahead to meet the 
challenge of competitors, whether 
we are going out aggressively and 


properly financed to keep lumber | 


sold in high volume, or whether 
we are going to be content to 
mark time and see our markets 
gradually taken over by those in- 
dustries that are not afraid to 
spend money to make money.” 

Mr. Giustina cited individual 
companies producing steel, alum- 
inum, wallboard and other build- 
ing materials that spend on their 
own promotion substantially more 
than the $1,000,000 a year which 
is the approximate total of the 
association’s annual expenditure— 
including administration, traffic, 
and statistical reports as well as 
advertising and promotion. He 
went on: 


s “Building materials spent 2.9% 
of their sales dollar in advertising 
last year, which is seven times the 
amount our companies’ spend 
through West Coast Lumbermen’s 
Assn. dues. That includes the en- 
tire family of building materials: 


i 


THE PETERSEN READER 


spent in the P.A.G. 


A million men select Petersen 
Automotive Group magazines at news- 
stands each month. Newsstand sales 
make up 86% of the total P.A.G. 
circulation. This selectivity means 


more sales per advertising dollar 


From Bennett-Chaiken Survey, 1956. eee 


. three of a series 


. 


Petersen Automotive Readers are... 


selective! 


“eee eee eee 


MOTOR LIFE 


THE PETERSEN AUTOMOTIVE GROUP—1,112,278 ABC Circulation* 
World’s Largest Automotive Consumer Readership (*Last siz months, 1956) 


PETERSEN PUBLISHING Company - 5959 Hollywood Bivd., Los Angeles 28, Calif. . HOllywood 2-3261 


DETROIT OFrice: 1514 Book Bidg., Detroit 26 - WOodward 3-660 


NEW Yor«K orice: 550 Fifth Avenue, New York 36 - Circle 6-1365 
mIDWesT orrice, 360N. Michigan Ave., Chicago } - ANdover 3-6929 
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brick, glass, gypsum, jute wall 
products—in fact, all of our com- 
| petitors.” 

Inflation that boosts the bill for 
advertising sharply cuts into the 
association’s funds for promotion, 
'Mr. Giustina added. For example: 

“In 1950, when we ran our first 
color pages in American Home, 
a page cost us $10,800; now it 
|ecosts $14,600. In 1950 a page in 
color in Better Homes & Gardens 
cost $13,500. Today it costs $21,- 
500. 

“The same pattern extends to 
other magazines we use. All are 
more costly. We are buying fewer 
|pages of national advertising to- 
day with the same money we 
lspent in 1950...We get about 
| 20% fewer pieces of printed liter- 
ature today for the same money 
we were spending in 1950... 


,® “With our present budget limi- 
| tations, and faced with constantly 
increasing costs of advertising and 
printing, we will get less in quan- 
tity in the years immediately 
ahead for the same amount of dol- 
lars. We will be able to buy fewer 
|pages of advertising and smaller 
| quantities of effective selling lit- 
erature, 

“You can bet our competitors 
aren't going to slack off one bit. 
No matter how wonderful a job 
our association’s staff does to 
maintain quality, we will suffer 
| because we do not run enough 
| pages of advertising and because 
| we do not have enough literature 
to satisfy the demand of interested 
lumber buyers.” 
| A national tv program was sug- 
| gested as a new method of pro- 
moting West Coast lumber. Mr. 
|Giustina also reported that five 
motion pictures produced by the 
association specifically for tv and 
three older films were shown 2,- 
911 times last year. He added: 

“This is a terrific example of 
the imposing and effective use our 
material gets. Certainly we can- 
not afford to pass up television as 
a potential medium to tell our 
story. This television time cost us 
nothing. But we should be explor- 
ing the possibility of using paid 
| television time, as our competitors 
|are doing most effectively.” e 


Biddle Opens in St. Louis 

| Biddle Advertising Co., Bloom- 
| ington, Ill., has opened a St. Louis 
| branch office in the Siteman Bldg. 
in suburban Clayton. Robert F. 
Lee, formerly an account execu- 
tive with Ruthrauff & Ryan, St. 
Louis, will manage the new office, 
assisted by Mrs. Peg Beesley, for- 
merly a copywriter with Edison 
Bros. Biddle also has offices in 
Chicago and Kansas City. 


Ideal Celebrates 50 Years 
Celebrating its 50th year in busi- 
ness, Ideal Toy Corp., New York, 
has created a special logo with 
|}the theme, “50 Years of Fun,” 
| which it plans to use in advertis- 
ing, sales promotion, publicity, 
packaging and other types of com- 
pany material during 1957. The 
company has also published an an- 
niversary booklet titled, “Fifty 
| Golden Years of Fun.” 


Simms to ‘Jewelers’ Circular’ 
Alan Simms, formerly assistant 
promotion director of WIP, Phila- 
delphia, has been appointed pro- 
motion manager of Jewelers’ Cir- 
cular-Keystone, Philadelphia. 


| 
_WPLM Names Breen & Ward 
Breen & Ward, New York, has 

been appointed to represent 
WPLM, Plymouth, Mass. The sta- 
tion was formerly handled by 

| Walker Representation Co. 

| 


WPAT Raises Rates 30% 

WPAT. Paterson, N. J., has in- 
creased its advertising rates 30%. 
|The increase is the first since 
1955. 
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Coming 
Conventions 


*Indicates first listing in this column. 

April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fila. 

April 14-16. National 
portation Advertising, 16th annual meet- 
ing, Casa Blanca Inn, Scottsdale, Ariz 

*April 22-24. National Federation of Ad- 
vertising Agencies, annual convention 
Lost Valley Dude Ranch, Bandera, Tex 

April 22-25. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

*April 24-26. American Public Relations 
Assn., 13th annual conference, Warwick 
Hotel, Philadeiphia. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White | 
Sulphur Springs, W. Va. 


Assn. of Trans- 


April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 
April 25-27. Advertising Federation of 


America, Ninth District, 
Sioux City, la 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising In 
stitute sponsored by the Atlantic Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. | 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 

P Arbor 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
Tribune Square. 

May 26-29. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va 

June 5-7. National Sales 
22nd annual international 
congress, Biltmore Hotel, 

June 6-11. National Advertising Agency 
Network, annual management conference, 
Sun Valley, Ida | 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau 
Miami Beach 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York 

June 9-13. Advertising Federation o! 
America, 53rd annual convention, Hote 
Fontainebleau, Miami Beach 

June 10-11. Outdoor Advertising Assn 
of America, 5th painted display confer- | 
ence, Hotel Sherman, Chicago 
- June 16-19. Poster Advertising Assn 

Canada, Sheraton-Brock Hotel, 

Falls, Ont 

June 16-19. Newspaper Advertising Ex- | 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich 

June 19-21. American Marketing Assn 

. national convention, Hote! Statler, Detroit | 
oF June 19-22. Trans-America Advertising 

Agency Network, annual convention, Sar 

Diego, Cal 

June 24-28 


Hotel Mayfair, 


Executives, 
distribution 
Los Angeles. 


of 
Niagara | 


Advertising Assn 
West, 54th annual convention, 
Village, Honolulu 

June 28-30. Northwest Daily Press Assn 
summer meeting, Madden Lodge, Gul 
Lake, Brainerd, Minn 
July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza 
San Francisco 
July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
{ phur Springs, W. Va 


of the | 
Hawaliar 


“Aug. 15-16. Second annual circulatior 
seminar for business papers, Edgewatei 
Beach Hotel, Chicago 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson 
Miss 

Sept. 7-10. Mail Advertising Service | 


Assn. International, 
Washington, D.C. 


Sheraton Park Hotel. | 


r= 


Presenting a 
report? 


WHEN YOU NEED TO BE SPECIFIC 
. AND MUST ILLUSTRATE A POINT. 
( THERE'S NO NEED TO BE PROLIFIC 
AND ORATE AROUND THE JOINT. 
A VISUAL PRESENTATION 
FOR THE JOB YOU HAVE IN MIND 
CAN BE QUICKLY AND EFFECTIVELY 
(AND ECONOMICALLY) DESIGNED! 


PRESENTATION DESIGNERS ocr: 
46 E. 53rd St, N.Y. 22 © EL 5-5590 


| bution, Hotel Statler, 


Sept. 10-13. Direct Mail 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers Assn 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
Boston. 

Oct. 28-31. National Industrial Packag- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 14. Advertising Research Founda- 
tion, 3rd annual conference, Hotel Plaza, 
New York. 


Advertising 


Sterling Hifi Appoints Agency 
Sterling Hi Fidelity Inc., New 

York, importer of high fidelity ra- 

dio and phonograph equipment, 


| has appointed Preiss & Brown, New 


York, to handle its account. Ster- 
ling had no previous agency. 


Felton Chemical to Jamian 
Felton Chemical Co., Brooklyn, 
manufacturer of aromatic oils and 
flavors, has appointed Jamian Ad- 
vertising, New York, to handle its 
account. Carl S. Leeds Co., New 
York, was the previous agency. 


BRANIFF =~ AIRWAYS 


EFFECTIVE—The plane’s shadow 
highlights this bird’s-eye view oj 
a New York scene to promote 
Braniff International Airways. The 
five-color lithographed poster is 
being distributed to travel agents 
and ticket offices. Potts-Wood- 
| bury, Kansas City, is the agency. 


NEW YORK | 
ey ay, 
ee 


NTA Film Sells Out First 
| Series to Four Sponsors 

The NTA Film Network, New 
York, has begun commercial oper- 
ations with its first regular series 
—a weekly 20th Century-Fox fea- 
ture movie—completely sold out. 
Hazel Bishop Inc. (Raymond 
Spector Co.) and Sunbeam Corp. 
(Perrin-Paus Co.) moved in as 
alternate sponsors of one-tenth of 
the pre-1948 movies. Warner- 
Lambert (Lambert & Feasley) 
and Old Gold (Lennen & Newell) 
contracted for nine-tenths of the 
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show some time ago. 

The country’s newest network 
was launched with a two-page 
spread in Life and a page in Look. 
There also was co-op newspaper 
| advertising in the 133 cities where 
NTA has affiliates. Moss Asso- 
ciates handles the company’s ac- 
count. 


Hilton & Riggio Boosts Carayas 

Maria Carayas, cnief time buyer 
of Hilton & Riggio, New York, has 
been appointed director of all me- 
dia buying. 


America’s FOREMOST TOY TRADE publication! 


i) Carries MORE adver- 


. Pioneer t the field! 


| HEADQUARTERS FOR TOY 


Plaything 


tising from MORE 
advertisers than any 
other toy publication 


in the world! 


McCREADY PUBLISHING 
a TU W 2iedie mY 10 


INFORMATION! 


MARKET 


THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


: THIS twin’s sweet tooth - : 
: hankers for 4 
CRYSTAL sugar! .- 


Press! 


sumer 


*Ramsey, Dakota and Washington Counties. Source: May 10, 1956 Sales Man- 
Buying Power. 


, DISPATCH 


Paul Market* 


When Mrs. St. Paul pampers her family with sweets—with 
anything from cakes to candy and pies to preserves 
that’s being spooned into more and more recipes bears the 
name Crystal! 

According to the new 1957 St. Paul Consumer Analysis 
Survey, Crystal's preference rating is UP again . 
one out of every four sugar users now giving it the nod of 
approval. That sweet tooth craving for Crystal wasn’t an acci- 
dent. The hankering was aroused with a potent. week-after- 
week advertising campaign in the St. Paul Dispatch-Pioneer 


Sugar Brand Preference in St. Paul 


BRAND 1957 1956 
EF Se Peers lore 51.4% 50.6% 
ER ons io.weS daa eee eee 24.6 20.3 
a ee era ees 15.1 14.5 


Is YOUR product going over with St. Paul's shoppers 
... or are those shoppers going over your product to reach 
for another? Get your answers from the 1957 St. 


Analysis Survey 


agement Survey o 


REPRESENTATIVES 


A 


NEWSPAPER 


NEER PRESS 


ey 


SAN FRANCISCO 
ST. PAUL 


an all-revealing study of brand 
preferences and buying habits of 486,100 people in the St. 
who spend $596 million a year 
make the Dispatch-Pioneer Press their buying guide. For your 
copy, contact your Ridder-Johns representative or write. using 
your company letterhead, to Consumer Analysis, Dept. B. 


RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 


MINNEAPOLIS 


the sugar 


. with nearly 


Paul Con- 


and who 


LOS ANGELES 
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Britain's Top Ten Advertisers in 1956 


(Figures cover display advertising expenditures in magazines and newspapers. Source: Sta- 
tistical Review of Press Advertising. Expenditures converted to dollars.) 


| Advertiser Products Agency Expenditure | Advertiser Products Agency Expenditure 
| 1 Unilever Ltd. Lambert & Butler Ltd. .......... Cigarets, cigars, tobaccos London Press Exchange 86,097 
, J & E Atkinson Ltd. ..............Beauty, toilet products Lintas $ 96,060 | W. D. & H. O. Wills Ltd. ...... Cigarets, cigars and tobaccos Pritchard, Wood 1,116,034 
Batchelors Peas Ltd. .............. Canned peas Foote, Cone & Belding 317,299 J. Walter Thompson 
Canned beans Mather & Crowther 278,186 | O’Kennedy-Brindle 
‘ Birds Eye (Sales) Ltd. .......... Frozen foods Lintas 335,840 | John Player & Sons Ltd. ........ Cigarets, cigars and tobaccos Erwin, Wasey 1,555,652 
' Crown Perfumery Co. .......... Erasmic shaving soap, toilet Lintas 97,378 John Haddon 
products Leggett, Nicholson 
Crosfields CWG Lid. .............. Breeze toilet soap Colman Prentis & Varley 231,073 Pritchard, Wood 
Crosfield & Sons Ltd. ............ Persil detergent J. Walter Thompson 1,736,218 W. & A. Churchman Ltd. ...... Cigarets, cigars and tobaccos Pritchard, Wood 481,776 
D&W Gibbs Ltd. .......0........ Gibbs toothpaste Foote, Cone & Belding 75,821 Re Ea. (oS TER RR a Lae eee ne a $ 3,464,806 
Gibbs SR toothpaste Young & Rubicam 416,268 ° 
Astral toilet soap Lintas 44,274 4 Shell Mex & B. P. Ltd. Shell Industrial lubricants Mather & Crowther 80,144 
Astral skin cream Lintas 70,260 ° Shell gasoline & lubricants Mather & Crowther 1,389,119 
Sunsilk shampoo Mather & Crowther 215,844 B. P. oil, lubricants & gasoline Colman Prentis & Variey 980,344 
Hudson & Knight Ltd. ............ Omo detergent Lintas 1,295,227 Snowflake antifreeze S. H. Benson Ltd. 18,480 
John Knight Ltd... Knight's Castile soap London Press Exchange 386,274 Combined & institutional Colman Prentis & Varley 85,974 
| Clynol cold wave Lintas 17,052 NE REET ePNT RLS EL Se HEE OO E ak I | $ 2,254,061 
‘ Lever Bros. Ltd. ........-cceesssseees Lifebuoy soap Lintas 368,088 
- a Lux toilet soap J. Walter Thompson 508,634 5 Nestle Co. Ltd. Canned milk and cream C. W. Hobson 682,394 
Lux soap flakes J. Walter Thompson 641,130 Milk chocolate Saward Baker 293,359 
d Quix liquid detergent Lintas 151,886 Nescafe instant coffee Soward Baker 427,424 
st Sunlight household soap Lintas 374,060 Ricory instant coffee Saward Baker 218,784 
Surf detergent Lintas 1,312,500 Milo bedtime drink Dolan, Ducker, Whitcombe 122,710 
Vim cleanser Lintas 375,077 & Stewart 
Joint product advertising Lintas 18,200 Soups, baby food & other 
Levers Cattle Foods Lid. ...... Cattle food S. C. Peacock 39,189 products meee orem teenie 73,519 
Oceon Harvest Lid. ............ Cattle food Lintas 7,966 Combined & institutional Dolan, Ducker, Whitcombe 65,892 
Pepsodent (Sales) Ltd. ......... Duet home permanent Lintas 36,646 | & Stewart 
Harmony color shampoo Lintes 66,508 SUUIUN -sintcs:cldiaenioninniiia-secibadeepsuadalutiaiaaaieissanialaaassndiloe Susanne dheategtneeaeaeaam eeieeeeandstmeiatenae $ 1,884,082 
Mentasol toothpaste J. Walter Thompson 130,875 
ss Pepsodent toothpaste Mather & Crowther 217,708 | 6 Cadbury Bros. Ltd. Chocolate biscuits Pritchard, Wood 633,175 
"i Pepsodent toothbrushes Mather & Crowther 6,586 Chocolate bars London Press Exchange 659,705 
v Pin-up and Rayve home perms J. Walter Thompson 287,440 Bournville cocoa J. Hobson & Partners 95,152 
Twink home permanent J. Walter Thompson 231,097 Drinking chocolate J. Hobson 210,473 
Van den Berghs Ltd. .............. Echo margarine Lintas 347,255 | Bournvita health drink London Press Exchange 295,655 
Stork margarine Lintes 869,809 NOD iinnsscecctianstinenpesaseeenisciin ehdeaTastaadekdbcaiadaladtaaab a viiainiaiatibi scackiibaasantiadicabasseuiledieaiiimesiaiia $ 1,894,160 
Summer County margarine Pritchard, Wood 444,808 
T. Wall & Sons Lid. oo... Well’s ice cream Lintas 458,892 7 British Motor Corp. BMC vehicles S. H. Benson 244,062 
es THE” siscrisssishaicdicphdiadiaiintisecinleniniiein tiiasiinsinensncatiehannieneeninintgiataenidiiatsiatiandnsemediaEianpaeimginitle $12,507,448 (including dealer ads) Austin cars, trucks S. H. Benson 811,460 
i Morris cars, trucks Dorland 656,772 
e 2 Thos. Hedley & Co. Cheer detergent Erwin, Wasey & Co. 155,939 Elliott Advertising 
as, Dreft detergent Erwin, Wasey 192,251 | SEER Renee me ot Le ee EY eR ee UE yee .$ 1,712,294 
Daz detergent Lambe & Robinson 1,113,064 
Fairy soap and soap flakes Lambe & Robinson 338,668 8 Ford Motor Co. Cars, trucks & tractors Rumble, Crowther & 1,404,883 
Fluffo shortening Erwin, Wasey 24,569 (including dealer ods) Nicholas 
Gleem toothpaste Erwin, Wasey 550,127 Pritchard, Wood 
Oxydol detergent Erwin, Wesey 351,579 9 Kellogg Co. of Great Britain All bran cereal, corn flakes, J. Walter Thompson 1,440,458 
Tide detergent Young & Rubicam 1,400,806 Ltd. frosted flakes, Sugor Ricicles, 
TINNED cccccachccevceccoccncoccesnnscsceces sbnsoensessnoocesecsenbenonsebeosscesonescesenctonsese causeesenonoinensedsbousvecononsetnbennsiboneinees $ 4,128,003 bran flakes, Rice Krispies, com- 
bined 
3 Imperial Tobacco Co. Ltd. 
Edwards, Ringer & Bigg ........Tobaccos John Haddon 33,985 10 Esso Petroleum Co. Ltd. Gasoline, lubricants, fuels, McCann-Erickson 1,303,649 
Stephen Mitchell & Son ......Cigarets, tobaccos London Press Exchange 95,472 | insecticides, institutional 
Gee WRB) \Sasciicsicteseisisiicrine Tobaccos John Haddon 95,790 | em TON cccencisenssisitabencs 00s $31,993,844 


On the International Scene... 
British Magazine, Newspaper Ad 
Spending Hit $257,488,000 in ‘56 


7.4% Gain Over ‘55 Is 
Recorded; Unilever Was 
Tops with $12,507,488 


Lonpon, April 9—British news- 
paper and magazine advertising hit 
an alltime high in 1956. 

Latest issue of the quarterly 
Statistical Review of Press Adver- 
tising reports new records were set 
for the year, the final quarter and 
the month of October. 

The Statistical Review, yardstick 
of British press and magazine ad- 
vertising expenditures, recorded a 
total of £91,960,000 ($257,488,000) 
spent in 1956. This represents an 
increase of 7.4% over the £85,600,- 
100 ($231,680,000) recorded in 1955. 


|revenue during the year, with the 
exception of provincial and subur- 
ban weekly newspapers and Lon- 
don evening newspapers. The de- 
cline in these fields was attributed 
to the increased space available in 
national daily and Sunday news- 
papers—which recorded the big- 
gest gains. 


s Advertising in national daily 
newspapers in 1956 was up 20.4% 
on 1955 figures; Sunday newspa- 
pers showed an increase of nearly 
20%. 

Provincial daily newspapers and 
general interest magazines showed 
the smallest increases. Both these 
groups recorded a gain of slightly 
less than 1% on the 1955 totals. 
Technical and trade publications 
® Expenditures on press and mag- | €ach had a gain of slightly over 6% 
azine display advertising during| 0m the 1955 totals. 
the final quarter of 1956 totaled| Display advertising was off 7.2% 
£ 25,424,262 ($71,187,934). This| in provincial and suburban weekly 
was an increase of 17.7% over the |Newspapers and down 3.5% in the 
preceding quarter and 5.6% up on London evening newspapers. 
the final quarter of 1955. 

The total of £9,563,920 ($26,-' = Gains recorded by general mag- 


highest ever recorded for one| might have been greater except for 
month. loss of revenue resulting from a 
Tables compiled by the Statisti-|trade dispute which stopped pub- 
“al Review show that all sections | lication of London-printed period- 


778,976) for October, 1956, was the|azines and business publications | 


»f the press showed increased |icals for a period early in the year.!coholic drinks greatly increased in 


The trend among advertisers 


|away from provincial and subur-| 
| ] 
ban weekly newspapers and the 


London evening newspapers to- 
ward newspapers with national 
mass circulation was also evident 
in the distribution of new money— 


the additional amount spent in 
1956 over 1955. 

Of this new money, national 
daily newspapers took 68.6% 


(compared with 28.9% of the new 
money in 1955); national Sunday 
newspapers took another 28.1%. 


@ The record ad revenue for 1956 
was achieved in the face of the in- 
ternational Suez crisis and the first 
full year of competition from 
commercial television. The Statis- 
tical Review calculated some £12,- 
990,000 ($36,372,000) was spent on 
commercial television advertising 
in 1956. Currently, however, tel- 
evision is estimated to be taking 
advertising at the rate of £2,000,- 
000 ($5,600,000) a month. 
Gasoline and oil advertising de- 
creased sharply following the clos- 
ing of the Suez canal and im- 
position of gasoline rationing in 
Britain. The total for the final 
quarter was £257,509 ($721,025) 
—down almost to a third of that 
in the preceding quarter. Expendi- 
ture in December was only £9,569 
($26,793) compared with £63,330 
($177,324) in December 1955. 


s Other trends emerging from the 
Statistical Review figures: 


e Expenditure on advertising al- 


|cider). Beer and whisky expendi- 


the final quarter of 1956. Most 
notable increases were those for BBDO Adds Nine to Staff 
cider drinks and perry (pear|in San Francisco 

Batten, Barton, Durstine & Os- 
born has expanded its San Fran- 


ae ; . cisco staff with the addition of nine 
e Advertising for radio and televi- | ‘ ; 
t vane and ve persons since the first of this year. 


sion receivers in the last quarter ! 
’ : - : Ben Foster, formerly with Dow 
of 1956 was believed to be a record | ap a iea] Co., and Bruce Eldridge, 


for this quarter. |who previously operated his own 
e Increased expenditure was also|San Francisco agency, have been 
recorded on flour and bread cam- given account responsibilities. 
paigns. Martin Green, formerly with Out- 
door Advertising Inc., New York, 
has joined the media department, 
and Claude Ross, previously ad 
manager of Nieman-Marcus Co., 


ture was also higher. 


® Biggest press advertiser of 1956 
in Britain was Unilever Ltd., 
which, through its many subsidiary 
companies, spent a thumping total | Houston, has joined the promotion 
of £4,460,916 ($12,507,448). This | department. New to the art depart- 
was nearly three times the amount|ment are Jack Bousian, formerly 
spent by the next biggest advertis- | With Brown & Caldwell, engineer- 
er, Thos. Hedley & Sons Ltd., Proc- |ing company, and Ken Webster, 
ter & Gamble subsidiary. e|tormerly with Boland Associates. 
Mary Kenney and John Check- 
K&E Boosts Flanagan; |ley have been transferred from 
Appoints Three VPs BBDO's New York office, and Don 
Kenyon & Eckhardt, New York, Mitchell has moved to San Fran- 
has promoted Fred F. Flanagan, a | “!S°° from the agency’s Buffalo 
vp of the agency, from copy super- ‘office. 
visor to associate copy director. 
K&E also has elected three vps.| Lefton Adds RCA Products 
They are Don O'’Leary§ and Al Paul Lefton Co., Philadelphia, 
J. Clarke Mattimore, account ex-| which recently acquired the new 
ecutives, and Bud Sherak, direc- | components division and the semi- 
tor of research. |eonductor division of Radio Corp. 
In two other appointments, Jo-|of America, has been appointed to 
seph W. Walsh has been named | handle advertising for technical 
premium and contest manager of | products of RCA International di- 
the agency, succeeding Nathan K. | vision, New York. Lefton also han- 
Steen, who was named a merchan- |dles for RCA advertising of defense 
dising executive. Mr. Walsh for-|electronic products, commercial 


merly was secretary to the agen-| electronic products, RCA tube di- 
cy’s marketing and creative plans | vision, RCA Service Co. and RCA 
| Institutes. 


boards. 
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13-Week Matchless 
Gas Range Drive in 
Philadelphia Begins 


PHILADELPHIA, April 9—The 
Philadelphia Gas Works and man- 
ufacturers of matchless gas ranges 


are spending more than $75,000 in | stores will get free packages of 


a 13-week campaign beginning this 
month to promote the 11th consec- 
utive matchless gas range drive. 

Theme of the campaign, which 
will run in the three Philadelphia 
dailies and a number of weeklies, 
will be “The burner that thinks.” 

Some 250 area dealers have 
agreed to cooperate in the promo- 
tion, and another 500 dealers will 
participate in some portions of it. 

The drive will be inaugurated 
witb three four-color pages in the 
dailies. These will be followed up 
with a total of 50 additional small- 
er insertions in the course of the 
campaign. 

A total of eight gas range brands 
will be featured this year, each in 
direct proportion to the amount of 
ad money the manufacturer spends 
in this market during the 13-week 
period. 

Dealers also will get 25% coop- 


erative money toward their own 
community paper advertising, and 
the distributor will get 50%. 


s A contest is included in the pro- 
motion, with dealers who allow 
Philadelphia Gas Works to dress 
their windows professionally get- 
ting $5. Consumers visiting these 


seeds during the promotion. 

The dealer or salesman who 
gives a shopper a range demon- 
stration aiso receives a $5 bonus 
immediately. If an order follows, 
that dealer or salesman is eligible 
to win $50. The regular $6 sales 
bonus per range sold will be con- 
tinued. 

Arndt, Preston, Chapin, Lamb 
& Keen is the agency. © 


Bill Bros. Names Two 
Bill Bros. Publishing Corp., New 
York, has appointed John C. Ward 


| publisher of Floor Covering Profits 


and J. Wilfrid Megargee publisher 
of Grocer-Graphic and Yankee 
Grocer. Mr. Ward formerly was 
business manager of Floor Cover- 
ing Profits, and Mr. Megargee 
formerly was business manager of 
the two grocer publications. 


DEMONSTRATOR — 
Pretty Clara Val- 
laire, an AC em- 
ploye, shows off a 
new “Sludgie” 
display for AC 
Spark Plug divi- 
sion of General 
Motors Corp. The 
display is being 
supplied to re- 
tailers of AC oil 
filters as part of a 
spring campaign. 
One pup is de- 
signed to hold a 
can of the retail- 
er’s own brand of 
premium oil. 


"Variety Store’ Names Two 
Variety Store Merchandiser has 
promoted Edward J. Bodnar from 
its Chicago staff to its New York 
headquarters to direct the Manhat- 
tan, western Pennsylvania, Ohio 


and West Virginia territory. He 
will be succeeded as midwestern 
advertising representative by Rex 
Sanders Gay Jr., formerly with 
Street & Smith Publications, Mc- 
Call Corp. and Vance Publications. 


Simca Appoints Wexton 

Simca Auto Sales Inc., New 
York, distributor of the French- 
made Simca automobiles, has ap- 
pointed Wexton Co. to handle its 
advertising. The company had no 
previous agency. 


Wesley Agency Named 

Stations WHTN and WHTN-TV, 
Huntington, W. Va., have named 
Wesley Associates, New York, to 
handle advertising and promotion. 
The account was formerly with 
W. D. Lyon Co., Cedar Rapids, Ia. 


the § 
EFRULE 
isual 


COPY-CASTER 


Discover for yourself how much foster, easier ond 
more occurotely you can copyfit all type jobs with 
this new, completely revised Hobervle. Tens of 
thousands of artists, od-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lors in costly resetting with this nationally famous 
copy-caster. Why don't you? At your artist supply 
store or direct. Complete with gouge, only $7.50 


THE HABERULE CO. 
BOX AG-245 + WILTON, CONN. 


Copyfitting 
got you down? Get 
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Agency Names Lewis Treasurer 

Norman Lewis, formerly assis- 
tant secretary, has been named 
treasurer of Geare-Marston, Phil- 
adelphia division of Ruthrauff & 


Burnett Names Alstad 

Leo Burnett Co., Chicago, has 
appointed Ken Alstad a copy- 
writer. For the past two years, Mr. 
Alstad has been group head of 
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| what he needs, wants and will buy 
—and where and how much he will 
buy and how much he will pay. 
This is the egg that comes first, 
not after the fully feathered prod- 


Marsteller’s Christian Outlines 7 


Ryan. He succeeds Elizabeth A. 
Heath, who has retired. 


agricultural accounts at Klau-Van 
Pietersom-Dunlap, Milwaukee. 


Steps in ‘Orderly Marketing Process’ 


nor is it a mystery,” he asserted. 
Sheared of the confusing mass of 
verbiage surrounding it, he said, 
“marketing is simply finding out 
what the customer wants and then 
Cuicaco, April 9—“Too many | Selling it to him—at a profit.” 
|marketing practitioners talk not| Exemplary of this marketing 
like business men but like witch|theory in practice, Mr. Christian 
doctors,” with their long, obscure, |S@d, is the operation of Koppers 
|confusing and stuffy diatribes|C®. an account of the Marsteller 
about marketing, according to|#8ency. The company’s two basic 
| Richard C. Christian, exec vp of | Marketing principles, he said, are: 
Rickard, Gebhardt &| ()) What the customer considers 
value is decisive, and (2) this 
He told the first annual all-day |™USt be supplied by the compre- 
|Mid-America Industrial Advertis- | hensive, orderly integration process 
ing & Marketing Conference here | ©lled marketing. 
yesterday that the practical signi-| 


Industrial Marketers | 
Hear Speakers at First | 
Mid-America Conference 


Marsteller, 
| Reed. 


uct of the factory,” Mr. Christian 
said. 

General management objectives 
and business plans—This involves 
figuring satisfactory returns on in- 
|vestments, determining business 
|growth opportunities, planning 
production consistent with plant 
facilities, determining likely share 
of market and volume needed, es- 
tablishing distribution channels, 
organizing company personnel to 
|the task and formulating policies 
land business operations methods. 
Product planning—Deciding 
what the company will offer the 
| consumer, when, at what price, and 
appealing to what buyer motives. 

Market planning—Figuring out 
competitive obstacles, the compa- 


. Advertising Age 


ficance of marketing theory “is too|" He then described these seven |ny’s relative market position, prod- 


often buried beneath a cumbersome 
burden of bafflegab and gobble- 


* More than 

* A THIRD OF A MILLION 

e Media-Marketer contacts from 10TH 
¢ market data requests through ANNUAL 
z these annual issues— 

e HOT SALES SPOT 

« FOR 

eo = =§=6DATA ISSUE 


steps through which the theory is|/uct features and their adequacy, 
put into effect at Koppers: 


| degook. Market research—“To determine 
| “Marketing is neither a miracle|} who and where the customer is, 


ae 
eh aa ot 


Coast market. 


Represented nationally by 


With a mop and a broom? Certainly not... 


PACIFIC COAST RADIO } 


fret 4 a 


awa 


but the 45-station Don Lee Network—the only 
radio network specifically designed for the job— 
will give you a clean sweep of the entire Pacific 
Coast. No matter what other media you use, Don 
Lee (and only Don Lee) will give you the broad 
base you need for complete coverage of the Pacific 


To clean up in the 
West's two largest, most 
concentrated markets, Don Lee 
recommends its network key 

Stations, KHJ and KFRC 


H-R Representatives, Inc. 


production, delivery and service, 
| sales organization and distribution. 
| Programming—The development 
of the sales program, advertising 
jand sales promotion programs, 
| public relations programs and per- 
|sonnel development and training 
programs. 

Integrated marketing program— 
The coordination of sales, adver- 
tising, pr and personnel programs 
linto a single plan of execution for 
management control. 
| Field sales action—This is the 
execution of the marketing pro- 
gram in terms of sales action, by 
jman, by territory, by customer, to 
produce maximum effort on the 
right product at the right time and 
| in the right place. 


® In another conference talk, S. R. 
Bernstein, editor of ADVERTISING 
|Ace, said that selling company 
management on the growing im- 
portance of marketing is the big- 
| gest and most important challenge 
facing industrial marketers today. 

The production man is the real 
kingpin in the industrial field at 
the present, he said. But there 
seems to be a _ general feeling 
|among management people, he as- 
serted, that marketing is just an 
operation that’s “nice to have 
|around” but not really very neces- 
sary if production is kept up. 
| Industrial businesses have lagged 
|far behind consumer companies in 
realizing that the nation has gen- 
jerally switched from a production 
economy to a consumption econo- 
my, Mr. Bernstein said. In this new 
situation it’s the marketer (the 
salesman and the advertising man) 
who is the top dog—and the pro- 
duction that’s most important is 
the production of orders. 

There will always be, of course, 
a big difference between the con- 
sumer market and the industrial 
market, he acknowledged, but the 
industrial adman’s biggest job is to 
sell the importance of the market- 
ing function in relation to indus- 
trial goods to other people in his 
company “from the top manage- 
ment on down the line.” 


|}@ Some predictions about future 
jadmen were presented to the con- 
|ference, meanwhile, by Harold 
| Hoffman, assistant director of ad- 
| vertising, U.S. Steel Corp. 

Admen, particularly industrial 
admen, he said, must develop a 
|more thorough understanding of 
| where the advertising job stands in 
the new understanding of market- 
ing. 

Future admen, Mr. Hoffman pre- 
dicted, will differ from contempo- 
rary ones in three important ways. 
First, he said, they will have a 
broadened outlook about the func- 
tion of advertising in the market- 
ing master plan. Second, they will 
have narrower objectives for their 
advertising and have more realis- 
tic understanding of what can be 
accomplished from specific limited 
ad campaigns. 

A third difference, Mr. Hoffman 
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Advertising Age, April 15, 1957 


continued, is that future admen 
will be much more adept at stretch- 
ing advertising dollars, via com- 
bined advertising, aiming for dis- 
counts or by whatever device they 
can come upon. Future manage- 
ment is going to be expecting much 
more out of its factory and sales 
investments, he warned, and they 
will be justified in expecting great- 
er returns from their advertising 
dollars too. 


® Luncheon speaker at the confer- 
ence was James E. Day, president 
of the Midwest Stock Exchange, 
who gave some pointed advice to 
companies trying to sell stock with 
the aid of advertising. 

More and more corporations are 
coming to realize, he said, that the 
job of reaching present and future 
investors is a job of educating. 
Advertising and pr are the major 
tools for this task, he said, but too 
often advertising and pr people are 
brought into the security sales pro- 
motion picture only after it’s all 
been worked out in deep, dark se- 
crecy. 

Advertising and pr people should 
be in on the effort from its very 
inception, Mr. Day asserted. One 
reason for this, he said, is that any 


effort to sell securities should be 


preceded by a whole year of regu- 
lar advertising aimed at familiariz- 
ing potential buyers and the all- 
important customers’ men with the 
existence of the company and with 
its dividend policy. 

Many corporation officials er- 
roneously think, he pointed out, 
that most investors know all about 
their company. Likely as not they 
don’t, he said. 

These ads to set the scene for 
security selling should emphasize 
above all the dividends, their fre- 
quency and consistency, Mr. Day 
said. A second objective is to em- 
phasize growth. Investors mostly 
have the planter’s motive in buy- 
ing, he noted; they want to plant 
something that will steadily grow 
and steadily offer dividends. 


s Mr. Day had some particular 
thoughts about company promo- 
tional brochures and annual re- 
ports and their relationship to sell- 
ing securities. A major mistake 
many companies make, he charged, | 
is spending too much money -~ 
brochures. There's no questioning, 
he said, that a major objective of | 
these brochures is to impress in- 
vestors with the company’s 
strength and solidity. 

More often than pr people might 
think, Mr. Day said, investors are 
impressed with the possibility that 
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nual reports, beautiful as they are, | 
are not sufficiently factual, not 
very readable and in many cases 
not understandable. 

| He cited standard annual reports 
|phraseology and jargon to illus-, 
trate how uninformative some of! 
them are: “ ‘1256 has been a highly | 
significant year in the company’s 
experience, one which has seen 
gross sales increasing in step with 
a broadening market with gains 
reflected in net profits and divi- 
dends.’ 

“All this sort of thing means to 
the investor,” Mr. Day said, “is 
‘Well, we're still in business but 
| GEORGE A. MAGNUSON has joined | not much better off relatively than 
| Wherry, Baker & Tilden, Chicago,| we were last year’.” 
as director of research. He for-| 
merly was director of research of | 

A. C. Nielsen Co. 


| 


s No amount of propaganda, ad- 
vertising or flowery prose will ever 
|conceal the dividend policy of a 
|company, Mr. Day warned. Before 
company money is being wasted by | any sort of promotion of securities 
unduly lavish reports and bro-|is attempted, he advised, the divi-| 
chures. |dend policy has got to be a fair one. 
Worse than this, however, Mr. | Promotion should emphasize that 
Day continued, is that many an-| point more than anything else. 


j;owner of 


Southwest 4A‘s Elects Mithoft 

The Southwest Council of the 
American Assn. of Advertising 
Agencies has elected Warren T. 
Mithoff, partner in Mithoff Adver- 
tising, E] Paso, Tex., as chairman. 
He succeeds A. S. Black, president 
of A. S. Black & Co., Houston. Both 
men have been reelected governors. 
Morris Hite, president of Tracy- 
Locke Co., Dallas, has been elected 
vice-chairman, and David G. 
Ritchie, owner of Ritchie Adver- 
tising Agency, Houston, secretary- 
treasurer. Morelle K. Ratcliffe Sr., 
Ratcliffe Advertising 
Agency, Dallas, and Mr. Hite have 
been elected governors. 


Goodwin-Dannenbaum Elects 
Goodwin-Dannenbaum Adver- 
tising, Houston, has incorporated 
as Goodwin-Dannenbaum. Officers 
elected are John Paul Goodwin, 
chairman of the board; Henry J. 
Dannenbaum, president; Anna 
Jane Armsby, vp, and Ann Hutch- 
eson, secretary-treasurer. Durell 
Carothers, president of Allright 
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Inc., is a member of the board 
along with Mr. Goodwin and Mr. 
Dannenbaum. 


NOVEL - EFFECTIVE 
PSYCHOLOGICAL STUNT 


For Chicago Area 
> = 


Emphasize 
VALUE or 
IMPORTANCE 
OF Message, 
Report, 
Presentation, 


Sample. 
Trial Offer. 


- 


DELIVER IT BY ARMORED TRUCK 
AND ARMED GUARDS! 
Command attention of business head 
or proper official, and entire office 
by this unusual, sensational delivery. 
Impress value, importance, urgency, 
and your sincere desire to sell or 

serve prospect. 

Our armored trucks and/or guards 
are available on certain days and at 
certain times for INDIVIDUALIZED 
GUARDED DELIVERY. 

THILLENS CHECASHERS 


Phone SH 3-5140 2351 W. Devon 
91 Chicago 45, Il. 


But... Bafimoae Has 


Changed! 


Are you taking aim on the Balti- 
more market? 
your sights .. . because the target 
has changed. 


True... the Old Shot Tower still 
stands, but it’s just a symbol. In 
fact, today at its base there’s a 
gasoline station. 


But just a few blocks away you'll 
find another “tower” ...a modern 
tower ... the new Commercial 
Credit Building. 


Be wise! Check 


quraail 
quapeneneneeg 
suuevanuneel ' 
oOT TTT Ee 


Read by many 
of the men who 
set our defense 
policies and 
administer the 
$38,000,000 ,000 
military budget 


Write or phone our mearest office 
for sample copies. rates and 
market information 


“Top Reading For Top Military People” 
ARMY* NAVY*AIR FORCE 


REGISTER 


AFFILIATED WITH 


ARMY TIMES PUBL. CO. 


2020 M ST. N.W., WASHINGTON 6 D.C 


THE AMERICAN WEEKEND + THE MILITARY MARKET 
THE ARMY-NAVY-AIR FORCE REGISTER 


Today over half of Baltimore’s fami- 
lies read the News-Post . . . a most im- 
portant fact ...a fact confirmed by 
ABC figures. Baltimore Has Changed! 
So when you’re taking aim on the 
Baltimore Market, be wise. Change 
your sights, if you haven’t already 
done so. Change to the Baltimore 
News-Post. 


News-Post 


and 


American — 


First in the Heart of Maryland 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, INC.— OFFICES IN 15 PRINCIPAL CITIES 


The Old Shot Tower, 
where shot was made 
by dropping molten 
lead into vats of water. 


Ss qauanis 
Yes ... Baltimore Has Changed. |g suttttt 
New buildings, new shopping cen- 
The new Commercial 
ters, new beltways, new people, Credit Building most 
° ° . recent indication of 
| new buying habits. New reading Baltimore's growth and 
habits, too! change. 


To Sell The New Baltimore, Use the Paper 
More Than Half The New Baltimore Reads! 
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Quarton Succeeds 
Shatto as Head of 
NARTB Code Board 


WaAsHINGTON, April 9—Resigna- 
tion of G. Richard Shafto, presi- 
dent, WIS-TV, Columbia, 


S.C., 


of WMT-TV, Cedar Rapids, who 
has been vp of the code board. 
Donald H. McGannon, president, 
Westinghouse Broadcasting Co., 
has been appointed to fill the va- 


}cancy on the board created by Mr. 


Shafto’s resignation. 


s Mr. Shafton, who had been on 


from the chairmanship of the tele- | the code review board three years, 
vision code review board of the|including two years as chairman, 


National Assn. of Radio & Televi- | said the pressure of business obli-| 
sion Broadcasters was announced | gat 


last week. 
His successor will be William B. 
Quarton, vp and general manager 


to devote additional attention to 
his own firm, Broadcasting Co. of 


| the South. * 


Fike Buys Newspaper Chain 
Edward L. Fike, editor of the 
Telegram, Rocky Mount, N.C., for 
the past four and a half years, has 
purchased the Byerly newspaper 
chain, which publishes two Mon- 
tana dailies, the Lewistown News 
and the Glendive Ranger, and a 
Montana weekly, the Argus- 
Farmer. Mr. Fike will be editor and 
publisher of the Lewistown News, 


ions made it necessary for him|and his brother-in-law, Robert 


Pittman, formerly with the Rich- 
mond Times-Dispatch, will be ed- 
itor and publisher of the Ranger. 


THE INQUIRING ADVERTISER: 


“| Have A 
Sales Problem” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


Question: I am a sales manager with a sales prob- 
lem in the Mid-South. As a southerner can you 
suggest some solution that I could be missing? 


Mr. Pepper: There is definitely a solution you may be 
missing. As a southerner, I know from actual facts that 
there are advantages available in this area that are not 
in other sections of the country. 


Mr. Ferguson: This fact alone is worth cash to find out 
—that the Memphis trading area is 40 percent Negro. 


Mr. Pepper: Suppose you could sell that 
40 percent as a unit? 


Mr. Ferguson: You can. Right in this 

area are nearly one-tenth of ail the 

Negroes in the United States. The larg- 

est Negro market in the whole world. 
And vuelivered as a unit, by the one medium they 
know and respond to, WDIA. 


Mr. Pepper: WDIA was the first Negro 
radio station ever to be built in this 
section of country. That means, it has a 
— loyalty appeal. In their own 
anguage—it sells these people and it 
sells them with the only 50,000-watt 
transmitter in this area. 


sus a 


Mr. Ferguson: But there’s something just as important 
for you to know about this market, which you aren’t 
likely to find out from marketing surveys. And that’s 
the fact that this 40 percent of the people spends 80 


percent of its money. It’s a proven fact. They made 
$616,294,100 last year. And they will spend—on the aver- 
age—80 percent of it on consumer goods. 


Mr. Pepper: What's more, they buy quality. too. We 
have success story after success story, rol up by 
advertisers like Swansdown Cake Mixes, and Kools, 
and Carnation, and Fitch Shampoo. Ali of them based 
on that wonderful, fabulous true story, of a market 

found nowhere else in the world, and a 
oA medium tailored to suit it. 


Mr. Ferguson: That 40 percent of Mem- 

phis actually buys far beyond what you’d 

expect. That 40 percent buys 52.9 percent 

of the women’s hosiery sold here. They 
buy 55.7 percent of the salt. They buy 63.8 percent of 
the flour. 


Mr. Ferguson: And you can tap this market for your 
own product, through WDIA. In fact, there is no other 
medium of any kind that comes anywhere near the 
coverage—much less the acceptance—of WDIA. 


Mr. Pepper: For that’s the big factor in WDIA’s own 
success story. WDIA is the first radio station ever to 
broadcast for Negroes only. It’s their station. It gives 
them your sales message in their language. And they’re 
loyal to it. 


Mr. Ferguson: What you can get in on here is a special 
appeal, to a special mass group, through a special 
medium. These are the 80 percent spenders that make 
up almost half the population. And they're delivered 
to you as a unit. 


Mr. Pepper: So drop us a note, give us an idea of what 
your line is, and see what we can give you by way of 
proof. I'll personally guarantee you—no matter what 
your field is, and your product is, we've 
got facts and figures and case histories 
t will make you sit up and take notice. 

Write us today. 


Mr. Ferguson: We'll look forward to hear- 
ing from you. 


WDIA is. represented nationally by John E. Pearson 
Company. 
Commercial Manager, Harold F. Walker 


GLAMORIZED—E. R. Squibb & Sons goes to pink and blue-purple, in- 
stead of beige and brown, to dress up its Lanolor skin cream—a 
product which has been on the market for years under the less dra- 
matic name of toilet lanolin. Shown here are before-and-after pic- 
tures. Alan Berni & Associates, New York, did the redesigning. 


By James O. Dunaway 
(Mr. Dunaway is a copywriter for 
Leo Burnett Co., Chicago. He is 
presently on a year’s leave of ab- 
sence and is touring the world.) 


BANGKOK, April 9—“Twice as 
much for a tical, too—Pepsi Cola is 
the drink for you!” might well be 
the theme song of advertising in 
Thailand today. 

For, as one of the few Asian na- 
tions with a government friendly 
to the U.S., Thailand is currently 
subject to a considerable amount 
of American influence. The head- 
quarters of SEATO, the U.S.-spon- 
sored Southeast Asia Treaty Or- 
ganization, is located here. 
JUSMAG, the Joint U.S. Military 
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E. R. VOGENEY 


Graduating with a B. S. degree in 
economics from lowa State College in 
1952, Mr. Vogeney entered North- 
western University, where he earned 
his master’s degree in business admin- 
istration. He joined the sales depart- 
ment of Hanna Engineering Works in 
1953. Mr. Vogeney now prepares cata- 
logs, direct mail and promotion pieces. 
In addition, he assists in selecting ad- 
vertising media, based on analyses of 
potential markets for the company’s 
products. 


is 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


“Not even the phone book gets as much use 
as our MARKET DATA BOOK...” 
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says E. R. VOGENEY 
Assistant Advertising Manager 


Hanna Engineering Works 
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“It is true that the Industrial Marketing Directory is a reference book, but 
more than that, it is a tool. Like any good tool it is used daily. We put our 
Market Data Book to maximum use in the fall when we plan our flexible 
advertising and sales promotion budget for the following year. Trends 
and developments are important to us because an industry that is ex- 
panding is a good prospect for our products. The Industrial Marketing 
Directory has a concise summary of the important facts of each market. 
After facts, figures, judgment and experience have been combined, we 
determine what markets warrant our advertising investment.” 


ket research management, 


sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 


your sales facts before the 


kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. 


\\of INDUSTRIAL MARKETING 


\ 
400 LEXINGTON AVENUE 


- NEW YORK 17, NEW YORK 


East Is Market and West Is Goods 
And the Twain Meet—in Thailand 


| Aid Group, is helping train and 
| strengthen 


the Siamese army, 
navy, and air force. English is 
now a compulsory second language 
in the public schools, and a large 
number of adult classes all over 
the country are being taught 
“American” by USIS-sponsored 
schools. 

With all this Americanization 
have come a host of American 
products, plus a_ sprinkling of 
brands from Britain and Europe as 
well. 

Currently, six Bangkok agencies 
are encouraging Thais to spend 
their money on Coca-Cola, Pepsi- 
Cola, Bireley’s fruit drinks, Nestle’s 
chocolates, Sheaffer pens, Philips 
radios and shavers, Hoover vac- 
uum cleaners and other appliances, 
Caltex, Mobilgas and Shell oil 
products, and a bevy of soaps and 
toiletries turned out by Procter & 
Gamble, Lever Bros., and Colgate- 
Palmolive. 


s Of the agencies here, the largest 
is a branch of Grant Advertising’s 
far-flung network, established less 
than two years ago by George 
Griffin, a Grant veteran, who is 
still in charge. A second is the local 
office of Cathay Advertising, which 
has headquarters in Hong Kong 
and another branch in Singapore. 

The other four agencies are 
strictly local. More than 90% of 
copy is in the Thai language, with 
Chinese and English making up the 
remainder. As you might expect, 
English especially dominates local 
travel advertising, carried on 
mainly by the big airlines. 

The advertising agency is a rela- 
tively new idea to Thailand, and 
media haven’t gotten around yet to 
giving commissions—so agencies 
earn their “commissions” by tack- 
ing on 17.65% to the amount billed 
by the media, just as most Ameri- 
can agencies do with art and col- 
lateral work. 

Media constitute the agency 
man’s biggest problem. There is no 
auditing system for circulation, and 
it’s impossible to keep track of the 
scores of newspapers and maga- 
zines which spring up, and, after a 
few months of publication, expire 
with a bankrupt sigh. 


s There are 24 radio stations, 23 of 
them owned by various govern- 
ment departments, the other by the 
Thai TV Co. In the past two years, 
pushed by the agencies, the radio 
stations have accepted commer- 
cials, usually in the form of jingles, 
or jingles combined with spoken 
copy. Every movie theater shows 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS | both advertising slides and short 


“filmlet” commercials. 
In Bangkok and other cities, 
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sound trucks weave through the 
crowded streets blaring messages 
for detergents, toothpastes and soft 
drinks. Outdoor signs of all sizes 
and shapes are quite common, and 
their use would be even more 
widespread were it not for a rather 
stiff tax on posters and boards. 
At a guess, radio would seem to 
be the coming medium. Radio own- 
ership, although by no means uni- 
versal, is growing. And radio com- 
mercials overcome the illiteracy 
problem always present when ad- 
vertising to Asians. The Thais like 
American music (the King sat in 
at a private jam session when Ben- 
ny Goodman’s orchestra visited 
here recently), and they respond to 
American-style advertising jingles. 


® Then there is television. The 
Thai TV Co. has been broadcasting 
four days a week from 6:30 to 
11:00 p.m. since June 24, 1955. Al- 
though the company is considered 
a “private” corporation, its shares 
are held by various government 
departments, and the station has 
had heavy government subsidies 
so far. 

I visited the modern air-condi- 
tioned building which houses the 
studios and transmitter of Station 
HSI-TV, and watched a live drama 
being telecast. The producer was a 
young Thai named Pichai Vasna- 
song, just returned from six months 
of training at KYW-TV, Cleveland. 

After the program, Pichai out- 
lined the station’s programming 
policy—hailf public service, half 
commercial. Locally produced pro- 
grams of drama, variety, news, 
and special events form a majority 
of the programs. In addition, the 
station uses films offered by such 
agencies as the U.S. Information 
Service on sustaining time. Only 
two half-hour film series are cur- 
rently in use: “Rin Tin Tin,” spon- 
sored by Pepsi-Cola, and “Big 
Town,” presented by Lever Bros.’ 
Omo detergent. 


® A sponsor can buy one-minute 
spots, either for his own films or 
slides or a straight studio announc- 
er pitch. Or he can take a half- 
hour show, which entitles him to 
3-5 minutes of commercial time. 
At present, Thai tv claims 8,000- 
plus sets in use within reach of its 
10,000-watt RCA transmitter, and 
plans are under way to change over 
to daily telecasting when sets reach 
the 10,000-mark later this year. | 
The station, according to officials, 
is expected to be self-supporting 
within the next two years. 


NOT ONE 


BREWERS 
Siac 


ae 14) om oe 


TRAVELING ADS—Pabst Brewing Co.’s newest ad venture takes to the 

roads via 1,100 highway trailers. The contract (approximately $1,- 

000,000) with National Trailer Pool Advertising went into effect 

April 1 with the first instalment of 600 trucks bearing the baked 

enamel signs; the remainder are scheduled to hit the highways 
about May 1. 


Tucker Joins Western Dailies joined the Los Angeles staff of 
William W. Tucker, formerly | Western Dailies, newspaper rep- 
with the Los Angeles Times, has | resentative. 


Madsen Leaves RAB for 
Exec Post at ‘Sponsor’ 

Arch L. Madsen has resigned as 
director of station service and 
membership of the Radio Adver- 
tising Bureau to become general 
manager of Sponsor, New York. 
Bernard Platt, now vp and gen- 
eral manager of the magazine, 
moves up to assistant publisher. 
Mr. Madsen’s former duties at 
RAB will be divided between 
James H. Shoemaker, manager of 
membership, and John T. Curry, 
manager of station service. 


Lee Ramsdell Adds Block 
Ethical; Moves Office 

Block Drug Co., Jersey City, has 
appointed Lee Ramsdell & Co., 
Philadelphia, to handle all its eth- 
ical advertising and promotion, ef- 
fective May 1. Ramsdell has been 
|handling ethical advertising for 
|Block’s Amm-i-dent and Pycope 
for the past two years. 

Lee Ramsdell has moved into 
larger offices in the Architect’s 
| Bldg. 


ERE ean oe 


How To Hold 
An Open House 


How can your company get the most 
value from an open house? What are 
the pitfalls to avoid? 

In the April issue of ADVERTIS- 
ING REQUIREMENTS an expert on 
open houses takes you by the hand 
and shows you what to do and what 
not to do. 

The story is typical of the step-by- 
step, highly - informative articles 
you'll find in every issue of AR on 
every phase of a 
tion, promotion and merchandising 

Worth a trial? You bet! $3 does it 
for a year (12 issues). Just clip this 
ad and mail today. Guaranteed to 
please you—or your money back. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 


MEET THE MAN 
BEHIND THE AD CAMPAIGN 


THAT DID EVERYTHING 


sut SELL! 


Now walt a minute—don't get the wrong idea. it cou/d have been a 
great campaign. Plenty of hard-seliing headlines that pounded home 
the theme...copy that told the story In fascinating fashion...layout 
and illustrations art directors dream about...media selection in the 
right space, and at the right time. 


So nothing happened! How come? 


The pay-off at the counter was missing. No Merchandising at the 
Point-of-Sale. 


Separa e Newspapers 


COVER THE 


tibihes Southwest 


Our business is Merchandising at the Point-of-Sale. We've had 
more than SO years’ experience in this one vital field of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.We can dothe same for you! 


Contact our nation-wide organization today. We'll show you how 
your hard-selling ideas can be developed into practical point-of-sale 
merchandising programs that create traffic — that se// more merchan- 
dise for you. 


Merchahdis fisting at the POINT-OF-SALE 


@ Lithographed dispiays for ind use *Ani 


Oue 


e+e BUYS BOTH! 
Che £1 fase Cimes 


AN INDEPENDENT NEWSP, 
MOMENS 00@ SRGAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


ted Displays 
* Cloth and Kanvet Fiber Banners and Pennants « Mystik* Seif-Stik Dispiays 
* Mystik* Can and Bottie Holders * Mystik® Self-Stik Labeis *¢Squee-zeil* 


OVER 92,000 DAILY 


*® Econo Truck Signs * Booklets and Folders *Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 
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Information for Advertisers 


“How to Work with the Indus- 
trial Designer” 
brochure issued as a service to 
manufacturers and advertising 
agencies. Published by Leotta & 
Parcher, industrial designer, the 
brochure gives eight suggestions 
which will enable manufacturers 
to make better use of outside prod- 
uct design services or use outside 
designers to cooperate with their 
own design department. Copies 
may be obtained by 
Harry H. Foster, 
promotion, Leotta & Parcher, 303 
Harry St., Conshohocken, Pa. 


pleted a nationwide survey of 2,000 
leading office equipment dealers 


which reports on size, volume and | 
some aspects of their sales tech- | 


niques, and which lists brands of 


is the title of a new | 


writing to} 
director of design | 


, the following equipment handled: 
Typewriters, calculators, adding 
machines, duplicators, cash regis- 
ters, photocopiers, check protec- 
tors, dictating machines, safes, ad- 
dressing machines, desks, pencils, 
chairs, filing cabinets, shelving, 
carbon paper, office stationery and 
typewriter ribbons. A copy of the 
30-page report is available on re- 
quest from Herman C. Sturm, di- 


| rector of advertising, Nation’s Bus- 
iness, 711 Third Ave. New 
York 17. 


le Growth in Southern California 


lished in the Examiner’s “Sales 
Operating Control of 1947.” The 
booklet features two large color 


maps of Southern California and 


lthe Los Angeles primary area. 


These maps were designed partic- 
ularly for sales executives and ad- 
vertisers. Copies are available to 
sales executives and advertisers 
through Hearst Advertising Serv- 
ice. 


e A copy of Study #4 in Puck— 
The Comic Weekly’s continuing 
study of Sunday newspaper section 
readership is now available. Study 
+4 covers Detroit. Three previous 
studies (covering San Francisco, 
Baltimore and St. Louis) were in- 
corporated in a comprehensive 
booklet, “Basic Patterns of Sunday 
Newspaper Readership.”’ Copies of 


is the keynote in a brochure re-|this booklet are still available at 
e Nation’s Business has just com-| cently published by the Los An-|this time. Subsequent studies on 


geles Examiner entitled 


“Sales | Washington and San Antonio are 


Operating in the Southern Cali- | forthcoming in the next few weeks. 


| 
' 


from New York 


 & 
FAST! Ask your secretory 


its woy in minutes 


Its so easy to Wire Flowers 


to 
your F.T.D. Florist. Order 


fornia Market.” The supplement | Requests should be addressed to 
brings up to date economic and re- | Puck—The Comic Weekly, 63 
tail outlet information first pub- | Vesey St., New York 7. 

= 

f., * 


he’s sold on flowers-by-wire 


to 96 cities in Europe, 


. yet gracious.” 


WORLD-WIDE SERVICE! 
F.T NTERFLORA 


Jeliver if 


$s or members 


o motter of hours 


there’ 


Appreciated In Business — 
The World Over 


D. LeRoy du Vivier, General Manager for North America 
for Sabena Belgian World Airlines, tells why 


“We operate an international business, and flowers speak an international 
language. Sabena is one of the world’s most experienced airlines, flying 
Africa, and the Middle East in 
luxurious, four-engined DC-7C equipment. Naturally we 
have many friends and business associates all over the 
world and we have found that wiring flowers through 

F.T.D. and Interflora is the best and most convenient 

way to send the gift that’s business-like 


20,000 GUARANTEED DELIVERY! No 
worries about your gift * 


‘getting 
Delivery is fully assured. 


Biorists’ Telegraph Belivery Association 
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Nielsen Radio 
Two Weeks Ending March 9, 1957 


Copyright by A.C. Nielsen Co. 
Nielsen Total Audience* 


Current 


Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (572) 


1 People Are Funny (Participating, NBC) 


2 Gunsmoke (Liggett & Myers, Sun., CBS) 

3 Dragnet (Chesterfield, NBC) ..............000. 

4 Great Gildersleeve (Participating, NBC) 

5 SD Or ION TS TD iss coconecccossevsnocsuaiunisenecesemdeuseclouenscssoncovs 

) SRROT Chen FIED Bilin FED sircsecncccccsesescseceesesin essenesecscees 

7 Monitor-News (Sat., 7 p.m., NBC) 

8 Telephone Hour (Bell Telephone, NBC) 

9 Treasury Agent (Participating, MBS) 

10 On the Line with Considine (Mutual of Omaha, NBC) oo.....0.0..ccccccccececees 668 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (716) 


1 Lowell Thomas (Delco Batteries, CBS) 


2 News of the World (Miles Labs., NBC) 
3 One Man's Family (Participating, NBC) ......... 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
1 Ma Perkins (Scott, second half, Tues. & Wed., first week, CBS) ............... 1,717 
2 Our Gal Sunday (Colgate, 12:55 p.m., Fri., second week, CBS) ................ 1,670 
3 Young Dr. Malone (Scott, first half, Thurs. & Fri., CBS) .........cccccccccccccceeeenenee 
4 Young Dr. Malone (Lever, second half, Mon.-Fri., CBS) 
5 Arthur Godfrey (Staley, 11 @.m., Pri., CBS) .......ccccccococessscorscscosssccseseeee ; 
6 Arthur Godfrey (Hartz, 10 a.m., Fri., first week, Thurs., second week, ces) 1,479 
7 Our Gal Sunday (Colgate, 12:45 p.m., Mon.-Fri., CBS) oo.....cccccccecsecceeeenes 1,479 
8 Ma Perkins (Lever, first half, Mom.-Fri., CBS) .......cccccccccccccccseeee ccnereceeeeevens 1479 
9 My True Story (Participating, Mon.-Fri, ABC) 1,479 
10 Arthur Godfrey (Slenderella, 10:15 a.m., Tue@s., CBS) ........ccccccccsssseseeeenee 1,431 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (382) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) .o....cccccccccccececcscseeeeseneenenenne 1,049 
2 Robert Trout-News (Chevrolet, 5 p.m., CBS) ......cccccccccsssssesseeeneeeereneesenneenene 763 
3 Longines Symphonette (Longines-Wittnaver, CBS) ................ Siletnieieiiaels 668 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (620) 
1 Gunsmoke (Liggett & Myers, CBS) ... i cinscheleaiitiminauiduidainmeanibanpiediannie 1,431 
2 Allan Jackson-News (Chevrolet, 10 a.m.,  _ 1,097 
3 ee Ge, Ge Cie: MD sedieeiaibieicinesevcisisinttniaidiamenions 1,097 


*Number of homes reached is based on 47,700,000, the estimated Morch 1, 1957, total 
U.S. radio homes. 

Homes reached during all or any part of the program, except for homes listening only 
one to five minutes. For a program of less than 10-minute duration, homes listening 
one minute or more are included. 


Durham Television Asks FCC ,mentator and author. Harmon L. 


for Transfer of WTVD Stock | Duncan and Floyd Fletcher, presi- 
An application has been filed|dent and vp, respectively, of 

with the Federal Communications | WTVD, will remain with the sta- 

Commission asking for the transfer | tion in executive capacities, and 

of all the stock in WTVD, Durham, | Durham Radio Corp. also will con- 

N.C.. tv outlet, to Durham Televi- | tinue among the stockholders, Mr. 

sion Co., new company headed by | Smith said. 

Frank M. Smith. Mr. Smith is pres- | 

ident of Hudson Valley Broadcast-| WMGM Appoints Sher 

ing Co., which operates WCDA, Morris Sher, formerly a member 

Albany-Schenectady-Troy, N.Y. jof the legal staff of Loew’s, has 
Among the investors in the new been named business manager of 

company is Lowell Thomas, com- WMGM, New York. 
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"YONNE aware” 


¥, Brother, 


THAT'S 
COVERAGE 


We're proud as peacocks that our poper 
is read every night by 7 out of every 10 
families in Bayonne, but then, why shouldn't 
it be? It's filled with everything our readers 
want... complete coverage of all local 
news, national news, foreign news and all 
the worthwhile features. 

You can't ask for a better place to sell 
your product .. . because 


“BAYONNE CANNOT BE SOLD FROM THE OUTSIDE” 


THE BAYONNE TIMES 


Bayonne, New Jersey 
BOGNER and MARTIN 


w 


NATIONALLY 
REPRESENTED BY 


Me eee ae, ee Oe ee a 
a Lr el ae pees meet. hee nig ee a Ep ige Sy en aN ee aye.” ; & Slane ee Ree ee Pt cg > ei ee ee 
age Ew Tc ee SE PTE Cee EF OU ee re ee ee 

se wet Pie ee : Kat Hae i . ve ‘ ee i anid: a2 ; Saanre ee ‘ eee pen as ios Me i " ; ae abe SN Sits 
x A ane? Kee mY . é . ee é ‘ ‘ > i : ‘ ff ae ‘ 
ae 

i ‘ 

s = ee 

| 

erg | eee 431 
<<" ¢ 
in... | 

a 
Po TC rrrr™~—(COT.T.C.C.C.C«dCL| 

Pie |) aaag 
ae ee 

oe oe ee a a 

-_ . , 
naa, ai ri I > 

as ee : ; 

‘3 

pith. . | a 
ea a ties 
gere;. a } 

ed F 
a : | 
RK: a. 4 
a ep 

Ee Cs ier 2 i? 

a ‘ cs, 

pene 2 . 3 

to Gea _s . eS | 

ee g ' bf | Bs: 

as a ‘ F 4 —¥ ‘- 2 Ts . 

ie Se — ae mg A Eo 
a a F __* _S$ABENA | , 
ee ‘ ote ) ae = ef ee 
ciel rs nie od : i 4s e | = q : 
e 2 ‘ Hees | . 
w= en i. z oe ° “ 4 * 6 & si5 
tee es J a “ > ° ° ¢ rs ¢ Bi - 
ane al — Fae i EY 4 
oe 3 Res f pag re ee a. 

prepeee 2 

Be ; a" t 

ae : a? ay -— a2 = , . P FA 4 a 

ve cine | ~~ - | / : | 

oe i : ” : 4 4 - ~ : 
or : XX | 
ae es RC = | 
ers, 4 || a fe 
ae “ig 8 F ' ; 
<p | 
oie ees é 4 - 

ee ee es: ; ’ | ( 

sata alee { 4 : 

eee ae | — a 

fete vee E) ) | ; 3 

3 aie ~ 
Se Sa > 
ts ae ee : 
Led La — - . rs ays i 
> y | a en ~)" ie 
; = if . 4 x Ce egal at at iat, e 

ee eee , he ' * ‘ a en eg i“ 

a. Ee Bei ea? 7 
ee i] - « ; + - Cag RO ee “ ii 
— tet Sea, ©: 7 gt - 

ee oe yf : ee J < id ) . ei * ee ae ae) : 

4 . af . “Ss te oe 4 ae | i. ° alle ; 
| V, Mi ~ , | Nias 
sae 4 A : . 
ae. 5 
“ ee 
on eee 
mr ee S . j it i is sie the i _ wee) es , 2 ie . 4 < 

ee , oe ae ‘ : Poy te Aone ae vias ies ERA ERE Car aad Las Bea ert SS per? eon PEN eee RS et ee Oe oeuiaee” de 

hs ae ae hang Wed tae Siew. eee saa eae ee es ot ent P ; p pt : SS ae eee t. ade = eT ee eee rer aeee. stil 

oe ies faiths EO Recess denier aeske ; “ae yor es tae ° ae : Sa-to). eo a rey te parbabiecce agte s 1 Ane : ro LCR te 

ike a ie 3 oF a che ai * z : a ee! : SSC ana Se Wee ae a mae fi ee ~yegdenths baie, | a 


Advertising Age, April 15, 1957 


Weyerhaeuser 
Tops ‘Saturday 
Review Winners 


26 Advertisers, Nine 
Radio, TV Shows, ‘N.Y. 
Times’ Critic Get Awards 


New York, April 9—The Satur- 
day Review will announce next 
week 26 corporation and industry 
association winners of Advertising 
in the Public Interest Awards, 
led by Weyerhaeuser Timber Co. 

Nine radio and tv programs also 
were cited, plus a special citation 
for Jack Gould, tv critic of the 
New York Times. 

Six campaigns rated high with 
the judges, including Weyerhaeus- 
er, Puerto Rico, General Motors, 
Union Carbide & Carbon, Contain- 
er Corp. of America and General 
Electric Co. 

The judges considered the cam- 
paigns in three divisions: corpor- 
ate advertising, public relations 
advertising and public service ad- 


vertising. 

Three special campaigns also 
were singled out—the American 
Cancer Society’s “Facts About) 


Cancer” campaign, and CARE and 
Safe Driving campaigns by the 
Advertising Council. 


® Here are the 26 campaigns, with 
the agencies responsible for each: 
Weyerhaeuser Timber (Cole & 
Weber), Puerto Rico (Ogilvy, Ben- 


son & Mather), General Motors 
Corp. (Kudner Agency), Union 
Carbide & Carbon Corp. (J. M. 


Mathes Inc.), Container Corp. ot 
America (N. W. Ayer & Son), Gen- 
eral Electric Co. (Batten, Barton, 
Durstine & Osborn), John Han- 
cock Mutual Life Insurance Co. 
(McCann-Erickson), New York 
Stock Exchange (Calkins & Hol- 
den), Chase Manhattan Bank pub- 
lic relations campaign (Kenyon & 
Eckhardt), Esso Research (Mc- 
Cann), Glenn L. Martin Co. (Van- 
Sant, Dugdale & Co.), Sinclair Oil 
Corp. (Morey, Humm & Warwick). 
Caterpillar Tractor Co. (Ayer) and 
Corning Glass Works (BBDO). 

Also, Aluminium Ltd. (J. Walter 
Thompson Co.), American Cyana- 
mid Co. (Hazard Advertising Co.), 
Equitable Life Assurance Co. 
(K&E), Metropolitan Life Insur- 
ance Co. (Young & Rubicam), New 
York Life Insurance Co. (Compton 
Advertising), American Petroleum 
Institute (Sullivan, Stauffer, Col- 
well & Bayles), Fiberglas (Mc- 
Cann), General Dynamics Corp. 
(Gotham Advertising Co.), Parke- 
Davis & Co. (Y&R), Westinghouse 
Electric Co. (Ketchum, MacLeod & 
Grove), Bell Telephone System 
(Ayer) and Norfolk & Western 
Railway (Houck & Co.). 


® The nine radio and tv shows 
included ABC-TV’s “Omnibus” 
(Aluminium Ltd. of Canada and 
Union Carbide & Carbon), ABC's 
“Metropolitan Opera” (Texaco), 
ABC-TV’s “Disneyland” (Ameri- 
can Motors Corp., American Dairy 
Assn., Derby Foods), CBS-TV’s 
“See It Now” (Shulton Inc. and 
Pan American World Airways), 
NBC-TV’s “Kraft Television The- 
atre” (Kraft), CBS-TV’s “Play- 
house 90” (Bristol-Myers, Ronson 
Corp., Singer Sewing Machine 
Co.), NBC-TV’s “Hallmark Hall of 
Fame” (Hallmark greeting cards), 
NBC-TV’s “NBC Opera” and CBS- 
TV’s “At Year’s End.” 

The panel of 34 judges included 
educators, business executives, re- 
searchers and agency heads. 7 


KTSA Appoints Lurie 

Alfred Lurie, formerly radio-tv 
director of Sam Bloom Advertising 
Agency, Dallas, has been appoint- 
ed general manager of KTSA, San 
Antonio. 


Court Rules Against Hess 
in Omega Fair Trade Suit 

The U.S. circuit court of appeals, 
Philadelphia, has upheld the ver- 
dict of a lower court in issuing an 
order barring Hess Bros., Allen- 
town, Pa., department store, from 
selling Omega watches below fair 
trade prices set by Norman M. 
Morris Corp., Omega watch dis- 
tributor. Morris Corp. had charged 
that Hess violated fair trade laws 


75 


Last June, District Judge Allen | lished during the annual American , arate trusts for a daughter-in-law, 


K. Grim issued a temporary in- 
junction barring Hess from the al- 
leged practice and Hess appealed 
(AA, July 2, 56 et seq.). The in- 
junction was left standing until the 
court of appeals reviewed the case. 


‘Oil Daily’ Acquires ‘Oil News’ 

Oil Daily Inec., Chicago, has 
acquired the Daily Oil News from 
Gulf Publishing Co. Gulf started 


| Petroleum Institute meetings. The | Mrs. 


George Lloyd-Roberts of 


| Oil Daily, founded in 1951, is pub- | London, and three grandsons. 


| lished five days a week and circu- 


lates generally to all branches of | ‘Cosmopolitan’ Names 2 Reps 


‘the oil and gas industry. 


Ray Left $4,162,528 | 


Cosmopolitan ( 
Harley L. Ward Inc., Chicago, its 
representative in Michigan, Indi- 


has appointed 


A tax appraisal filed in St. Louis ana and Ohio, and Wilson & Stark, 
has placed the value of the estate| New York, its representative in 


of E. Lansing Ray, former publish- 
er of the Globe-Democrat, at $4,- 


New England and the Middle At- 
lantic states. The magazine pre- 


by selling $79.50 Omega watches | the Daily Oil News in 1936 as a 162,528. Terms of Mr. Ray’s will| viously had no publisher’s repre- 
|three-day daily newspaper pub-/| put the bulk of the estate in sep- | sentatives in these areas. 


for $60. 


“*Finchley...we decided to give you a little bonus!” 


ayn + 


Pe apg, Pele ie 


Anyone who can find a way to cut costs and main- 


tain top quality is 


worth his weight in gold! And 


many Finchleys (may their bosses treasure ’em) 
have dug up the answer in their companies’ print- 


ing bills! Chances 


are you can, too! 


It’s this easy! Paper represents over 25 per cent 
of the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel 
papers of equal quality! 


What gives? Consolidated pioneered a modern 
papermaking method that eliminates several costly 
manufacturing steps, yet maintains finest quality! 


FREE OFFER! See for yourself. Ask your Consolidated 
Paper Merchant for free trial sheets. Then make 
your own comparison test run with your printer 
under any conditions you like. Fair enough? 


Available only through your Consolidated Paper Merchant 


onsokidatedl 


Enamel 


Printing Papers 
a complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 6S. LAGALLE ST. + CHICAGO 3B. ILL 
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Three big profit 
Coats & Clark's 
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The new Westinghouse FULL LINE OF 
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ATIVE HOME ACCP SsORIES 


DECOR 


TOP CAMPAIGNS—Associated Business Publications and Ad- 
vertising Women of New York, co-sponsors of ABP’s 15th 
annual competition for outstanding merchandising adver- 
tising, presented awards to 28 advertisers and their agen- 


2. Advertising to merchandise consumer advertising to 
the trade—Coats & Clark, New York (Kenyon & Eck- 
hardt, New York). 

3. Use of dominant space, multiple page advertising 


5. Advertising to sell services, equipment and products 
not for resale—Gilbert & Barker Mfg. Co., West Spring- 
field, Mass. (McCann-Erickson, New York). 

6. Advertising to introduce new products or new pack- 


cies on April 15. Shown here are the first award winners 
in the seven divisions. 


1. Advertising to promote product features and give 
product information—National Turkey Federation, Mt. 


Morris, Ill. (David W. Evans & Associates, Salt Lake 
City). 


ABPtoHonor — 
28 Advertisers 
for Business Ads 


First Award to Consumer 
Medium for Dealer Drive 
Will Be Given to ‘LHJ’ 


Chicago). 


Justin McCann, vp, Haire Pub- 
lishing Co., and chairman of ABP’s 
merchandising papers committee, 
will preside, and Arthur Hibbard, 
business manager of Gift & Art 
Buyer, and chairman of the awards 
committee, will present the awards 
in seven different categories. 

For the first time ABP is making 
an award of merit for advertising 
by consumer media to influence 
dealers. The winner is Ladies’ 
Home Journal for advertising to 
impress retailers with the local in- 
| fluence of the publication’s adver- 
| tising. 


New York, April 12—Associated 
Business Publications on April 15 
will present 28 advertisers and 
their agencies with awards for out- 
standing advertising in merchan- 
dising publications during 1956. 

ABP’s 15th annual competition 
this year is co-sponsored by the 
Advertising Women of New York. 
Jean Wade Rindlaub, vp and a di- 
rector of Batten, Barton, Durstine 
& Osborn, who was Advertising 
Woman of the Year in 1951, will be 
the guest speaker. Harriet Ray- 
nond, advertising manager, plas- 
ics division, Celanese Corp., and 
sresident of the Advertising Wo- 
nen of New York, will also speak 
riefly. 


s Winners of first awards and 
awards of merit in each classifica- 
tion are: 

1. For advertising te introduce new 
products or new packaging. First award: 
Westinghouse Electric Corp., lamp divi- 
sion, Bloomfield, N.J. (McCann-Erickson). 
Awards of merit: Tyer Rubber Co., An- 
dover, Mass. (Henry A. Loudon Advertis- 
ing); Taylor Instrument Co., Rochester, 
N.Y. (Batten, Barton, Durstine & Osborn); 
Stanley Works, New Britain, Conn. (Wil- 
son, Haight, Welch & Grover). 

2. For advertising te promote product 
features and give product information. 
First award: National Turkey Federation, 
Mount Morris, Ill. (David W. Evans & 
Associates). Awards of merit: Walker- 
Turner division, Rockwell Mfg. Co., Pitts- 
burgh (Wilson, Haight, Welch & Grover); 
Lewyt Corp., Long Island City, N.Y. 
(Hicks & Greist); 
New York (deGarmo). 


which makes the most effective use of three or more con- 
secutive pages in one issue—Lubin-Weeker Co., New York 
(Groody Advertising Co., New York). 

4. Advertising to link merchandise with seasonal pro- 
motion and to encourage dealer use of sales promotion 
aids—Kraft Foods Co., Chicago (J. Walter Thompson Co., 


3. For advertising to merchandise con- 
sumer advertising to the trade. First 
award: Coats & Clark, New York, (Ken- 


aroid Corp., Cambridge, Mass. (Doyle 
Dane Bernbach Inc.); Comfy Mfg. Co., 
New York (Kane & Freedman); Donahue 
Sales Corp., New York (McCann-Erick- 
son). 


oe 4. For advertising to sell services; equip- 
ment and products not for resale. First 
award: Gilbert & Barker Mfg. Co., West 
Springfield, Mass. (McCann-Erickson). 
Awards of merit: Kay Mfg. Corp., Brook- 


lyn, N. Y¥. (Jamian Advertising and Pub- 
licity); Talon Inc., New York (McCann- 
Erickson); Dow Corning Corp., Midland, 


Mich. ‘(Anderson & Cairns) 

5. For advertising to link merchandise 
with seasonal promotion and to encourage 
dealer use of sales promotion aids. First 
award: Kraft Foods Co., Chicago (J 
Walter Thompson Co.). Awards of merit: 
Prince Gardner, St. Louis, (Grey Adver- 
tising Agency); de Beers Consolidated 
Mines Ltd., Johannesburg, Union of 
South Africa, (N. W. Ayer & Son); Zippo 
Mfg. Co., Bradford, Pa., (N. W. Ayer & 
Son). 


e 6. For public relations advertising, ad- 
vertising by consumer media to influence 
dealers, policy announcemepts, etc., and 
all other advertising not covered by pre- 
ceeding divisions. First award: Cross & 
Brown Co., New York, (Henry J. O’Brien 
Advertising Design). Awards of merit: 
Allen B. DuMont Laboratories Inc., re- 
ceiver division, East Paterson, N.J., 
(Campbell-Ewald Co.); Ladies’ 


Youngs Rubber Co., 


Journal, Philadelphia, (Doherty, Clifford, 
| Steers & Shenfield); Brown Shoe Co., St. 
| Louis, (Leo Burnett Co.). 

' 7. Fer use of dominant space—multiple 


yon & Eckhardt). Awards of merit: Pol-| 


aging—Westinghouse Electric Corp., lamp _ division, 
Bloomfield, N. J. (McCann-Erickson, New York). 

7. Public relations advertising, advertising by consumer 
media to influence dealers, policy announcements, etc., 
and all other advertising not covered by first five divi- 
sions—Cross & Brown Co., New York (Henry J. O’Brien, 
Advertising Design, New York). 


page advertising which makes the most ef- 
fective use of three or more consecutive 


Hoffman-Manning Names 


pages in one issue. First award: Lubin- : " 
Weeker Co., New York, (Groody Adver- Paul Doniger: Adds Account - 
tising Co.). Awards of merit: May- Paul Doniger, formerly a princi- 


tag Co., Newton, la., (Leo Burnett Co.); 
Landers, Frary & Clark, New Britain, 
Conn., (Goold & Tierney); E. I. du Pont 
De Nemours & Co., textile fibers division, 
Wilmington, Del., (BBDO). 


Grey Adds Two to Statt: 
Appoints Three VPs 

Grey Advertising, New York, has 
appointed Barbara Bender copy | 
group chief and Helen Marshall a 
copywriter in the sales promotion 
department. Miss Bender formerly 
was a group supervisor with Wil- 
liam Esty Co. Miss Marshall pre- 
viously was with Trans World Air- 
lines. 

The agency also has named three | 
staff members vps. They are How- 
ard L. Bergman, director of sales 
promotion, Richard J. Martell, an 
account executive, and Christopher 
Cross, director of publicity-promo- 
tion. 


pal in Battistone, Bruce & Doni- 
ger, New York, has joined Hoff- 
man-Manning, New York, as an 
account executive and media con- 
sultant. At the same time, . eight 
accounts will move from Batti- 
stone, Bruce & Doniger to Hoff- 
man-Manning. Among them are 
American Artists’ Color Works, 
Hazleton, Pa., maker of Sargent art 
materials; Art Crayon Inc., Hazle- 
ton; Optex Corp., New York, mak- 
er of optical glass, and Lithotron- 
ics Corp., Linden, N.J., color 
printing and promotions. 

Hoffman-Manning also has been 
named to handle tv and radio ad- 
vertising for Florida Land & Home 
Bureau, Daytona Beach and New 
York, developer of Florida real 
estate. The Galen Drake and Rob- 
ert Q. Lewis radio shows (CBS) 
will be used. 


Berg to Majestic Press 

Sidney H. Berg, formerly public 
relations director and assistant 
sales promotion manager of Lit 


Nelson Joins McCann as A.E. 
Clyde Nelson Jr. has joined the 
Chicago staff of McCann-Erickson 
Bros., has joined Majestic Press,|as an account executive. He for- 
Philadelphia, printer and litho-|merly was supervisor of packaged 
grapher, as new business and sales| goods marketing with Fuller & 


manager. ‘Smith & Ross in Cleveland. 
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Marsteller Agency 
Issues Manual of 
Media Relations 


Cuicaco, April 12—A complete 
code of media relations is being 
distributed this week by Marstel- 
ler, Rickard, Gebhardt & Reed. 
This is believed to be the first code 
of its kind ever published by an 
agency. 

William A. Marsteller, agency 
president, said the purpose in 
publishing the code is to make 
completely clear the agency’s 
principles of media selection, re- 
lations with media salesmen and 
the overlapping responsibilities of 
the media departments and ac- 
count executives. 

The manual recommends au- 
dited over unaudited publications. 
It also deals with development of 
media market data, media pre- 
sentations, vositions of the account 
executive i” media buying and 
avoidance of extensions. 


s Following are some of the high- 
lights in the booklet: 

Selection of media—‘‘As a mat- 
ter of agency policy, we support 
magazines whose circulation re- 
ports are confirmed by one of the 
independent circulation auditing 
bureaus. 

“We will recommend unaudited 
publications only with a _ clear 
statement to the client of why we 
are doing so. If an unaudited pub- 
lication is on a recommended list, | 
it must always be identified as! 
such. | 

“In case of choice, we recom-| 
mend audited over unaudited pub- 
lications. 

“No media stand or fall on dis- 
tribution alone. Consequently, it | 
is our agency position that media | 
recommendations be reviewed and 
validated by qualitative measures, 
and especially editorial and con- 
tent evaluation.” 


® Relations with media salesmen 
—“The media department is the 
first point of contact. The media | 
department should, when the sales- 
man’s story justifies it, attempt to} 
arrange a presentation before the | 
proper account executives, as well 
as client company executives if} 
that is consistent with client com- | 
pany policies. 

“When the content of the presen- | 
tation justifies it, the media de-| 
partment should arrange a group 
meeting of all interested agency 


We Meet Deadlines 


+ Realistic... 
mee Difficult... 
mae ~ Impossible 


Phone our Betty Wolfe at Willard, 
Ohio 231. Tell her your deadline. 
She'll tell you if we can make it. If 
we can't, she'll say so. And, if Betty 
says we'll meet your deadline 
we will! 

ee Mail Coupon For FREE QUALATEX Balloon Information -——4 

! The PIONEER Rubber Company 

408 Tiffin Road, Willard, Ohio 

Please send me: 

[] Name of my nearest QUALATEX 

Distributor 

(CD Copy of “Advertising Balloon Fact Pack”’ 

(Ideas, samples, prices and imprint 

worksheet) 


Address 
City 


ry 
q 


Zone —— State 


' 
i 
' 
| 
| 
| 
! 
| Firm 
| 
} 
| 


ted by 


personnel, in our offices, during , 
normal working hours, making it 
unnecessary for media to repeat 
the story to many individuals. 

“The media department should, 
from time to time, request a writ- | 
ten resume from media salesmen 
detailing the reasons for use of the 
media by specific clients. These 
resumes should be summarized and 
circulated to interested agency and 
client executives, then filed for 
reference on future media recom- 
mendations. 

“It is part of an account execu- 
tive’s job to see media salesmen. It 
is recognized that demands on the 
account man’s time are such that 
his media contacts must be less 
frequent than that of the media de- 
partment. 

“With proper advance notice, he 
shall be available to media sales- 
men who in the opinion of the 
media department have a legit- 
imate case for consideration by his 
accounts.” 


® Relations between account ex-. 


ecutives and media department— 

“It is the responsibility of the ac- 
count executive to keep the media 
department fully informed on his 
accounts—informed as to markets, 
client company policies, objectives, 
sales, product and budget plans. 

“Whenever practical, media de- 
partment representatives should 
meet with the client, along with 
the account executives, when ma- 
jor media plans are discussed.” 

General Policies—‘“ Media repre- 
sentatives’ time is as valuable as 
ours, and they should not be kept 
waiting. Salesmen are not to be in- 
terviewed in the reception rooms 
except when you are otherwise en- 
gaged and then only to suggest a 
time for an appointment. 

“Group lunches given by media 
are not necessary to present a story 
to this agency. A representative 
should never be informed that his 
or his competitors’ media are on or 


off a schedule until the budget is | 


approved. 
“However, the agency should 
help him present his case by sug- 


gesting data needed to make a de- 
cision. Further, if his case is clearly 
hopeless or without merit, in our 
judgment or that of the client, we | 
should tell him so promptly, and 


You,” all over NBC-TV. Initial ads 
will carry a 15¢-off coupon. The 
agency is McCann-Erickson, New 
York. 


give him the reasons.” © ‘Puck’ Advances Adams 
Jerome A. Adams has been pro- 
Corn Products Introduces ieee me Pacific Coast rh eaennet-t of 
NuSoft in $1,500,000 Drive Puck—The Comic Weekly, suc- 
Corn Products Sales Co., Néw 


ceeding Phil Sheridan, who has 
resigned. Mr. Adams will head- 
quarter in San Francisco. 


York, will introduce nationally its 
fabric softener rinse, NuSoft, with 
a $1,500,000 magazine, newspaper 
and television campaign breaking 
later this month. In addition to full 
page ads in the May issues of Bet- 
ter Homes & Gardens, Good House- 
| keeping, Ladies’ Home Journal and | 
| McCall’s, the Sunday supplements 
|of the First Three Markets Group 
jand This Week Magazine will be | 
jused next month. Ads of 1,000 to} 
| 1,500 lines will run beginning early 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


in May in some 20 metropolitan Est. 1888 
aa ol sie ‘ a ial PRESS CLIPPING 
etwork television shows to be 
Tel 
;used include “Modern Romances,” | BA 7.5371 BUREAU 


| “Queen for a Day,” “Matinee The- | 


, 165 Church Street, New York 7, N. Y. 
ater” and “It Could Happen to 


THE O11 DAILY 


ACQUIRES 


“DAILY OIL NEW 


Merging of these two publications will result in stream- 
lining daily news service to all oil people attending the 
annual meetings of the American Petroleum Institute. 


Acquisition of DAILY OIL NEWS, heretofore 
published and distributed by Gulf Publishing 
Company on each of three days during the annual 
API meetings, has just been made by Oil Daily, 
Inc., publishers of The OIL DAILY, national 
business newspaper of petroleum. It is the belief 
of both publishing organizations that the provi- 
sion of daily news service at this industry-wide 
annual event can now best be concentrated in 
The OIL DAILY, published 256 times a year and 
distributed at every important oil and gas meet- 


ing throughout the y 
Results will be to eliminate the 
confusion of having two similarly 


named daily papers 


meetings, to streamline reading 


requirements for oil 


tending and to simplify promo- 


tional activities for 


Now one daily newspaper will do 


the job at API time. 


Benefits to 
Oil Industry Advertisers 
Your advertising in The OIL 
DAILY at API meetings will have 


these special advantages: 


ear. 


1. Your messages will go to all regular sub- 
scribers to The OIL DAILY, thus also reaching 
those not attending the API meeting. 


2. Your messages will have pre-breakfast, room- 
to-room distribution in all major hotels and clubs 
in Chicago—some 8,000 extra copies of The OIL 
DAILY being distributed daily. 


3. Your advertisement will be surrounded by 
live, current news of the entire industry as well 
as of the meeting itself, thus insuring attention 

to your copy. 


at the. API 


people at- 


advertisers. 


Another Step in the 
Progress of the 
Petroleum Industry, 
Its Information 
News Service and 
Its Advertising 
Opportunities 


4. You will benefit from the 
“habit of readership” which re- 
sults from oil people’s finding The 
OIL DAILY under their doors at 
every important industry meeting 
they attend throughout the year. 


5. Your messages will enjoy the 
showmanship of fine printing and 
fine paper. 


Turn your API promotion into 
news in the petroleum industry's 
own daily newspaper. Ask for 
information and rates. 


THE O1L DAILY 


THE NATIONAL NEWSPAPER OF PETROLEUM 


59 EAST VAN 


BUREN STREET, 


OFFICES: 70 E. 45TH ST., NEW YORK 17 — MURRAY HILL 6-4183 
125 W. THIRD ST, TULSA 3 — CHERRY 2-3311 
2102 JACKSON, DALLAS 1 — RIVERSIDE 1-1539 


CHICAGO 5, 


ILLINOIS @¢ 


WABASH 2-7654 
416 W. EIGHTH ST. LOS ANGELES 14 — TUCKER 6792 
14TH AND F STS., N.W., WASHINGTON 4, D.C.—METROPOLITAN 8-0812 
318 Olt & GAS BUILDING, HOUSTON 2— CAPITAL 7-3349 
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TEST YOUR AD SENSE 


No. 3 in a Series 


To provide advertisers with reliable information 
about circulation and distribution of publications, the 
Audit Bureau of Circulations was organized in the year 


a) 1870 b) 1900 ce) 1914 

The correct answer is c), 1914, the year the ABC was or- 
ganized. The World-Herald was an ABC charter member. 
Beginning around 1870 and years up to 1914, the only 
facts generally available about the circulation of publications 
were statements in George Rowell’s Directory and the Ayer 
Directory. Based on ABC Audit Report for 12 months ending 
March 31, 1956, the World-Herald’s Total Daily Circulation 
is 252,598, with a Sunday circulation of 263,674. 


The first Advertising Agency 


in the United States was established in 


a) Boston b) Philadelphia ce) New York 
Volney B. Palmer was the Agency pioneer who in the year 
1840 opened in (b), Philadelphia, the first Advertising 
Agency established in the U. S. Later Palmer added offices 
in Boston and New York. Another early pioneer to serve 
in the Midwest was The World-Herald. Founded in 1885, it 
is the ONE newspaper that reaches the $2.4 Billion Nebraska 
and Western lowa market. 


Statistics show that generally advertising provides 


a newspaper with what per cent of its income? 


35% b) 50% c) 75% 

The answer is 75%. And in many cases, even more than 
three-fourths of a newspaper’s income is derived from ad- 
vertising space. Advertising revenue made possible the 
small sum charged for a newspaper, a factor which has 
made possible the almost universal reading of newspaper 
by all classes of people. In the Nebraska and Western Iowa 
market, advertisers can count on the Omaha World-Herald 
to reach 3 out of 5 homes in this $2.4 billion market. 


Omaha 
World-Herald 


252,598 Daily 263,674 Sunday 
ABC, 12 Months Ending March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York * Chicago + Detroit + Los Angeles 
San Francisco 


Omaha—Home of the Strategic Air Command 


This Week in Washington .. . | 


Census Asks Extra Funds, Plans to 
Count 30,000,000 More Noses in ‘60 


By Stanley E. Cohen 
| Washington Editor 


|. Wasnincton, April 11—Census Director Robert Burgess and his 
| staff were trying this week to convince a money-conscious Congress 
| that it ought to put up nearly $9,000,000 during the next two years 
| for a running start on the 1960 population, housing and agriculture 
| censuses. ; 

| This is nearly three times as much as the bureau had in preparation 
| for the 1950 censuses, but the census staff is convinced that the expen- 
| diture would pay for itself. 

Nearly half the money would be for new electronic equipment, 
| which is expected to cut six to 18 months from the time required to 
| tabulate and publish the results—a tremendous boon to those who use 
| the material. The rest would be used for the preparation of maps and 
other planning aids, in an effort to come up with a nearly perfect 
population count. 

While the total cost of the new censuses would be $120,000,000, up | 
25% since 1950, Dr. Burgess points out, there are nearly 30,000,000 | 
more persons to be counted. Moreover, he confesses, there was an | 
embarrassing margin of error in 1950 which the bureau would like 
to avoid if it can. 

On the basis of post-enumeration rechecks, the bureau is convinced 
that it missed nearly 2,000,000 persons in 1950. In some cases it was 
because people were on the move, or living in some remote backwoods | 
area. In other instances it was because they lived in dwellings which | 
violated local zoning ordinances. Whatever the cause, the census! 
| people take no satisfaction from it; they figure the omission of 2,000,- 
000 citizens is something they should strive to avoid. 


to the Budget Bureau for an emer-| 
igency $4,500,000 supplemental ap-| 
propriation to get started on some} 
carefully planned modernization | 
projects which expert traffic engi-| 
neers have drafted to break the 
well-known mail bottlenecks in 


| Budget Bureau Turns Down 
P.O. Modernization Fund 

| Postmaster General Arthur Sum- 

merfield showed last week how the 

pressure to cut federal spending 

is ruthlessly knocking out spend-| 

ing programs, including some par- 


New York, Chicago and Los An-| 
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already on the carpet for authoriz- 
ing $71.8 billion for 1958, turned 
him down. 

“That means,” Mr. Summerfield 
said last week, “at least a year’s 


|delay on the program to meet the 


terrible problem we have in these 
three markets. Our problem in 
New York is particularly desper- 
ate. Unless something is done soon, 
there could be a serious break- 
down.” 


Manutacturer Collusion in 
Fake Pricing Hit by Gwynne 

Fictitious comparative pricing— 
fake price tags, if you please—is 
the most troublesome advertising 
practice currently worrying the 
Federal Trade Commission, accord- 
ing to Chairman John Gwynne. 
Originally it started with discount- 
ers who inflated “regular” retail 
prices in order to convince pros- 
pects they were getting bargains. 
Now big name manufacturers of 
many items, from nylons to sofa 
beds, are playing along, deliberate- 
ly fastening dummy prices to their 
products so dealers can advertise, 
“Made to sell at.. .” 

Chairman Gwynne confesses this 
appears to be one of the most ef- 
fective forms of misleading adver- 
tising yet to appear. He thinks 
business men themselves should 
call a halt. If they don’t, he is de- 
termined to move against it where 
the commission can. 

“Our whole program in the ad- 
vertising field is based on an an- 
cient principle,” he says: “The 
importance of truth in the affairs 
of men.” 

“While it 


is true that a very 


ticularly urgent ones which ought | 
to be beyond question. 
Recently, for example, he went 


geles. After weeks of delay, money | Small percentage of our population 
conscious Budget Bureau people, | consists of murderers or highway 


|Nor does it justify a lessening of 


REACH THE 
SELECTIVE MINISTER 


the Ten Commandments obsolete. 


WITH 


through 


MAGAZINE 


Thousands of ministers who are PULPIT DIGEST readers are 
their own purchasing agents* for church duplicating ma- 
chinery, office supply materials, audio visual aids and 
vestments . . . just as they are buyers of scores of other types 
of church equipment and furnishings. This is the pa POWER 
that makes your advertising dollar “pay off” in PULPIT 
DIGEST—because you reach a market of selective clergy... 
| ministers who buy bigger because they think bigger— 

manage bigger church and school programs. Let PULPIT 

DIGEST, the only exclusive professional journal of its kind, 
put pa POWER to work for you. 


83.6 MINISTERS FILE PULPIT DIGEST FOR FUTURE USE 


Write now for complete rate and market data 


PULPIT DIGEST PUBLISHING COMPANY 


GREAT NECK, N.Y. 


the vigilance of our police officers 
or prosecuting attorneys. Nor does 
it call for any decrease in the 
activities of our homes, our schools 
or our churches in teaching man to 
live in righteousness and peace 
with his neighbors.” 


Benson Plan: ‘Subcontract’ 


Enforcement Job to FTC 

Efforts of Food Fair Inc., Phil- 
adelphia, to escape from FTC’s en- 
forcement of laws against illegal 
advertising allowances may turn 
out to be a blind-alley legal chase, 
if Agriculture Secretary Ezra Taft 
Benson carries out the plan he 
outlined this week. 

In a novel interpretation of the 
26-year-old Packers and Stock- 
|yards Act, Food Fair says it is 
exempt from any FTC jurisdiction 
because it operates a slaughter- 
house. As a packer, it claims, it is 
under sections of the Packers and 
Stockyards Act which put its busi- 
ness affairs solely under the con- 
trol of the Department of Agricul- 
ture. 
| Since the courts have yet to de- 
fine a “packer” under this law, 
other food distributors and proces- 
sors are waiting to see whether 
Food Fair’s $25,000,000 slaughter- 
ing sideline will be enough to put 
its whole operation beyond FTC. 

On the other hand, the Depart- 
ment of Agriculture, which has no 
staff to handle this kind of regula- 
tory problem, would be wunder- 
standably embarrassed to have 
such responsibility thrust on it. 

The secretary’s formula for 
lsolving the problem is amazingly 
simple. The job of handling en- 
|forcement would be “subcontract- 
| ed”—back to FTC. 


Weeks’ Figures Contradict 

Unemployment Forecasts 
Commerce Secretary Sinclair 
Weeks’ latest report showing that 
nearly 67,000,000 persons are work- 
ing this spring, is a sobering re- 
minder that the soft spots which 
jare worrying some of the biggest 
|consumer durables industries still 
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RETAILERS 


display these products 
NOW 


Most retailers have already felt the immense impact of television advertising 
on sales. Here is a list of products which will be advertised 
next week on Granada TV Network during highest viewing times. 
Be sure you stock these goods. This is the way 
to give better service to your customers and get extra business, too. 


Aika Setizer Oriped Soles 
AN m-One Dog Food Eina Sewing Machine. 
Amami Wave Se! Ene’s Fruit Salt 
Ewbank Cleaners 
Batchelor: Peas. Fairy Snow 
Birds Eye Foods. been 
Biste. Golden Stream lea 
Black & Green Tes. Goys Beauty Putt 
Bear Boys Shirts. Guinness 
Bear Mens Shirts. Harris Paint Brushes. 
Bor Coffee Essence Wolland s Toflee 
Bristow's Lenotia Hair Tonic. Hoover 
Britvic fHuntiey & Palmer Biscurts. 
Brooke Bond Tea | Word Films. 
Cadbury's Drinking Chocolate. (rel Coffee. 
Cadbury's 4 Covered Biscuit. Johnson's Paints. 
Cadbury's Snack. | Kemps Biscuits. 
Cakeoma. Kenwood Mixers. 
Capstan. Kie-Ora 
Cophes Kit-E-Kat 
Cerebes. Hiverts Lard. 
Craven A Cigarettes. Lambrette Scooters. 
1001 Cleaner Liberty Corsets. 
Coca Cola. Lincan Fruits 
Cookeen Cooking Fat Lucozade. 
Coty Lipstion. Luxol Paints 
Daity Malt. Lyons Bev 
Daz Lyons Tea. 
Dettel. | Macleans Tooth Paste. 
Dorothy Vernon Mylene, Waconochie Foods. 
Dowdle Diameng Macprin 
a Oreme Shampoe Magic Margarine 


Mars. ! 1910 Sherry. 
Mars Treets. Silvikrin, 
Maxwell House Coffee. Siivikrin, Pure, 
McDougalls Flour Siivikria Shampos, 
Moorland Digestion Tablets. Sonny Foods. 
Mother Pride. Spitters Flowr. 
Murraymiats. 
Westle’s Checotate Block. Spun. 
Westie’s Milk. Summer County Margarine. 
AL. Meat Producers’ Beard ‘Sunbies! Bread. 
Widbits Straws. Tavener Rutledge Sweets. 
Wutux Mattresses. Taylors Beers. 
Octim. Teepe! Detergent. 
Ome Tide. 
Opas. Thoms Castile Soap. 
Ovalting. Truge!. 
Orydol. Twink Home Perm. 
Pedigree Prams. VP. Wine. 
Pepsedent Toothpaste. Venos Cough Mixture. 
Persil Victory ¥ Lozenges. 
Petro! Pak. Waldece. 
Phensic |  Waldens Studie Couch. 
Phillips Quilts. Walls ice Cream. 
Princes Brand Canned Foods. Water Likes Shampos. 
| Pye Television. West Coast Meters. 
Radium Shoe Dye. Willis Woodbines. 
Rileys Bowls Wilts United Dairies, 
Rinse. Wimzone Air Purifier. 
Robertsons Jams. Woolve Mattresses. 
S.ADF Wrens Lavende Silicone Polisa, 
Sanatogen Wine. Youngers Beers. 
Scotts Porage Oats Zena Floor Polish. 


; inane 
GHANADA TV NETWORK ~ 


LONDON AND MANCHESTER 


ADVERTISING ADVERTISING—When retailers in Britain complained that 

they were unable to meet a sudden demand for products advertised 

on television, Granada Television Network started regular news- 

paper advertising to tell retailers what products will be advertised 
on its service in the forthcoming week. 


haven’t hurt the economy as a 
whole. 

With automobile production lag- 
ging at disappointing levels and 
home building at a post-Korea low 
equal to only 900,000 units, there 


has been growing concern about! 


the impact on employment in many 
supporting industries. For example, 
each 100,000 homes is said to in- 
volve 200,000 man years of work, 
half of it on the site, and half in 
materials production. 

The secretary's figures indicate 


there is still ample demand for 


| virtually all our available labor. In 


the past 12 months, for example, 
the labor force increased by 800,- 
000. But current employment is 
running 1,000,000 ahead of 1956. e 


Hayes Joins Melrod as VP 

John E. Hayes has joined Wil- 
liam A. Melrod Advertising, Buf- 
falo, as a vp. He was formerly ad- 
vertising and sales promotion man- 
ager of Morrison Steel Products 
Inc 
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specialists in matched reproduction 


in letterpress and gravure 


for national advertisers 


Colutins 


Mite 


333 WEST LAKE STREET AT WACKER DRIVE 


& HIuTCHINGS, INC. 
R 


CHICAGO 6, ILLINOIS 


America's Finest Photoengraving Plant for Letterpress and Gravure 


in Harttord 


They're doing a lot more in Hartford these days 
besides paying insurance claims. Better take an- 
other look—you might be missing something. 


The Hartford metropolitan area is now the second 
largest in New England. Population is up 13.7% 
since 1950—against the U. S. average of 10.9%. 
And buying power—up almost 60% since World 
War II. Retail sales have boomed too—up nearly 
50% since 1946. 


Besides being the insurance capital of the nation, 
metropolitan Hartford is a major industrial center 
—aircraft engines, firearms, ball bearings, electri- 
cal and automotive appliances, machine tools, 
typewriters, etc. Each month finds an existing 
factory expanding. 


PARADE, through the Hartford Sunday Courant, 
New England's fastest growing newspaper, covers 
half of Connecticut, and you get 30,000 more cir- 
culation than any other Connecticut newspaper in 
this small compact state. You also get excellent 
coverage of such important towns and cities as 
New Britain, Bristol, Manchester, Middletown, 
Farmington, Simsbury, Rockville, Willimantic 
and many others. 


If you want your share of the big boom in Hart- 
ford, PARADE and the Hartford Courant will give 
it to you. Each Sunday they call on over six out of 
every ten homes. Each Monday they begin to 
move goods off dealers’ shelves all across town. 


PARADE ... The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets... 
with more than 15 million readers every week. 


Color Guard of the Governor's Foot Guard 
and the Putnam Phalanx passing in review 
on the grounds of the State Capitol. 


How big is 
in Hartford ? 


(Per cent of families reached») 


LOOK....... 8.8% 


POST.... 
LIFE.... 
PARADE. 


12.2% 
20.3% 
.62.3% 


Metropolitan County Area 


The Sunday Picture Magazine 
—_— 


Parade 
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ADVERTISING LINAGE 


RECORD 


FOR IOWA NEWSPAPERS 


IN 1956 


1. THE CEDAR RAPIDS GAZETTE 


(E&S) 


2. The 


(M&S) 


3. The 


(M&S) 


16,734,650 lines* 


(*Excludes PARADE linage) 


Davenport Democrat 
14,641,018 lines 


Des Moines Register 
14,383,572 lines* 


(*Excludes THIS WEEK linage) 


CEDAR RAPIDS is lowa's fastest growing major market. CEDAR RAPIDS led 


all cities in 


lowa in house building in 1956. The CEDAR RAPIDS GAZETTE also 


led all lowa newspapers in total advertising linage gain in 1956... . 1,512,688 


lines GAIN. 


(Linage figures: Iowa Daily Press Assn. & Media Records) 


(Continued from Page 2) 
sumer,” Mr. Barry said. “We were 
| Successful in getting thousands of 
displays in all kinds of stores, in- 
|cluding chains that usually never 
| use any point of sale material.” 
| Nestle also has used instant 
|coffee makers, phonograph rec- 
_ords (Dorsey Bros.) and flexible 
Farfel dogs as premiums with 


out. 

He offered the following sug- 
gestions to be used as a guide by 
companies that plan to make fu- 
| ture premium offers: 


e Make sure the premium pro- 
gram fits the objectives of the 
promotion. 


e Make sure the evaluation of the 
promotion is in terms of those 
original objectives. (And as a 
supplement to that, don’t get 
bear-trapped into an evaluation 
before all the facts are in.) 


e Look for that extra “plus” in a 
premium that goes above and be- 
yond the simple promotion objec- 
tives. 


s Attendance at the show was re- 
ported to be running 10% 


more 


Who is the Man wide 
the Bittack Tar Heels 7 


Name: WTVD, Channel 11 


Address: Durham-Roleigh, North Car- 
olina 

Occupation: Salesman 

Experience: Dominant salesman in this 
$2.1 Billion market for over two and one 
half years. 

Average Number of Calls Made 
Per Day: 289,580 

Identifying Characteristics: Has 
Black Tar Heels. Always on the move. 


Readily identifiable by his hard selling 
ond strong programming. 


Where Found and With Whom: 
Can generally be found anywhere coast 
to coast with members of the Edward 
Petry gang. 


Caution: Approach with care. He is 
armed with facts and figures concerning 
why WTVD and the Durham-Raleigh 
market are a must buy in North 
Coroling. 


Call Edward Petry Co. about this must buy in North Carolina 


wb 


€€wrvp 


CHANNEL ELEVEN 


ABC for Durham-Raleigh 


7 ly 


great success, Mr. Barry pointed | 


Lachner Blames Beer Sales Slide 
on ‘Foot-Dragging Merchandising’ 


than last year. Officials estimated 
that more than 5,500 advertising, 
merchandising and 
men would visit the more than 300 
exhibits before the show ends 
April 11. 

R. C. Breth, veteran agency 
man and president of R. C. Breth 
Inc., Green Bay, Wis., won the 
grand prize, an all-expense vaca- 


promotion | 


Advertising Age, April 15, 1957 


tion tour for two to the St. George | § 
Hotel in Bermuda via Eastern Air 


Lines. 
Mr. Breth has been in the agen- 
cy business for more than 30 years 


and has owned his own agency | 


for the past 11 years. He formerly 
worked for the old Lord & Thom- 
as agency, among others. 

Although there were some new 
premium items on display, most 
have been exhibited at previous 
shows. There was a_ continued 
trend toward higher quality pre- 
miums, among which were sport- 
ing goods, household appliances, 
furniture, tv and radio sets, jew- 
elry, watches and clocks, bicycles, 
tools, luggage, fur coats, silver- 
ware, dishes and glassware and 


CAMERA FAN—Horace W. R. Barry, 

merchandising manager of Nestle 

Co., examines a camera at the 

Premium Buyers show. He was one 
of the speakers. 


PREMIUM—Elaine Conte was chosen 
“Miss Something Extra” at the 
premium exposition. 


lamps. 

On a tour of the booths, Ap- 
VERTISING AGE came across the fol- 
lowing new or improved premi- 
ums: 


e Gruen Watch Co. was exhibit- 
ing its new Gruen Monaco wrist 
watch for men and women. The 
watch, which has a 17-jewel pre- 
cision movement, and comes in a 
14 karat gold case and gold dial 
plaque with a 14 karat gold ball 
hour hand, sells for $175. 


e Ohnestrom Co., of West Ger- 
many, was showing a non-electric 
shaver. The shaver works by 
|means of a powerful, precision 
| gyroscopic motor that is activated 

by a few pulls on a Perlon cord. 
|The shaver is called the Volk- 
| shaver. 


\° Aladdin Laboratories had a Bar 

Buoy, a metal rack for holding 
glasses and bottles in a boat. The 
racks, which have free swivel ac- 
tion in all directions, are designed 
to keep drinks on an even keel. 


|e Benrus Watch Co. exhibited a 


DIRECT MAIL PLUS AD AGENCY 


More than a fully accredited ad agency 
—also Direct Mall Specialists. A com- 
bined service which correlates both 


‘That Fellow Bott” 


Leo P. Bott, Ir, 64 E. Jackson, Chicago 


Popular Science * 353 Fourth Ave. « 
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new self-regulating watch. By 
moving the hands ahead or back, 
a user can speed up or slow down 
the watch 15 seconds a day. 


® The Premium Industry Club of 
Chicago presented awards in seven 
divisions covering uses of premi- 
ums at its annual awards banquet. 
Winners of the awards and their 
divisions were: 

Monsanto Chemical Co., St. 
Louis, self-liquidating premiums; 
Armour & Co., Chicago, and Gil- 
lette Safety Razor Co., New York, 
tie-in sales plans; Belnap & 
Thompson, Chicago, stamp plans; 
Canada Packers, Toronto, inserts 
or onserts; Magnavox Co., Fort 
Wayne, sales contests; Gaines Dog 
Food Division, General Foods 
Corp., Kankakee, IIl., dealer in- 
centive plans; Hays Distributing 
Co., East Lansing, Mich., and Sealy 
Inc., Chicago, traffic building and 
in-store demonstration plans. 

Judges in the competition were 
Bill Nelson, Advertising Promo- 
tions; Pete Steel, Nu-Tone Inc.; 
Bill Maloney, Clinton E. Frank 
Inc.; Jack Countiss, Pfister Associ- 
ated Grocers, and Ray C. O'Keefe, 
John W. Shaw Advertising. ° 


‘Progressive Grocer’ 
Notes Growth of 
Independent Supers 


(Continued from Page 2) 
became a popular merchandising 
effort, stores offering trading 
stamps had an average sales gain 
of 18%, as compared with a 12% 
gain for non-users. 


s “In the trading stamp boom year 
of 1955, retailers offering stamps 
experienced a phenomenal sales 
spurt of 25%, reflecting the un- 
bounded enthusiasm of retailers 
and consumers for this innovation 
in the food-store shopping ex- 
perience. 

“The picture changed in 1956. | 
Stamp opponents, aware of the 
new cost burden carried by stamp 
users, began to retaliate by offer- | 
ing consumers lower prices. They 
rang up greater sales gains than | 
their stamp plan competitors. 

“In 1956, retailers offering prices 
instead of stamps showed sales 
gains of 14%. Stamp users showed 
lesser gains, with a 13% sales in- 
crease. 

“Trading stamps,” the report 
says, “are entering a period of de- 
cline, although stamps are likely to 
contribute materially to sales in- 
creases here and there for some 
time to come. 


® “The stamp handicap lies in | 
these disturbing cost factors: 
Stamps cost 2% to 3% of sales— 
more than double the average 
store rental, three times an average 
retail advertising budget, and 
nearly as much as the labor ex-| 
pense in the entire grocery depart- | 
ment. | 
“Then, too, there are signs,” the | 
report notes, “that consumers are 
beginning to question the economic 
value of trading stamps. 
“Retailers—momentarily lured 
away from fundamentals by the| 
fickleness of consumer whims— | 
are beginning to rediscover the| 
oldest law of supermarket retail- | 
ing: Low prices dramatically pre-| 
sented to the public are the most | 
powerful appeal.” . 


Lord Baltimore Names 4 


George Wohlgemuth, formerly 
manager of the Chicago sales of- 
fice of the Lord Baltimore Press, 
has moved to the New York ex- 
ecutive sales office to handle na- 
tional accounts. Albert P. Degen 
has replaced Mr. Wohlgemuth in 
Chicago. Ted Terrell, formerly of 
Container Corp. of America, has 
joined the Chicago staff of Balti- 
more, while Jack Spicknall, last 
with Newth-Morris Box Corp., has 


DISH PREMIUMS— 
James Street, 
Branchell Co., 
and Ralph O. 
Nims, vp of mar- 
keting, Canada 
Dry Ginger Ale 
Inc., examine 
dish premiums 
exhibited at the 
National Premi- 
um Buyers Expo- 
sition. Mr. Nims 
was a guest 
speaker at the 
convention. 


joined the New York office. 


D-F-S Gets Tri-Valley Packing |and Cock O’The Walk canned} 

Dancer-Fitzgerald-Sample, San | fruits and vegetables and Corina, 
Francisco, has been appointed to|Campania and Instant-Made to- 
handle advertising for the Tri-|mato products. The account for- 
Valley Packing Assn., California |merly was handled by Stan Stan- 


independent packer of Tri-Valley | islaus Advertising. 


83rd of a series 


The NEWS of the ROCKIES 


Denver's retail Liquor Stores placed 
60.9% of their total linage in the 
Morning Rocky Mountain News in 1956. 


(Media Records) 
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Rocky Mountain News 


A SCRIPPS-HOWARD NEWSPAPER ® DENVER 


Why McCann-Erickson Timebuyer selects 
Crosley WLW Stations for "Death Valley Days" 


"Cooperation — all kinds of it -— that's what you get from the WLW Stations. 


Yes, cooperation all along the line from sales representatives, 
from evérybody. 
Crosley Station people to help eliminate those 


from people behind the scenes, 


many complexities associated with today's 
time-—buying. WLW Stations really clean up 


those stubborn—as—a-mule time—buying problems." 


4 


| 


j 


——ee" 
a® 


- _McCann-Erickson gets cooperation —- and 
so will you and‘your products on the WLW 
* . Radio and TV Stations. So before you buy, 
always check first with your WLW Stations’ 
Representative. You'll.be glad you did! 


WLW 
Radio 


WLW-T 


Cincinnati 


WLWw-c 


Columbus Dayton Atlanta 
Sales Offices: New York, Cincinnati, Chicago a 
Saies Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco Avece 
i Bomar Lowrance & Associates, Inc., Charlotte, Atianta, Dallas ...... Crosley Broadcasting Corporation, a division of 


Chey. Bturiiec.d) 2 


Charles B. Willard, McCann—Erickson 
Timebuyer / 


from talent, 
I can always rely on the 


- 


+ 


WLW-D 


WLW-A 
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L1G J PREVIEW — Pretty 
TUR SS = Arlene Kieta 
4y 


sneaks a bit of 
practice for July 
—National Hot 
Dog Month— 
when she and 
other Americans 
will consume 
more hot dogs 
than they do dur- 
ing any other 


L A REALISTIC PROGRAM. 


~~ 2. EFFECTIVE ADVERTIS| NG 
oe B. INSPIRED LEADERSHIP 


4. COMPLETE COMMUNITY COOPERATION 


Neeser as OF 
«0 MF Ane 


_— month. Tee-Pak 
os 
EPPECTIVE BUYING INCOME om «#174 487 OOO # 218,2728.000. + 36.776 000. n ; 
EPPECTIVE BUN ING (INCOME 0 eae + ‘ 4¢616 + S74. « +25 I wits Chicago 
SANK DEPOSITS +O 635 S74 + 2464 208,024. + 68 662 450 manufacturer of 
NITED FUND CONTRIBUTIONS ‘ ee 188 + BT! 608 75 455 aa ‘ . 
-~emes a. aw meen os hee cellulose casings 
ea + (OWL + Beoesia. + Leze Bo ci 
‘ ANED 4! \SROPSCE AePORT aw 14664 e726 for skinless 
URINE FRO RENCE OT ° ne O50 126 O50 rankfurter. 
TECITY wen (2824248 WORBIZB § 78.00.715 f f s and 
- 4 Ses - hea ‘ = COR OOS + 4708 «6 Me TES. sponsor of the 
CUBE FT OF Gas COMM TOOT OOO 1088 464 aw SP 404 Bow 
ro ne w.42 "6 656 ws cae Month, says that 
\PRe se % too , 
MOF FLL OMES AEA Pp py 0 ~~ during July each 
Wh Wi Unene oo. yi 21. 00 277 doo 61 O90 American will 
: put away nine of 
Eastwood Doherty Provandie 


his yearly input 


FACTS & FIGURES—At “Greater Lawrence Day,” held _ the impressive economic growth in the greater Law- of 60 hot dogs. 


at the Boston adclub, Paul H. Provandie and Myron rence area during the past five years. The growth 
L. Eastwood, president and treasurer respectively of was attributed to aggressive advertising and modern 
Hoag & Provandie, listen as John P. S. Doherty, ad marketing techniques to convert the city from a 
director of the Lawrence Eagle-Tribune, points out  single-industry textile mill town. 


Mahlstedt Oakley Niven 
Hawkeye in the new “Last of the TAKE OFF—Fred J. Mahlstedt, CBS TV Film Sales executive, directs 
Mohicans” to film, and Jeanne the shooting of Nan Oakley, model, and Harold Niven, WBNS-TV, 
READY—Cypress Gardens water skiers display banners publicizing Parris, Official Films hostess, talk Columbus, O., in the CBS film unt s Whirlybird at the NARTB 
the 1957 Advertising Federation of America convention scheduled things over at the NARTB conven- SORvERTEN. 

for Miami Beach, June 9-13. The skiers will perform for delegates. tion in Chicago. 


ATTRACTION—John Hart, who plays 


Broman Cloud Eells O'Brian Parham Briscoe Boker Talley Moore Benham Swezey Cutler 
MOVIE MAKER HOSTS—ABC Film Syndication, Guild Films, Metro-Goldwyn-Mayer, Na- (Pat) O’Brian, TPA. In the center photo is an all-Tennessee group including Carter M. 
tional Telefilm Associates, Official Films, Screen Gems, Television Programs of Amer- Parham and Robert Briscoe, both of WDEF-TV, Chattanooga; T. B. Baker Jr. and Ruth 
ica and Ziv Television Programs entertained Tuesday evening during the National Talley, both of WLAC-TV, Nashville. At the right, Dick Moore and Edward Benham, 
Assn. of Radio & Television Broadcasters convention in Chicago. Among those at the both of KTTV, Los Angeles, get in a word with Robert Swezey, WDSU-TV, New Or- 
party were Ed Broman, Ziv; David Cloud, Earle Ludgin & Co.; Bruce Eells and R. W. leans, and attorney Lloyd Cutler of Washington. 


oa 


Azzato Jett Butt Jessel Unger Weber O'Brian Lawrence Bubeck Mitchell Wolf Belles 
FILM PARTY—Other guests at the Tuesday evening party included Anthony Azzato, NTA cago) station executive, chats with Pat O’Brian, TPA, and Jack Lawrence, MacFar- 
Film Network; E. K. Jett, WMAR-TV, Baltimore; James Butt, KOA-TV, Denver; land, Aveyard & Co., Chicago. Other party-goers were Harry Bubeck, Leo Burnett 
George Jessel, star of a new series being offered by NTA, and Oliver Unger, exec vp Co., Chicago; John Mitchell, Screen Gems vp; Robert Wolf and Carl Belles, both of 
of that company. In the center photo, Mrs. Ted Weber, wife of the WGN-TV (Chi- J. Walter Thompson Co., Chicago. 
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Your advertising 


will be read by more 


This We 


“Mac 
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people in 


than in any other 


publication 


CIRCULATION 11,691,194 
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How much is twenty seconds? 


Time charge for a 20-second TV spot 
announcement, night-time rate, covering 
the first 50 metropolitan county areas, 

is $16,580.00. 


This is the charge made for it. The cost to the 
advertiser will depend on the results achieved. 


You'll find this on no rate card. For, as 
with any medium, the actual cost is determined 
by the use made of it. 


DONAHUE & COE 


Advertising 
NEW YORK CHICAGO ATLANTA MONTREAL 
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Doyle Tells of Philosophy 
Behind New Edsel Car 


At the meeting of the Assn. of National Advertisers in March, one of the 
speakers was J. C. “Larry” Doyle, general sales and marketing manager 
of the Edsel Division of Ford Motor Co. Among other things, he explained 
briefly the reasoning behind the introduction of the new line and some 
of the problems his organization faces. This portion of his talk is reprinted 
here, from the reporting company’s tezt. 


By J. C. Doyle 
General Sales and Marketing Manager, 
Edsel Division of Ford Motor Co., Detroit 

The decision to launch this new car 
followed a series of market and consumer 
studies that dated back to 1948. The 
studies indicated that an increasing per- 
centage of people, who previously bought 
low-priced cars, are graduating to new 
cars in the medium-priced and higher- 
priced ranges. 

A few years ago the medium-priced 
field was only 20% of industry sales. By 
1955 that had grown to 34%. Even the 
three low-priced series have new series 
that sells at prices higher than some 
medium-priced cars. And, incidentally, 
I would like to call attention to the grow- 
ing tendency toward the price-conscious- 
ness—the feeling that price is every- 
thing; I believe that over-emphasis on 
this point has interfered with our sales 
progress in many cases. 


® People want the finer things even if 
they cost more, and I say in proof of that 
there is not one of us in this room who 
would be dressed as he is if price were so 
important. You can buy a cheaper suit 
than the one you have on. You can buy a 
cheaper pair of shoes. You can buy a 
cheaper shirt—but you don’t. So you say, 
“Well, that’s for me, but my prospects 
are different.” And they aren't. They are 
the same American people that enjoy the 
finer things of life and are willing to pay 
for them ...I1 am sure giving myself a 
pep talk, ain’t 1? 

You know, each year about one out of 
every five people who trade in low- 
priced cars buy up into the medium- 
priced field and the odds are five to two 
that the customer who trades up will 
trade for a car in the same corporate 
family. Those odds vary depending upon 
the number of choices that the company 
offers in that medium-priced field. 


® The Ford Motor Co. has been at a dis- 
advantage in that respect in the medium- 
priced field. We have a low-priced car to 
match the other low-priced cars of our 
two major competitors. We have a high- 
priced car to pit against their high- 
priced cars, but we have in the medium- 
priced field only one entry as against two 
entries for one of our major competitors 
and three for the other. 

Studies also conclusively prove that a 
company with two or more entries in 
that field strengthens the sales of all of 
their cars. Our company only does 17% 
of its business in the medium-priced 
field, while our two major competitors do 
45% and 47% respectively. 

In effect, we have been growing me- 
dium-priced prospects for our competi- 
tors, and that is not a very profitable 
pastime and there is no room for such a 
weakness in a market with such an ex- 


plosive vitality as we foresee in the next 
decade. 


® So our stylists have been at work 
since 1954 in designing the car that we 
thought would be the one that would be 
competitive in this area and we selected 
the winner. I suppose most of you know 
that it takes about three years from the 
time that a car comes off the drawing 
board until it comes off the end of the 
assembly line. So when we make our 
mistakes we make them early and have 
to live with them long. 

I can’t tell you much about the car it- 
self. In appearance it will be different 
and distinctive, but it won’t be ostenta- 
tious. We of course are going to be com- 
petitive performancewise and provide 
those features of comfort and conven- 
ience that the public wants today. 


# I can tell you one thing we are not 
going to do with it and that is we are not 
going to try to out-fin anybody. I made 
that statement in Detroit and I was 
spanked for taking a slap at the entire 
industry. I don’t intend it that way, and 
I am glad I ran across a cartoon in one 
of the magazines which showed two fel- 
lows looking into a showroom window 
with a car in there with great fins. One 
fellow looked at the other and he said, 
“You don’t like fins. I don’t like fins. But 
what a hell of a shape the American 
economy would be in if the people that 
buy cars didn’t like fins.” 

Well, I am not apologizing for the fins. 
I am just commenting. 


s We began building a sales staff in 
about May of 1955. By August of 1955 we 
were planning for the selection of an 
agency. We probably interviewed more 
agencies than anyone in the business— 
we listened to presentations from more 
than 25—and we were very impressed; 
we think it was time well spent. 

We had to eliminate some of our good 
friends who were handling our other di- 
visions and none of the rest of the agen- 
cies available had any automobile ex- 
perience. Those who had automobile 
experience had competitive accounts. But 
we invited into Detroit these different 
agency representatives, not for the pur- 
pose of seeing what kind of a campaign 
of suggested announcement plans they 
might have for us, but for the purpose of 
meeting their key people, of learning 
about their pattern of organization, their 
pattern of ownership, the services they 
had to offer, their successes and their 
failures. (We would rather hear of an 
agency’s failure from them than have 
somebody else tell us about it later on, 
and I have a strong feeling that it is not 
a disgrace to lose an account anyway. I 
think a good many of the changes are 
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made—from standing on the side lines 
there seems to be a question as to wheth- 
er they actually got a better agency than 
they left, and usually those things come 
from a lack of understanding.) All the 
agencies we talked to we thought were 
good and sound. 

We are very pleased with our selec- 
tion and we are very pleased with our 
association with them. 


@ We have been acutely aware of our 
problems as well as our opportunities. 
The Edsel is not just a new product, it is 
a new business. We are building for the 
future on a long-range basis and we have 
got to do it on a well-planned basis. 

I think in a going business we some- 
times are guilty of doing too much fix- 
ing. Instead of actually reorganizing on 
an over-all basis for a long period of time 
we are patching up our organization struc- 
ture. We are patching up our sales pro- 
cedures instead of really doing an over- 
all job on them. 

I am reminded of the Swedish car- 
penter who came to this country. He was 
preparing to take out his naturalization 
papers, and in the process of questioning 
him he was asked whether he could be- 
come the President of the United States 
and he said, “No.” 

They said, “Why?” 

He said, “I am too busy fixing houses.” 

Now, I wonder if in our business we 
get too busy fixing things and neglect 
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some of the broader over-all planning 
that would be most helpful to us. 

We have had a lot of time to think 
about some of these things and work on 
them. I hope they work when we get 
going. 

But our situation is quite different 
from the usual situation in the introduc- 
tion of a new product. We determined 
what we thought the market was, first, 
and then we developed the product. 
There is no such thing as consumer sam- 
pling with prototypes at about $100,000 
apiece and security making it impossible, 
or not logical, for us to expose our prod- 
uct. Why, it is just out of the question. 


s It is not possible for us to make copy 
tests without exposing our hand, and it is 
not possible for us to do test marketing. 

When we introduce we are going to 
have to introduce at one time all over 
the country. 

Now, we must overcome all these 
handicaps and do it on a realistic budget. 
We are not planning on out-bleeding, 
out-gate-folding, or out-shouting any- 
body. We intend to spend enough to 
properly introduce this new car but we 
are not going to get tangled up in a com- 
petitive spending spree. 


s We have worked very closely with our 
agency. We have taken their people 
deeply into our confidence. In the early 
stages, even when the product was still 
under development, we had weekly prod- 
uct meetings, not only for their account 
executives, but for their art people, their 
media people, their copy people, their 
research people. They were all there, too. 

We have had regular sessions. We 
have had special sessions. They work 
with us as business consultants rather 
than just as admen. They sit in on many 
of our meetings and our division discus- 
sions, and our decisions and plans are 
made on a broad marketing approach 
with due regard for their relationship 
with promotion and sales and public re- 
lations and other phases of our business. 
We bring these agency people into all 
areas of our sales activity. . 


Too Many TV 


By The Eye and Ear Man 

To the stranger on our shores, television 
and radio seem to be one commercial 
blast after another. To rationally point out 
to the stranger that actually these media 
reserve a mere 10% of the total sponsored 
time for commercials serves only to invite 
a Continental version of the Bronx cheer. 
Why? 

First and foremost villain in the piece is 
the old, entrenched evil of double spot- 
ting. This mild annoyance began when 
radio stations gave time signals and cred- 
ited them to a watch company. It also 
began when some radio stations gave a 
hotel credit in exchange for free or re- 
duced cost of studio space. 

Station owners found this so palatable 
that when television came, the double spot 
—18 seconds for the big kids and eight 
seconds for the minors—became a way of 
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doing business, excused by the need for 
revenue at first, and later accepted by ad- 
vertisers eager for a bargain. 


s Meanwhile, as television began taking 
revenue from radio, some radio owners 
threw the book away and began grabbing 
what they could. This is an unforgivable, 
unpoliceable, and atrocious overcommer- 
cialization that can only result in ultimate 
media suicide. Nevertheless, the evils of 
radio’s jamming more commercials than 
entertainment into a hot period is still 
with us. 

Television has fewer excuses for the 
unsavory facade it presents to strangers. 
If the double spotting can be overlooked 
(and by now it is habit to our viewers), 
the appearance of excessive selling in pro- 
grams cannot be forgiven. 

Most of the worst offenders are on the 
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local level. Many late, late, or early, early, 
or in-between film shows on independent 
stations are loaded with double, triple and 
sometimes quadruple spotting. If the gold- 
en goose is going to be beheaded, there is 
no better way to do it than to condition an 
audience to take a powder when the film 
shows are on. Over-commercialization 
leads to under-exposure of sell to most 
homes—hence lack of sales. 


s Some of the news programs are another 
irritant. The billboard and tease are 
sprinkled in with key news headlines, and 
then when the audience is happily lured 
into consideration of a problem that is 
earth shattering, somebody comes on and 
blasts with what appears to be a third 
commercial. The worst offenders in this 
respect appear to be the patent medicines 
that should still be sold off the back of a 
wagon in a medicine show. This kind of 
sponsor gives news the low appearance of 
propaganda. 

Another contributor to the appearance 
of “all commercials—no show” is the 90- 
minute show. “Playhouse 90,” or the nine- 
act play, as Madison Ave. calls it, which 
is the pride of CBS, is one of the leading 
contenders for the all-commercial award. 
Just as the program gets going, it is inter- 
rupted by billboards, opening 
commercial, middle commercial, and cross 
plug, station identification with double 
spots, re-introduction of new sponsors— 
and the same dreary repeat of these pro- 
cedures three times. The sponsor identifi- 
cation on this hodge-podge is non-ex- 
istent. If anything, it is hopelessly con- 
fused. An hour show, with a station break 
and multiple sponsorship, is equally foggy 
on sponsor identification. 

A last contributor to the appearance of 
overly hard sell is the economic status of 


credits, 
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television, which dictates shared programs 
and cross plugs. This practice is sound in 
its effort to get a broader exposure and to 
share the cost of television, but it is neg- 
ative in respect to its dissipation of the 
single sponsorship and subsequent appear- 
ance of too many commercials. 


s There is no easy solution to the prob- 
lem of shared programs. Nor is there any 
reason to recommend that a brand con- 
centrate on a single day with 100% spon- 
sorship rather than spread its powerful 
commercials over more days. 

Probably one of the most deleterious 
contributors to the vice of over-selling is 
the client who steals a few extra minutes 
on live shows. A leading cosmetic com- 
pany, Revlon, is one of the foremost of- 
fenders, Other companies take lead-ins 
to commercials and get indirect sell in 
these under the pretense of effecting a 
transition between show and commercial. 
These had a real purpose in the beginning 
—especially in violent shows—but lately 
they have been used as an excuse for 
more commercial time. 

Unfortunately, the oft-leveled criticism 
of American crass commercialism in tel- 
evision is justified. The little liberties 
taken by so many sponsors, which are 
overlooked by underpaid censors, have re- 
sulted in a large panorama of excessive- 
ness in their cumulative effect. 


s There is only one solution to this para- 
dox. Station, network and sponsor must 
coordinate in a joint effort to reduce in- 
terruptions to programs within reason, 
and to adhere to the generous 10% allow- 
ance of commercial time. There can be no 
exceptions to this rule if the dignity and 
obligations of television are to be pre- 
served. ° 


The Store Window Area As a Selling Area 


By E. B. Weiss 


Is the open-front window slated to be- 
come the next victim of the relentless 
retail drive for lower costs and higher 
dollar volume per square foot? 

I think it is—and since this development 
will affect certain 
phases of manufactur- 
ers’ merchandising and 
promotion precisely as 
the advent of the open- 
front window left its 
impact on these func- 
tions, we might do well 
to poke around this 
coming development. 

It appears to me that 

the open-front window 
—that is, the window which provides an 
unobstructed view of the store interior— 
will be superseded by: 
1. Batteries of vending machines on the 
street side that will sell 24 hours a day, 
seven days a week. These vending ma- 
chines will tend to shut off the view of 
the store interior. 

2. Exterior architecture that will make 
no provision at all for windows; the wall 
area will then be used inside the store 
for additional fixturing. (It is estimated 
by some stores which have been planned 
this way that some 10% of exceedingly 
valuable main-floor space is gained in 
this way.) 

3. The return of the old-time practice of 
displaying merchandise out on the street 
in front of the window; this also tends to 
hide the interior. 


E. B. Weiss 


s All three of these trends are in evi- 
dence right now, although all three are 
still very much in their early stages. As 
they win adherents, they will force revi- 
sion of the basic thinking that led to the 
rather widespread interest in the open- 
front window. 

The open-front window was really part 


of the broad move toward the open dis- 
play of merchandise and that, in turn, was 
part of the broad move toward self-serv- 
ice and self-selection. The basic principle 
was that the whole store would thus be- 
come a window display and, indeed, it 
does. 

But the window display dwindled in 
importance because shoppers showed less 
and less tendency to window shop. It is 
now being discovered that the shopper is 
equally uninterested in viewing merchan- 
dise inside the store from a vantage point 
outside the store. After all, this is simply 
another form of window shopping, and the 
gentle art of window shopping is ebbing 
rapidly. 

Another example of this trend toward 
the development of the window as a sales- 
making part of the floor area is the whole 
trend toward drive-in shopping. Under 
certain of the most popular forms of 
drive-in shopping—as used by banks, drug 
stores, etc.—a whole new type of window 
is emerging and its function is strictly one 
of selling. Even airlines and insurance 
agents are developing this technique. The 
drive-in window is in its infancy and few, 
if any, manufacturers have as yet catered 
to it. 

Today “shopping,” itself, is almost an 
obsolete term. There is less and less shop- 
ping in the original meaning of the word; 
there is more and more buying. The whole 
fundamental trend of the consumer has 
been to go to a retail store to buy—with 
a minimum of shopping around. And as 
we all now know, the buying itself is done 
with a minimum of time investment. 

Consequently, there is not too much 
logic for mass retailers in the concept of 
“opening up the entire store” so that the 
street traffic can take in the total interior 
at one swift glance. And what logic may 
remain in this concept is dwindling. 

At the same time, mass retailers are 
faced with the extremely serious problem 


The Creative Man’‘s Corner... 
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item advertised. 


story is achieved. 


? They don’t come often like this, however. And Lockheed, we feel, was par- 
ticularly smart to run this exceptional ad on its side across two pages. * 

‘ 
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FROM SEA LEVEL TO THE OARK EDGE OF OUTER SPACE 
1S A OWE MINUTE FLIGHT FOR THE K-17 RESEARCH MISSILE 
DEVELOPED BY LOCKHEED TO EXPEDITE USAF'S 
LONG RANGE BALLISTIC MISSILE PROGRAM 


LOCKHEED means leadership 


LOCHHERD MISSILE BYSTERS Orereronm 


We've felt for many years that an ad frequently “says” as much in how it 
looks as it does in its verbal message. Certainly a well-ordered ad, done simply 
and boldly, with easy-to-read type, gets across a quality “feel” about the 
product much faster than the copy—while a cluttered, jumbled, junky-looking 
ad negates anything the copy has to say of a quality nature concerning the 


Fresh and new kinds of artwork and typography have this effect, too. And 
this recent ad for Lockheed we offer as an excellent example of what we 
mean. We said a few columns ago that in an institutional ad, a reader wants 
a well-told story and wants it in detail. Well, despite only 31 words of copy in 
this ad, the words are so well chosen, the telegram-type so appropriate and the 
illustration so graphic, we feel the effect of a long, thoroughly-documented 


of selling more per square foot. And the 
higher their square foot costs go, the more 
acute does this problem become. 

Under this circumstance, it was only 
natural to begin to think of the window 
area as sales-producing footage, rather 
than as a sales promotion vehicle. From 
this concept to the realization that the 
window could and should become a part 
of the regular floor selling area was a 
small step. 

And this is precisely what is just be- 
ginning to come into evidence. We see 
some new stores that either cut the glass- 
front area to a minimum, or which dispose 
of street-level glass entirely. We see other 
new stores that are cutting into their 
windows with vending machines. And we 
see still other stores that are piling mer- 
chandise on the sidewalk in front of the 
windows. Finally, we see stores that are 
piling merchandise, fixtures, etc., on the 
inside of the “open front” windows, thus 
making them anything but “open front.” 


8 Now I do not take the position that in 
all stores either the open-front concept 
or the window concept itself will disap- 
pear. I am sure that many fine specialty 
stores, and perhaps even some few mass 
outlets, will find good reason to cling to 


glass fronts. But I believe we will find 
more and more mass retailers re-evaluat- 
ing the glass front and coming up with 
the conclusion that the space can be em- 
ployed much more profitably as a selling 
area than as a mere display area. (On 
top of this, the mounting cost of putting 
in window displays will add further en- 
couragement to this new attitude.) 


s It must be almost ten years ago that I 
began to ask whether the closed-back 
window display was not on the way out. 
I well remember the storm that that orig- 
inal inquiry aroused. 

Now I think I begin to discern the de- 
cline of the open-front window in mass 
retailing. Please note that I refer to its 
decline—not to its disappearance. Please 
note that I refer to mass retailing—not to 
all retailing. 

Within the framework, I believe that 
merchandisers would do well to think in 
terms of new fixturing concepts, new dis- 
play concepts, new promotional programs 
involving the use of the store front ex- 
terior as a selling area. As for the interior 
of the area adjacent to windows, this 
space will in time come to be regarded 
as part and parcel of the selling floor and 
handled accordingly. e 
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Because it reports... 
programs... pictures... 
and interprets the most important 

new influence in American 


living today... 


¥ ed G U : D E offers the greatest daily 


advertising exposure among the “Top 10” magazines ! 


LEADING COMPANIES ADVERTISING IN TY GUIDE 


Aluminum Co. of America 
American Tobacco Company 
Bristol-Myers Company 

CBS Hytron 

Chrysler Corp. 

Columbia Pictures Corp. 

Eastman Kodak Company 
Florists’ Telegraph Delivery Assoc. 
Ford Motor Company 

General Electric Company 

General Motors Corp. 

Hallmark Cards, Inc. 

Knox Gelatine 

Kraft Foods Co. 

Liggett & Myers Tobacco Company, Inc. 
Miles Laboratories, Inc. 

Phillip Morris, Inc. 

The Quaker Oats Company 

Radio Corporation of America 
Raytheon Mfg. Co. 

R. J. Reynolds Tobacco Co. 
Joseph Schlitz Brewing Co. 

Swift & Company 

Warner-Lambert Pharmaceutical Co. 


(partial list) 


Millions of families wouldn't let a day go by without watching TV... and over 
5,000,000 of these families wouldn't watch TV without first reading TV GUIDE. 
No other mass-circulation magazine serves the important day in and day out 
function of TV GUIDE. No other magazine is picked up so often, 


read so thoroughly. 


TV GUIDE is now read by over 11,000,000 people in the United States 
and Canada. You can buy the whole national edition, or any one or 


combination of 44 regional editions. 


If you want 7-day exposure for your advertising before a vast, loyal audience, 
take a good long look at TV GUIDE. Chances are your competitors 


already are doing it. 
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Salesense in Advertising ... 


Are Consumer Juries Dependable 
on Negative Appeals? 


By James D. Woolf 

When, in any given situation, should the 
headline-and-picture approach to the 
reader be positive and pleasant? When 
negative and unpleasant? 

I have read and heard a great deal of 
pro-and-con discussion 
of this question. I am 
acquainted with a con- 
siderable number of 
admakers who take a 
sour view of the nega- 
tive appeal. They hold 
to the notion that peo- 
ple generally tend to 
shun concepts which 

—“« -_ are disagreeable and 
disturbing, and in sup- 
port of this stand they point to a sub- 
stantial body of psychological opinion. 
Other admakers disagree, and make fre- 
quent use of the negative approach. 

I have searched the literature on this 
subject diligently and find that compar- 
atively little research has been done. The 
readership ratings do not appear to make 
a good case either way. And I have found 
in several instances that “consumer jury” 
tests are not dependable. The jury tends 
to vote in favor of the positive against the 
negative. When, years ago, women were 
interviewed and exposed to the idea that 
they might be offending in the matter of 
underarm odor, they were outraged. But 
the Odo-ro-no people went ahead anyway 
with the unpleasant campaign, and it was 
a huge success. 


s Since I accept consumer jury findings 
with a sizable grain of salt, I was most 
interested in noting the following para- 
graph in “Advertising Copy and Com- 
munication,” an excellent McGraw-Hill 
book by S. Watson Dunn, Ph.D.: 

“A few years ago, the author super- 


Unless you face these facts about 


FALSE TEETH 


..you may be in trouble! 


POLIDENT 


vised a consumer-jury test in which two 
advertisements for a leading dentifrice 
were involved. In one advertisement, the 
emphasis was on positive rewards. In the 
other, the main reward highlighted was 
the avoidance of dental troubles. The ad- 
vertisement with the positive approach 
was voted the best by the jury of over 200 
typical consumers selected on a random 
basis. As a follow-up, the advertiser had 
both advertisements inserted in a metro- 
politan daily on a split-run basis. In oth- 
er words, half the newspapers had one 
advertisement and half the other. Both 
were run the same day in the same posi- 
tion of the paper, so that all newspapers 
that day were the same with the excep- 
tion of these test advertisements. As a test 
of effectiveness, an offer was hidden deep 
in the copy of both advertisements, offer- 
ing a large tube of this toothpaste free if 
readers would merely send their names 
and addresses to the address indicated. 
Each advertisement included a different 
box number so that it would be possible 
to identify answers from each. The adver- 
tisement emphasizing the negative appeal 
caused almost three times as many con- 
sumers to write in for this free offer as 
the positive one—the advertisement which 
had come out on top in the consumer- 
jury rating.” 

When you are in doubt about the merit 
of a negative appeal as against a positive 
one, testing of some sort is surely ad- 
visable. But watch your step if you do 
your testing on a jury of consumers; it 
would appear they are not dependable. e 

* * * 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price: $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


TENSE NERVOUS 
HEADACHES 


ANACIN 


Why 3 out of 4 Doctors Recommend 
the Famous Ingredients of ANACIN 
for fast Fast Fas? Pain Relief! 


EXAMPLES—-Here are two current examples of the negative approach. Would these ads 


be stronger or weaker if the appeals were 


answer. But what kind of testing? Whatever you do, in my opinion, 
rely too heavily on the so-called 


positive? 


Only copy testing can provide the 
you should not 


“consumer jury” technique. 
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Just Looking... 


I’ve been thinking about this kid 
who put up the sign, “Worms with Fish 
Appeal.” 

The way I always heard it, he was a 
pretty smart young apple and grew up, 
maybe, to be a Dave Ogilvy or some- 
body. 

But I’ve been thinking. ‘Worms with 
Fish Appeal” indeed! Is that what 
you'd call good copy? Does it really 
sell? 


s What's this kid talking about, any- 
how? What type worms has he got? 
Dew-worms? Night-crawlers? Night- 
walkers? Or just ordinary angleworms? 

Seems to me this young merchant of 
garden hackle would do a lot better if 
he got down to specifics and gave us 


worm-fishermen something we could 


By Walter O'Meara 


get our teeth into. 

When were these jangle-bugs he’s 
talking about dug up? Are they “This- 
morning Fresh” or a week old? Are 
they young, vigorous and full of fight 
or the kind that just hangs on the hook 
like a bight of spaghetti? What about 
the count? How many to the pound? 
Any money-back guarantee? 


® That’s the kind of information a 
worm-fisherman naturally wants. But 
what does he get from this young smart 
aleck? “Worms with Fish Appeal”! 
Seems to me it’s about time to re- 
tire this kid and his fancy phrases. To 
take his place, I nominate an urchin up 
in Vermont. He writes copy that sells. 
His sign reads: “Milk-fed Dew 
Worms.” . 


DRAWTHINKS, 


The COPYWIRITER'S Art Course 


Copyright 1957 by Paul Pinsean 


Pinning down the idea 


“Propitious moment, thou eludest me” 
“Where do we go from here?” 
“It’s no good until it’s sold” 


The use of cutout figures and shapes 
to help develop the way the message 


should look (AA, April 8), is obvi- 
ously for copywriters who... . 
l cannot call the artist from the 


next room or from another floor into 
an immediate layout conference. 


2 . .do not like to stare at a blank 
page and wonder where their talent 
went 


3. ...do not already have a set format 
for the problem at hand 


4. . maybe can’t work this way 
every time, but who would like to ex- 
periment further to bring themselves 
closer to visual problems of their art 
department or outside art sources. 


Add your own drawing, adapting cut- 
outs by clipping, bending, moving and 
reversing. With little effort, this ad- 
ded stimulus of seeing while working 
may help pin down the right idea at 
the right time. 
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cut ovt symbols tell the story 


Next Lesson: 


“Connie pins down an idea” 
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“In 5 months, Spot-T'V helped us 
so from scratch to first place,” 


WS SAAR TA REE TERR TE OMS LTS yo” 


BOB YEAKEL, head of Wilshire Oldsmo- 
bile, Los Angeles—the agency which has held 
first-place in Southern California for more 
than a year, and topped the entire U. S. in 
sales during September, 1955. 


says Bob Yeakel, of Wilshire 
Oldsmobile, who credits 
impact of KTTV, Los Angeles, 
for rocket-rise in volume 


When you say ‘first-place,, Mr. Yeakel, how 
much territory does that cover? 


The entire nation. In September of 1955, Wil- 
shire Oldsmobile outsold every other Oldsmo- 
bile agency in the U. S. 


And your agency had been going only 5 months? 


We bought-out one of the country’s smaller 
agencies on May 5, 1955. 


Is it true you advertised mainly on Spot-TV? 


That’s right. We did other things, of course. 
Proper handling of newspaper advertising cn 
used-car business is always important. But Sta 
tion KTTV got the big bulk of our advertisin= 
money—and did the big job in giving a rocket. 
take-off to our sales curve. 


What gave you confidence to do so much ad- 
vertising? 

The July 4 week-end in °55, when we began to 
make hay in a big way. The 4th fell on Monday 
—so it wasn’t an extra-long week-end. But from 
Friday to Tuesday we sold more than 100 new 
Oldsmobiles and over 60 used cars to boot. 


Did that give you the idea of going after the 
top-spot nationally in September? 


Yes, and also persuaded us to continue our 
talent-hunt show, “Rocket to Stardom.” I under- 
stand KTTV is the only station having an ad- 
vertiser using a ten-hour program every week 
—and that advertiser is Wilshire Oldsmobile. 


When did you start the show? 


On that same week-end. At first it was only 
eight hours—later we expanded to ten hours— 
1 to 11 every Sunday morning. 


How many performers have appeared? 


Over 10,000. After being on our program, 
many have been able to cash-in professionally. 


If you had put as much money into other forms 
of advertising, could Wilshire Oldsmobile have 
shown the same results? 


No, itwouldn’t be humanly possible, in my opin- 
ion. Obviously our sales-performance involves 
a lot of factors. We handle a car that’s sensa- 
tional in itself. Our organization has an unbeat- 
able spirit. But we just wouldn't be where we 
are today—or anywhere near it—without the tre- 
mendous power of TV, especially KTTV. 


Television's 


First Exclusive 
. . . . . . . . - 4 
For sales building availabilities on these major-market stations ...Call BLAI * 4 & National 


Representative 


WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO.TV—Providence WEWS—Cleveland WABC-TV—New Yor’ 
WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma WXYZ-TV—Detroit KVOO.-TV—Tulsa WIIC—Pittsburgh WCPO.-TV—Cincinnati | KGO-TV—San Francisco WFBG-TV—Altoono 
WOW.-TV—Omaha KTTV—Los Angeles KFRE.TV—Fresno WFLA-TV—Tampo-St. Petersburg | WNBF-TV—Binghamton WMCT—Memphis | KFJZ-TV—Dallas-Ft. Worth) KGW-TV—Portland 
OFFICES: NEW YORK * CHICAGO * BOSTON * DETROIT °* ST. LOUIS * JACKSONVILLE * DALLAS * LOS ANGELES °* SAN FRANCISCO * _— SEATTLE 


TEmpleton 8.5800 SUperior 7-5580 HUbbord 2-3163 WOod'rd 1-6030 CHestnut 1-5688 


Elgin 6-5570 


Riverside 4228 


DUnkirk 1-3811 YUkon 2-7068 Elliott 6270 
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Like Tried & True Fans, Most Baseball 
Sponsors Will Be Back in Bleachers Soon 


New York, April 9—Most major | 


league baseball teams will have 


agency, Sullivan, Stauffer, Colwell 
& Bayles. WBAL will originate the 


their old radio and tv sponsors | broadcasts. 


back in the line-up this spring. 
Exceptions are the Baltimore 

Orioles, the Chicago Cubs and the 

Pittsburgh Pirates. The New York 


| the 


s Pittsburgh Brewing Co. has 
signed to co-sponsor 24 telecasts of 
Pittsburgh Pirates over 


Yankees have a new product on|KDKA-TV. Co-backer is Atlantic 


the bench, Salem cigarets, but the 
same company, R. J. Reynolds, is 
picking up the tab. Salem replaces 
Camel on this schedule; Winston 
will be back as co-sponsor. 

The Gunther Brewing Co. will 
sponsor the radio and tv coverage 
of Baltimore Orioles games, having 


outbid last year’s sponsor, the Na- | 


tional Brewing Co., for the rights. 
Baltimore’s three tv stations as 
usual will rotate on this schedule. 


| Refining Co., which carried radio 


coverage of the team last year with 
Pittsburgh Plymouth, and a limited 
number of telecasts, 7 or 8 last sea- 
son, with Otto Milk Co. Agencies 
are Ketchum, MacLeod & Grove 
for the brewer and N. W. Ayer & 
Son for Atlantic. 

Atlantic and Pittsburgh Brew- 


|ing are also presenting radio cov- 


erage on 10 stations, with KDKA 


jas the originating station. 
Fifty-eight home and away games | 


Radio sponsors have changed 


will be fed to seven other tv sta-|since last season for the Chicago 
tions in Pennsylvania, Maryland|Cubs over WIND and a 30-station 
and Washington. hookup. New faces are Pabst 

A line-up of 45 radio stations is|Brewing Co. (Leo Burnett Co.), 
still being added to by Gunther’s|Oklahoma Oil Co. (Maryland Ad- 


vertising) and Sidney Smith En- York, plus nine radio stations in| 


terprises (W. B. Doner & Co.), who 
will share sponsorship with Gen- 
eral Finance (also W. B. Doner & 
Co.). Coca-Cola and Sinclair Re- 
fining Co. were sponsors last year. 

Television sponsors, Theo. Hamm 
Brewing Co., through Campbell- 
Mithun, and Oklahoma Oil Co. re- 
turn this season for a 77 home- 
game schedule on WGN-TV. 

Minor changes were made in 
format by a few of the returning 
sponsors. Spanish language cover- 
age of the Brooklyn Dodger games 
over New York radio station 
WHOM, has been added on a limit- 
ed scale by radio-tv sponsors, 
American Tobacco Co. and F. & M. 
Schaefer Brewing Co., both 
through BBDO. WMGM and a 19- 
station radio hookup will carry 
English version of the games; 
WOR-TV will televise 77 home and 
25 road games. 

Jacob Ruppert Brewery, which 
last season sponsored half of the 
New York Giants’ radio coverage 
outside of New York, takes the full 
bill this season on WMCA, New 


the New England area. Ruppert, 
|which wanted to sell off half the 
full Giant package this year but 
found no takers, will televise home 
games on WPIX. Warwick & Leg- 
ler is the agency. 


s Other returning sponsors are 
P. Ballantine & Son (William Esty 
Co.) and R. J. Reynolds Tobacco 
Co. (Esty) for the Yankees over 
WINS, New York, and 30 other 
radio stations and over WPIX-TV. 

Atlantic Refining (N. W. Ayer 
& Son), Bayuk Cigars (Feigen- 
baum & Wermen) and Tasty Bak- 
ing Co. (Ayer) for the Phillies 
over WIP, Philadelphia, and 16 
other radio stations, and over 
WRCV-TV and WFIL-TV, Phila- 
delphia, and three other tv stations. 

Narragansett Brewing Co. 
(Cunningham & Walsh), Atlantic 
Refining, and Liggett & Myers To- 
bacco Co. for Chesterfield (Mc- 
Cann-Erickson) for the Red Sox 
over WHDH, Boston, in a 50 radio 
station line-up and over WBZ-TV, 


Boston, and five other tv stations. 


IN GREATER LOS ANGELES— 
SELL THEM WHERE THEY LIVE! 


EDGAR A. ATHERTON works as parts coordinator for a major aircraft plant 
in Los Angeles. But Mr. Atherton and his family live at 808 John Street in 
Manhattan Beach —.one of the mony communities in the Greater Los Angeles 
“Hometown” Market served by the COPLEY “Hometown” Newspapers. 


Edgar Atherton and his family are among the millions in 
Greater Los Angeles who are sold best in their own homes 

. who respond fastest to the sales appeal that reaches 
them where they live. And 25% of the people in Greater 


ALHAMBRA POST-ADVOCATE 
BURBANK DAILY-REVIEW 

CULVER CITY EVENING STAR-NEWS 
GLENDALE NEWS-PRESS 


“The nine Oy of Truth” 
COPLEY newspapers 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Los Angeles live in areas covered by COPLEY News- 
papers. For penetrating coverage . . . for strong merchan- 
dising support .. . for more sales per advertising dollar 
... buy these COPLEY “Hometown” Newspapers — 


MONROVIA DAILY NEWS-POST 

REDONDO BEACH—SOUTH BAY DAILY BREEZE 
SAN PEDRO NEWS-PILOT 
VENICE EVENING VANGUARD 


15 “Hometown” Newspapers covering Greater Los Angeles 


— Springfield, Illinois — Northern Illinois — and 
San Diego, California. . . All the local news plus the 


COPLEY Washington Bureau and the COPLEY News Service. 


Advertising Age, April 15, 1957 


Theo. Hamm Brewing Co. 
| (Campbell-Mithun) and Oklahoma 
Oil Co. (Maryland Advertising) 
‘for the White Sox over WGN-TV, 
| Chicago. General Finance Co. 
| (Gordon Best Co.), Oklahoma Oil 
|Co., General Cigar Co. (Young & 
|Rubicam), and Anheuser-Busch 
(D’Arecy Advertising Co.) for the 
White Sox on WCFL, Chicago, and 
about 58 other stations. 

Miller Brewing Co. and Clark 
Oil & Refining Co. (both Mathie- 
son & Associates) for the Braves 
on WTMJ and WEMP, Milwaukee, 
in a line-up of 38 radio stations. 


# Anheuser-Busch for the Cardi- 
nals on KMOX, St. Louis, and 90 
other stations, and over KTVI-TV, 
St. Louis. 

Ford dealers (J. Walter Thomp- 
son Co.) and Hudepohl Brewing 
Co. (Stockton, West, Burkhart) for 
the Redlegs over WLWT-TY, Cin- 
cinnati, and two other tv stations. 
Burger Brewing Co. (Midland Ad- 
vertising Agency) for the Redlegs 
over WKRC, Cincinnati, and 45 
other radio stations. 

National Brewing Co. (W. B. 
| Doner & Co.) for the Senators over 
WWDC, Washington, and 50 other 
radio stations and over WTTG- 
TV, Washington. Goebel Brewing 
Co. (Campbell-Ewald Co.) and 
Speedway Petroleum (W. B. Don- 
er) for the Tigers over WJBK, 
Detroit, in a 25 radio station line- 
up, and over WJBK-TV, Detroit, 
| and five other tv stations. 

Carling Brewing Co. (Lang, 
Fisher & Stashower) and Standard 
Oil Co. of Ohio (McCann-Erick- 
son) for the Indians on WEWS-TV, 
Cleveland, and Carling and Central 
National Bank (Fuller & Smith & 
Ross) for the Indians on WERE, 
Cleveland, and a line-up of 52 sta- 
tions in New York, Pennsylvania 
and Ohio. 

Schlitz Brewing Co. (Majestic 
Advertising Agency) for the Ath- 
letics over KMBC, Kansas City, in 
a 47-station line-up. 


® The NBC and CBS television 
networks have both scheduled 
baseball programs on Saturday 
afternoon. Sponsors of CBS-TV’s 
“Baseball Game of the Week” are 
Falstaff Brewing (Dancer-Fitzger- 
ald-Sample), Philip Morris Marl- 
boro cigarets (Leo Burnett) and 
the American Safety Razor Corp. 
(McCann-Erickson). 

NBC-TV has sold a quarter of its 
“Major League Baseball” program 
to R. J. Reynolds Tobacco Co. for 
Camel cigarets (Esty). Camel was 
replaced this year by Salem ciga- 
rets as an R. J. Reynolds product 
sponsor of the Yankees. 

NBC-TV has made the rest of its 
baseball program available on a 
“co-op” basis in more than 100 
markets. Games are available in 
one-quarter, one-half and three- 
quarter segments. 

Daily baseball on radio is of- 
fered by the Mutual Broadcasting 
System with its “Game of the Day” 
program, which is sold mainly on 
a co-op basis by affiliated stations 
jof the network. However, the 
Quaker State Refining Corp. signed 
for the Saturday broadcasts of the 
series. 7 


Two More Doctors Join 
William Douglas McAdams 

Dr. A. Teresa Keating and Dr. 
Manly B. Donaldson have joined 
William Douglas McAdams Inc., 
New York ethical drug agency. Dr. 
Keating was formerly with War- 
ner-Chilcott Laboratories, and Dr. 
| Donaldson was with Merck & Co. 

McAdams announces that it 
|now has 37 doctors on its staff— 
20 physicians, 12 Ph.D.’s, three 
veterinarians, one dentist and one 
osteopath. 


Fred Lange Associates Moves 

| Fred Lange Associates, in- 
dustrial advertising agency, has 
moved to 222 E. 46th St., New 
York. 
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Campana Buys Time 
on Two Networks as 
Radio Selling Hums 


New York, April 9—Recent 
buying at the radio networks had 
no particular pattern, with spon- 
sors ordering evening newscasts 
and morning, weekend, mid-day 
and evening programming seg- 
ments. 


e At ABC Radio, Bridgeport Brass 


Co. (Hazard Advertising Co.) pur- | 
chased four segments a week in a/| 
morning program. The Midas Muf- 
fler Co. (Bozell & Jacobs) signed 
to co-sponsor “ABC Late News” | 
with R. J. Reynolds Tobacco Co., | 
Monday through Friday. 

Campana Sales Co. (Erwin,| 
Wasey & Co.) begins sponsorship 
of one morning, five-minute seg- 
ment a week for Italian Balm and | 
lotion spray on April 15. Charles | 
E. Hires Co. (N. W. Ayer & Son) | 
co-sponsors a five-minute “ABC | 
Late News” show with R. J. Rey- 
nolds, beginning April 29 for 
Hires root beer. 

e Four advertisers 
Radio weekend 
Dixie Cup Co. 


bought CBS 

segments. The 
(Hicks & Greist) | 
and the Vernell Candy Co. for 
Vernell buttermints (Martin & 
Tuttle Advertising Agency) signed | 
26-week contracts for segments of 
the “Robert Q. Lewis Show.” The 
Campana Sales Co. and Cowles 
Magazines, for Look (McCann- 
Erickson), ordered 13-week sched- | 
ules of five-minute segments on | 
the same show. 


e At NBC Radio, the initial order 
using the network’s 20-10 plan 
was placed by the American Dairy 
Assn. (Campbell-Mithun), which | 
ordered a 13-week campaign start- 
ing June 3. The plan offers ten 30- 
second and ten one-minute partic- 
ipations in the network’s Monday- 


. =. 


7 


a 
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Hower Honneus Kendall 


INTERNATIONAL FARE—Munching over some international advertising 

problems at the International Advertising Assn. luncheon at the 40th 

convention of the Export Managers Club of New York last week 

were Harry S. Hower, Corning Glass Works; William S. Honneus, 

Time International; George E. Kendall, International General Elec- 

tric Co. and president of the association, and John A. Aron, U.S. 
Rubber International. (Story on Page 92.) 


Aron 


through-Friday, 10 a.m.-4 p.m.;Wine Campaign Stepped Up 
programs at a special package! In a pre-holiday effort (East- 
price. jer and Passover), Manischewitz 
Other orders include the Sleep-| Wine Co. has stepped up its test 
Eze Co. (Barton A. Stebbins Ad-| advertising in newspapers for Me- 
vertising Agency), three evening | dium Dry Concord wine and add- 
participations a week for 13/ed to its radio-ty spot drive on 
weeks; S. C. Johnson & Son|more than 300 stations. The in- 
(Foote, Cone & Belding), eight| creased newspaper schedule calls 
30-second pavticipations a week-|for insertions of 1,500 lines in 


, end on “Monitor” for five weeks, | eight newspapers: the Herald- 


starting June 28; Scholl Mfg. Co.| Journal and Post-Standard, Syr- 


|for Dr. Scholl products (Donahue| acuse, N. Y.; the Blade and the 


& Coe), two one-minute partici- | Times, 
pations a week for 11 weeks,|Chronicle, Allentown, Pa.; and 
Starting April 16; and _ the|the Ledger Dispatch & Star and 
Pharma-Craft Corp. (J. Walter| the Virginian Pilot in Norfolk. 
Thompson Co.) a daily one-min-| 

ute participation for two weeks. e | Tintex Switches to TV 


Park & Tilford Distill Corp. i 
Winkler Joins D'Arcy in L. A. ar ilfor istillers Corp. is 


Toledo; the Call and 


with the San Francisco office of | Tintex and is switching to alter- 
Kenyon & Eckhardt, 
the Los Angeles office of D’Arcy Party” in color and b&w on NBC- 
Advertising Co. as an account ex-| TV, beginning April 17. Emil Mo- 
ecutive. | gul Co. is the agency. 


suspending an all-radio daytime) 
G. Delmonte Winkler, formerly | campaign it launched March 4 for | 


| Supreme Products to BBDO 

| Supreme Products Corp., Chica- 
| BO, subsidiary of American Safety 
|Razor Corp., has named Batten, 
| Barton, Durstine & Osborn to han- 
|\dle consumer advertising for its 
small appliances and home hair- 
cutting kits. Supreme did no con- 
sumer advertising previously. 


| American Tobacco Elects 
American Tobacco Co., New 
York, has elected Alfred F. Bow- 


| den, formerly assistant to the pres- 

ident, vp and director of public 
relations. Robert B. Walker. direc- 
tor of sales, has also been elected a 
vp. 


Baker Joins Stockton, West 

Wallace £. Baker has resigned as 
advertising manager of Shillito’s 
Department Store, Cincinnati, to 
become merchandising director of 
| Stockton, West, Burkhart, Cincin- 
|nati agency. 
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“He wants his son to be a big media man, too.” 


has joined| nate sponsorship of “Masquerade | 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including 
a 21,000 edge in City Zone Circula- 
tion . . . a healthy lead in Retail 
Display Linage. Get full story from 
Moloney, Regan & Schmitt, Inc. 


ENJOY the advantages of worry-free 


production 


of electrotypes, mats, 


plastic plates, and R. 0. P. color mats 
by calling 


HA 7-3732 


» 


j 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 
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World Ad Level 
to Top U.S. Total, 


Honneus Predicts 


Exports of U. S. Plants 
Abroad Were Double 
U. S. Exports, He Says 


New York, April 9—Advertis- 
ing outside of the U. S. will ex- 
pand by as much as $2 billion in 
the next five years and eventually 
the non-U. S. total will exceed the 


WSRS 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Radio-Active"’ MBS 


amount being spent in this coun- 
try. 

These were some of the 
international advertising  pros- 
pects raised last week by William 
S. Honneus, advertising director of 
the international editions of Time. 

In a talk at the 40th anniver- 
sary convention of the Export 
Managers Club of New York, Mr. 
Honneus revealed results of a sur- 
vey conducted last month to back 
up his predictions. 

He reported that he sent presi- 
dents of 140 U. S. companies with 
large overseas investments a 
questionnaire headed, “Overseas 
Markets in 1962.” From the 54% 
return, this picture emerged: 


e 88% believe their foreign mar- 
kets will be greater in 1962. 


|e 94% plan an expansion of man- 
ufacturing facilities outside the 
U. S. within the next five years. 


|@ 84% said they will expand their 
jsales promotion and advertising 
| “to develop and hold overseas 
markets.” 


A MARKET YOU CAN EASILY 


PUT YOUR FINGER ON 


NORTHWEST 


NORTH CAROLINA 
Market? 


The Northwest North Carolina Market is a clearly defined 


market —one you can easily 
towns... 
. rich tobacco harvests . . 


bustling communities . . . 


put your finger on. Thriving 
busy industrial plants 


. these are the things that boost 


the buying income of families in this important 11-county 
area. Their daily newspapers are the Winston-Salem Jour- 
nal and Sentinel, with a concentrated circulation pattern 
that snugly fits the area. When you buy the Journal and 
Sentinel you buy Winston-Salem plus Northwest North 


Carolina. 


107,560 FAMILIES* 


— $447,044,000.00** RETAIL SALES 


ONLY THE JOURNAL AND SENTINEL DOMINATE 
NORTHWEST NORTH CAROLINA 


100% 


COMBINED PENETRATION IN WINSTON-SALEM 


83% COMBINED PENETRATION IN THE 11-COUNTY AREA 


*Rockingham County coverage includes 5 townships 
**Standord Rate and Dota, Current Consumer Markets 


WRITE PROMOTION 
DEPARTMENT 

FOR NEW 1957 
“KNOW OUR MARKET’ 
BROCHURE one 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 


WINSTON-SALEM 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 


Signs thr 


TWIN CITY 


e Only 8% said the proposed 
common European market will 
have an unfavorable effect on 
their overseas business. 49% said 
the effect will be favorable, and 
35% said it will have no effect. 


= Mr. Honneus said the rising 
Standards of living in many for- 
eign countries should accelerate 
the grovth of advertising. By 
1962, he said, advertising outside 
North America will have ex- 
panded from the current level of 
$3 billion to $4 billion or $5 bi- 
lion. 

“International advertising agen- 
cies,” he speculated, “should pick 
up a major share of this $1 bil- 
lion in the next five years, and so 
will many domestic agencies 
abroad, particularly if they ex- 
pand the range of their services to 
advertisers.” 

Mr. Honneus added: “I believe 
the day will come when world ad- 
vertising will equal or exceed the 
total U. S. domestic advertising. 
Overseas markets are only lim- 
ited by the development of pur- 
chasing power.” 

Giving a quick survey of Amer- 
ican business involvement in 
world trade, Mr. Honneus pointed 
out: 


e 30% of all Latin American ex- 
ports in 1955 “were directly due 
to U. S. companies operating in 
Latin America.” 


e In Great Britain, direct Amer- 
ican investment now totals $1.3 
billion, and British-made Ameri- 
can goods “now comprise more 
than half of British exports of 
such products as_ refrigerators, 
washing machines, industrial in- 
struments, office machinery, agri- 
cultural machinery and _ antibi- 
otics.” 


e In 1955, when commercial ex- 
ports from the U. S. were more 
than $14 billion, U. S.-controlled 
companies in foreign countries 
“exported to third countries a to- 
tal of $32 billion.” 

Other speakers at the export 
managers meeting also predicted 
expanding overseas horizons for 
American companies. 


s Walter H. Diamond, economist 
of McGraw-Hill International 
Corp., forecast a 7% gain in U. S. 
commercial exports in 1957 to a 
total of $18.5 billion. | 

Mr. Diamond noted that world 
trade—both exports and imports 
—has climbed from $100 billion 
in 1950 to $200 billion this year, 
and he said the U. S. has man- 
aged to retain a steady 16% share 
of this business. 

But, the McGraw-Hill execu- 
tive warned, the birth of a com- 
mon market in Europe, bringing 
with it tariff walls against Amer-| 
ican exports, “is bound to shift 
the emphasis of U. S. trade from | 
Western Europe to Latin Amer- 
ica.” 

Mr. Diamond said that while | 
American business men may not| 
feel the full brunt of the common | 
market for 17 years, “the U. s.| 
exporter must lay the ground- | 
work immediately to seek out new 
markets outside of Europe onal 
colonial Africa.” 

Reviewing 44 world markets, 
Mr. Diamond found that “25 are 
scheduled to buy more from the 
U. S. exporter in 1957 than last 
year, while three should hold | 
steady. 

“Of the 14 republics analyzed 
in Latin America, 12 will boost 
purchases from you,” he said. | 
“Therefore, it is easy to see where 
the best profits are waiting for} 
the American business man who} 
sells abroad in 1957. The bulk of 
your share of the $1 billion in- 
crease this year resulting from 
world industrialization is destined 
to come from Latin America.” | 
# Charles Todd Lee, edvertiina | 
director of Philco International 
Co., said that in the international | 


- 


REFRESHING—Blitz-Weinhard Co., 
Portland, Ore., brewer, illustrates 


s “Pour...” theme in this news- 
paper color page. J. J. Weiner & 
Associates, San Francisco and 


Portland, is the agency. 


field “there is no simple answer 
to advertising.” Each market 
“must be studied separately and 
a program tailored to its needs,” 
he said. 

Mr. Lee cautioned against the 
danger of allowing international 
magazines “to carry too much of 
our advertising load.’ In most 
cases, he said, use of international 
magazines “should be followed up 
by local advertising which says, 
‘This fine product is available 
here in your own market. Get it 
today.’” 


@ On the other hand, Mr. Lee also 
warned against giving distributors 
“too much freedom,” as “they 
may either misuse 
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funds or not use them sufficient- 
Ags 

Edward J. Higgins, assistant 
general manager of the interna- 
tional division of U. S. Rubber Co., 
told the meeting that two-thirds 
of the American goods sold abroad 
today are made abroad. 

“In 1942, exports accounted for 
72% of our foreign sales,” he said. 
“Today, 76% of the dollar volume 
of goods we sell abroad is made 
outside the U. S.” 


s E. I. McClintock, vp of Sterling 
Drug, said growing world indus- 
trialization holds forth “markets 
richer and wider by far than can 
be imagined.” 

Mr. McClintock pointed out 
that with more than half of the 
world’s population engaged in in- 
dustf1al development, “this means 
greater national income and con- 
sequently a higher standard of liv- 
ing.” He added: 

“Can you imagine the effect on 
world trade of the living stand- 
ards advancing of 1.5 billion peo- 
ple? There will be first a tre- 
mendous increase in demand for 
investment funds, followed by un- 
precedented demands for capital 
goods. 

“As industry gains, employ- 
ment will grow. As employment 
rises, wages will increase. As 
wages go up, the standard of liv- 
ing will improve. 

“Then will come the period of 
demand for consumer goods that 
will tax the capacity of all the 
industrial countries of the world.” 


Fortinberry Joins Maxon 

Glen W. Fortinberry has joined 
Maxon Inc., Detroit, as assistant 
to Lou R. Maxon, president of the 
agency. Mr. Fortinberry formerly 
was with Ruthrauff & Ryan, Hous- 


cooperative | ton. 


for conventions, trade association shows, 
industrial and commercial exhibits . . . 


SELL MORE where MORE is soup 


@ to the most diversified audience in the 


nation 


@to the most influential buyers in the 


world 


in the show place of the nation's capital 


Only the modern, fully equipped D. C. Armory 
offers you an audience that is responsible for 
influencing more people and more purchasing 
agents of more organizations to buy more 
products than any other combined audience 


in the world... 


Government Agencies 
Military Organizations 
Industrial Groups 


_ Ideally located . . 


For FREE colorful brochure and further infor- 


mation—write, wire, or phone: 


Arthur J. Bergman, Menager 


D. C. NATIONAL 


Union Organizations 
Diplomats 
Statesmen 

. and other dominant groups 


"SES Pie 


“ 


Stee 
Stet taen 
’ Besesedys 


Sceeseean 
Seseeees 


Square 
Feet 


@ 76,000 sq. ft. 
of unobstructed 
floor space on 
main level —plus 
on additional 
60,000 sq. ft. on 
lower level. 


@ Catering and 
restavrant facili- 
ties. 


. near Capitol Hill, the Penta- 


gon, government offices, private industries, and 
7 close to Union Station and National Airport. 


@ Convenient 
drive-in facilities. 


@ Parking for 
1,500 cars. 


GUARD ARMORY 


the prestige choice for your next convention 


‘ST CAPITOL STREET * WASHING 
LINCOLN 7-9077 
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FTC Prepares Slap 
at Stamp Company 


Promotion Claims 


WASHINGTON, April 10—A Fed- 
eral Trade Commission investiga- 
tion of trading stamp companies is 
expected to lead soon to a series of 
complaints against several of the 
biggest operators, but none of the 
complaints will involve basic prin-| 
ciples necessary for the survival | 
of the plans. | 

For months the commission’s | 
staff has been looking into all as- 
pects of the operations of the big 
stamp companies. The complaints 
currently drafted for approval by 


fringe issues, including “false ad- 
vertising” in premium catalogs, 
and unfair use of the word “free.” 
A second, more troublesome of- 
fense turned up in the investiga- 
tion hinges on the use of exclusive 
contracts, or discrimination in the 
fees charged competing stores 
which sign up for stamp plans. 


® The FTC complaints were re- 
ported ready for release almost a 
month ago. There were fresh re- 
ports last week that they will 
probably appear this month 

FTC estimates there are over 
400 stamp companies operating at 
the present time, with $600,000,000 
volume. The stamp companies 
claim almost half of all U.S. fam- 
ilies currently are savers. 

As part of the investigation, FTC 
has looked over the premium cata- 
logs and promotion literature to 
determine whether premiums are 
misrepresented. Some investigators 
have paid particular attention to 
uses of the word “free,” since it 
is felt at FTC that consumers “pay” 


for the stamps through higher 
prices on merchandise in stores 
that give them + 


Muralo Breaks Campaign 

Muralo Co., Bayonne, N.J., 
ufacturer of paints and paint 
emulsion products, breaks a re- 
gional newspaper campaign this 
month for its PVA-Mural Tone 
and Ultra-Gloss wax. The New 
York Daily News, the New York 
World-Telegram & Sun and the 
Newark News will be used. Ads 
running 450 lines will carry 
the theme “Triple your money 
back on an unconditional guaran- 
tee.” Handling is S. R. Leon Co., 
New York. 


man- 


METAL 
EMPIRE 


2nd Largest Maskatin ths 

Hundreds of millions of dollars spent and 
proposed—TACONITE MINING—New 
Towns —SEAWAY—New Payrolls 


To reach end sell =. vitel market your 


best buys d(DSM-TV 
Top TV &t the Top of the Nation 


WDSM-TV 


NBC — CHANNEL 6 
A 3 BILLION DOLLAR MARKET 


Duluth «& Superior 
<&. 


Alfchated wer vw 
Perens Gonveuns 


Enchowve Netonal Representatives 
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Advertising We Can Get Along Without...No. 9 


P. O. BOX 8672 


CLASSIFICATION: 


Is An Adverti Solx mation 


FEDERAL CLASSIF IED DIRECT. ORY 
WASHINGTON 11, D. C 
NOTICE OF PUBLICATION of whe FreDERAL CLASSIFIED DIRECTORY, 00 


annual directory 
and the display ad below will be considered approved for publicauon 
copy of the directory upon publication. 


Just return the stub on this Notice of tion with your 


Display Ad 2". 


Ventiluting Equipment 


The Flexeust Co. 
100 Perk Avonue 
New York 17, N.¥ 


MAKE CHECK PAY oy TO — 
O. Box 


8672, Washington 11, D. C 
See Other Side 


You wil cnsaive 8 


Per Year $70.00. 


FEDERAL CLASSIFIED DIRECTORY 


Please Detach and Return = Stub 
With Your Remicu 


SEND TO 


Federal Classified Directory 


P. O. BOX 8672 
WASHINGTON 11, D. C 


s your Fed aod address correct? 
it "da lay ad is incorrect, please make correction on 
reverse side of this stub. 


Detach Here 


Advertising of business of product, a ae aa 
cation, in alphabetical order, is -h—}- 
so the forthcoming edition. 


DISPLAY AD WILL NOT BE PUBLISHED 
UNLESS PAYMENT IS MADE 


RETAIN THIS SECTION: It is your record of payment 


Paid by Check No. 


a 


| REPEAT—T. G. May, 
the commission deal largely with | 


sales manager of Flexaust Co., 
sent the above “notice of publication” 
had printed a similar invoice-type advertising solic- 
itation in this department earlier. We repeat on this 
category of advertising we would be delighted to get 


to us after we 


along without because there seem to be a consid- 
“solicitations” which are being made, and we hope 


come in. 


Masla Forms Own Company 
Jack Masla, 


and general 


manager of Burke- 


| Stuart Co., radio-tv representative, 
formerly exec vp has opened his own radio-tv rep- York, 
resentative company, 


& Co., at 551 Fifth Ave., 
and is in the 


Jack Masla opening a Chicago branch. 


New 


process of 


93 


| O’Connell Joins Fitzgerald 


| 


that every advertiser will recognize them when they | 


| olive Co., 


John J. O'Connell has joined 
Fitzgerald Advertising Agency, 
New Orleans, as an account execu- 
tive on Snowdrift shortening. For 
the past eight years, Mr. O’Con- 
nell has been with Colgate-Palm- 
New York, where he 


|was a merchandising brand man- 
ager in the soap sales department. 


erable number of these invoice-type advertising | 


| 


Touchy readers get ideas that Adver- 
tisers or Agencies have invaded their 
rights. When a claim is 
need our 
“INSURANCE 
devised especially to take the sting 
out of these cases. It’s surprisingly 
inexpensive and it does the job 
adequotely 
WRITE FOR DETAILS 


EMPLOYERS R 


— CORPOR 
_ INSURANCE 


filed, you 


ND RATES 


Cie Your Deusraper Ads « COMMANDING 


(— —_——_——— 


"REILLY SUGGESTS 
YOU INQUIRE INTO THE 
MATERIALS and TECHNIQUES — 
“ABILFHES” THAT GO 
INTO THE MAKING OF YOUR 
PRESENT NEWSPAPER PLATES. 
iF THEY 
DONT MEASURE UP 10 
OUR STANDARDS, 
WHY NOT ACT ACCORDINGLY? 


REILLY ELECTROTYPE 


_ wl in| | | I il || 


- 


il 
| ier ie) i 
At Reilly Electrotype we've come to 


the conclusion that the word VISIBIL- 
ITY can be spelled another way: 


Viz.(‘namely’) ABILITY 


He] | Uk I 
isi oe WMe 
ai 8 
isi Of 
on 


‘a7 
tI 
iil 


TYPES give you the best possible per- 
formance of any newspaper plate 
because of the exclusive Duramatrix 
from which the PLASTICTYPES are 


molded. And only Reilly employs en- 


Then Viz. ABILITY would mean 

“namely, Tyr abilityWe' v@stTetched the 
spelling a bit, but not, actually, the 
truth of the matter. VISIBILITY 4s 
“namely, ability.” 

When you use Reilly PLASTIC- 
TYPES® you'll easily see that out- 
standing VISIBILITY és namely ability— 
over fifty years of it. Reilly PLASTIC- 


open areas. 


advertisements. 


DIVISION 305 E. 45TH 


gravers_ for exacting quality control 
and guarantees that their plates are - 
routed to a depth of .055” in all 


We'll be glad to show you tear sheets 
from a national 
show you how PLASTICTYPES give 
the finest reproduction of newspaper 


campaign. They'll 


STREET, NEW YORK 17, N.Y. 
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Presser Folds 
‘Etude’ as Function 


Fades, Costs Rise 


Bryn Mawr, Pa., April 9—In- 
creased costs have forced the 
Theodore Presser Co. to announce 
the end of Etude with the May- 
June issue. 

Etude, which once had a circu- 
lation of some 250,000, was found- 
ed in October, 1883. Its net paid 
last Dec. 30 was 52,983. In 1955 
the magazine’s advertising rev- 
enues came to $83,617; last year 
the figure was $76,448. 

Founded with an investment of 
$250 by the late Theodore Presser 
to provide technical information 
to teachers about piano music and | 
methods, Etude for 72 years was 


| 
| 


a monthly. Then, in 1955, it went Metro Appoints Phillips 


to ten times yearly (bi-monthly 
during the summer). It also 
changed format, going to a stand-| 
ard 7x10” three-column page. 


Arthur A. Hauser, president of | 


the Presser Co., a leading music 
publishing house, said Etude’s de- 
cline was traceable to changing | 
conditions and the availability of | 
conservatories providing advanced | 
courses in piano pedagogy. In the 
magazine’s early days, teachers 
who did not live near large metro- 
politan areas had little opportun- 
ity to learn their craft. ; 
Mr. Hauser added that Etude’s | 
increased costs have made 
burden to the company. 


Crumley Named Young VP 

William Crumley, research di- 
rector of Young Television Corp., 
New York, tv representative, has 
been named vp in charge of a 
search and a director of the cor- | 
poration. 


George Phillips, formerly with 
Puck—The Comic Weekly, has 
joined the Chicago comics sales 
staff of Metropolitan Sunday 
Newspapers Inc. 


overwhelmingly dominates its 
home territory and in 20 counties 
of its 4l-county coverage WJAC-TV 


serves 80% to 100% 


RCA Victor Uses 
Kiosk-Style Display 
to Push Radio Sets 


PHILADELPHIA, April9—RCA 
Victor’s Radio & Victrola Division 


of TV homes. 


|has prepared a series of dealer 
}aids for the 1957 portable radio 
peak sales season. 

Portable dealer aids carrying out 
the vacation and travel theme in- 
clude six four-color travel posters 
which feature photographs of 
world famous landmarks and carry 
copy on a variety of portable and 
transistor radios. A new display 
shows two portable radios and two 
transistor Personals. Its central 


} 
| 


|pixies fit over portable sets. In- 


TRAVELERS — RCA 
Victor radio and 
Victrola dealers 
will show this 
display on coun- 
ters and in win- 
dows during the 
1957 peak port- 
able radio sales 
season. Approxr- 
imate size of the 
display: 31 x 34 
= 3”. 


unit resembles a European kiosk, 
street corner bulletin’ board. 
“Arms” move in see-saw fashion to 
call attention to the portables. 
Six die-cut cards in the form of 


store materials are rounded out 
with a door-hanger with printed 
messages on both sides, window 
streamers and counter booklets. A 
factory paid window display fea- 
turing the kiosk will be allotted to 
distributors on a limited basis for 
the opening drive. 

To help extend the season, RCA 
has prepared a window display 
contest which will begin June 1 
and end Aug. 15. 

Kenyon & Eckhardt is the agen- 


icy. 


Greyhound Post 
Houses Diversifies, 
Adds Holiday Inns 


New York, April 9—Greyhound 
Post Houses, a division of the 
Greyhound Corp., is planning a 


PENNA. 


aT, Gee 


"* 


Here is Pennsylvania's 3rd TV Market. . 


million TV homes. . 
ric 
WIAC-TV is far out front. . 


pe 


. with over a 


. and WJAC-TV is the key to this 
and responsive area. On its own “home grounds” 
. and, at the same time, over 


this wide 4l-county area, more than half-a-million viewer 
homes follow WJAC-TV three or more days a week. It's 
the efficient, effective, economical way to cover South- 


western Pennsylvania. 


80 to 100% 


20 to 80% 


Get the full details 
from your KATZ man! 


large-scale expansion 
way inns, airport, in-plant and of- 
fice food service. 

Arthur S. Genet, president of 
Greyhound, and J. F. Edwards, 
president of Greyhound Post 
Houses, have announced jointly 
that the latter organization has 


into high- | 


and believes they will help “show- 
case” all Greyhound services. 
Holiday Inns operate under eith- 
er direct ownership, with head- 
quarters in Memphis, Tenn., or 
franchise, through agreement with 
Holiday Inns of America Inc., 
owner of the Holiday Inn trade 
name. + 


Jenove, Lieb] Elected VPs 
Robert M. Jenove, media direc- 
tor since 1949, and Howard Liebl, 
an account executive since 1948, 
have been elected vps of Albert 
Frank-Guenther Law, New York. 


signed contracts to take over and| WPTR Names Adam Young 


operate restaurants and food serv- 
ice in Holiday Inns, a highway ho- 
tel system. 

“Before year's end,” the an- 
nouncement said, “Post Houses 
expects to have a total of 15 Holi- 
day Inn restaurant operations. 
When this first group of Grey- 
hound Holiday Inn concessions be- | 
|comes fully operative, they should 
|}add about $2,000,000 annually, or 
| approximately 10%, to Greyhound 
| Post Houses’ gross volume, which | 
lin 1956 totaled $19,500,000. 

“Greyhound Post Houses plans 
to extend its operations into air- 
ports and te establish in-plant and} 
|in-office-building food services. | 
Holiday Inns now occupy 42 lo- 
cations, and a total of 3,203 units] 
throughout the country, and an | 
additional 31 locations by year’s| 
end are planned.” 


® An advertising program is being 
considered by Greyhound Post] 
Houses, ADVERTISING AGE was told. 
No agency has been selected yet, | 
although Grey Advertising Agen-| 
cy, which has the Greyhound ac- 
count, is considered a likely choice. 
It will probably be several months 
| before any advertising is launched | 
| by the Post Houses division. 
| Operations in Holiday Inns and 
lother new Greyhound food serv- 
| ices constitute another diversifica- 
| tion step by Greyhound, which re- 
cently added Rent-A-Car, Rent-A- 
Truck, and U-Drive-It services. It 
also extended its air-package ex- 
press service, as well as escorted, 
package tours and charter serv- 
j}ices. Greyhound intends to make 
| Holiday Inns_ prestige 


locations 


Adam Young Inc. has been ap- 


| pointed to represent WPTR, Al- 


bany, N. Y. The station was for- 


|}merly handled by Weed & Co. 
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N.Y. Better Business 

Bureau Got 19% More 
.* * - ’ 

Inquiries in ‘56 

New York, April 9—Better Bus- 
iness Bureau of New York City re- 
ports that in 1956 it received 126,- 
698 inquiries, a gain of 19.4% over 
1955, but the total number of com- 
plaints received dropped 9% to 25,- 
290 last year. 

Of several thousand newspaper 
ads checked by the local bureau’s 
staff in 1956, it found 3,544 errors 
serious enough to require bureau 
contact with the advertiser by mail, 
phone or in person. A total of 632 
radio and tv commercials were re- 
ferred to bureau department heads 
for action. 

Publication in 1956 of the “Guide 
for Retail Advertising of Textile 
Fibers” increased to nine the num- 
ber of special codes governing ad- 
vertising and selling practices that 
the bureau enforces on behalf of 
specific trade groups. 
| Others (with parentheses show- 
jing year of adoption) are: Furni- 
iture (1930); men’s wear (1949); 
radios, tv, tv service, home appli- 
ances (1950); re-upholstery and 
slip covers (1952); storm windows 
(1952); freezer food plans (1953); 
room air conditioners (1954); floor 
coverings (1955). 


s During °56 the bureau received 
151,988 specific requests for serv- 
ice, 13.4% more than in '55. Top 
ten trouble categories listed by the 
bureau are: home appliances; fur- 
niture; television sales and service; 
home improvements; storm win- 
dows; automobiles; toys and novel- 
ties; women’s and infants’ apparel; 
floor coverings, and _ photog- 
raphers. ~ 


Bethlehem Omitted from Report 

Because of a clerical error, As- 
sociated Business Publications re- 
ports, Bethlehem Steel Co. was 
left off the list of 274 companies 
investing $175,000 or more in 
business publications in 1956, re- 
leased April 2 (AA, April 8). The 


estimated investment of Bethle- 
hem Steel for 1956, ABP says, 
was $687,900, which ranks it 45 


in the listing. “Consequently, all 
figures on number of advertisers 
in our release have been increased 
by one (for a total of 275). Also 
dollar figures should include the 
Bethlehem investment of $687,900 
(for a total of $122,666,100).” 


2 


% 


For full information write Sawyer, 
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Stuffed Animals 
Animate Kayser’s 
Mail Campaign 


New York, April 9—Julius Kay- 
ser & Co. has found that a gouse, 
an octopus and even a skunk make 
very commendable salesmen for 
Kayser hosiery. 

Last fall the company was look- 
ing for ways to tempt buyers— 
some way “to insist that they no- 
tice Kayser.” Instead of spending 
hundreds on expensive mailing | 
pieces (which might go straight | 
from mailbox to wastebasket), 
Kayser decided to send a mena- 
gerie of stuffed animals to a list 
of 150 buyers and merchandise | 
Managers across the country. 

Starting in September, five 
whimsical animals ventured forth 
—a pink goose, a purple octopus, | 
a skunk, a grasshopper and a 
fluffy chick with an Easter egg— 
with pert sales messages tied 
around their necks. 


s The response was prompt: loud 
complaints from buyers not in- 
cluded on the list and a more 
amiable aura surrounding buyers | 
who were. As the mailings con- 
tinued, buyers became kinder to | 
salesmen and began dropping into 
the salesroom more frequently. 
The end result: To date, Kayser 
has opened 28 or 29 new accounts 
since September and is doing con- 
siderably increased business with 
old ones. 


In fact, the company reports | 
that in its February sale it did 
60% more business than in last 


year’s sale—an increase attributed 
in part to the new emissaries. 

The first animal salesman to hit 
the road was the purple octopus, 
bearing a round card reading, 
“What walks and doesn’t run?” 
The answer, given on the reverse 
side, was “The fabulous Kayser 
twin thread stocking called Lucky 
Seven.” 

The next month was October, 
always a dead month in hosiery 
department. So Kayser sent out a 


skunk labeled, “Does _ business 
stink?” In December came the 
pink goose, which admonished, 


“Don't be a pink goose, promote 
Fit-Alls and you'll have the gold- 
en egg.” 


® The next mailing was a sporty 
grasshopper with bow tie and 
straw hat and a mounted reprint 
of Kayser’s ad for its “Knee-high 


Are You Getting 
Through To 
Your Dealers? 


When you have to go through the 
distributor to the dealer to reach the 
consumer—brother, you've got prob- 
lems!—and you need something spe- 
cial to get exceptional results! 

In the current April issue of AD- | 
VERTISING REQUIREMENTS, read 
how Hachmeister, Inc., a plastic tile 
manufacturer, has a very special way 
of getting its sales message across to 
the dealer with a real wallop. 

Start a year’s (12 issues) trial with 
the big April issue by sending this 


ad along with your $3. Money back | 
guarantee, of course. 

Each issue of AR covers every- | 
thing an adman must do except buy | 
time or space. Nothing like it any- | 
where. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 


AUXILIARY SALESMEN—This lively crew has helped Julius Kayser & Co. 
open 28 or 29 new store accounts for Kayser hosiery since 
September. 


to a grasshopper” knee-length ho- 
siery. 


Current mailing 


and an Easter egg bedecked with 
|Kayser’s name and fleur-de-lis 
| trademark. A scroll discusses the 
| question, “Which comes first, the 
chicken or the egg?” It ends with, 
“You'll never know the answer to 
the riddle until you give Kayser 
a chance to make your brand ho- 
siery business pop out of the shell.” 

425 Advertising Associates 
hatched the whole idea. * 


Storer Sells Birmingham 
Stations to Radio Cincinnati 
Storer Broadcasting Co. has sold 


WBRC and WBRC-TV, Birming-| 


ham, Ala., to Radio Cincinnati for 
$6,350,000. In addition, Radio Cin- 
cinnati will pay a fee to Storer 
|} over a period of five years in re- 
turn for a guarantee not to com- 
pete in the Birmingham area in 
the communications, advertising 


|}and entertainment field. The FCC} 


rule limiting ownership of broad- 
casting properties by a company 


is an Easter | to seven radio, five vhf and two 
hatbox. Inside are a fluffy chick | uhf tv stations made the sale nec- 


95 


| essary. Storer purchases of WPFH, 

Wilmington, Del., and WIBG, Phil- 
|adelphia, were approved recently, 
contingent on the sale of one radio 
and one tv station (AA, March 
11). 

Storer also has sold the land, 
tower and studio facilities of its 
Miami uhf station, WGBS-TV, to 
WPST-TV, a new vhf. station 
channel in Miami owned by Pub- 
lic Service Television, a subsidiary 
of National Airlines. WPST-TV 
plans to go on the air in June. 
Storer is requesting FCC approval 
to shut down WGBS-TV because 
| ‘with three vhf stations in Miami, 
further operation of WGBS-TV on 
uhf is impractical.” 


PLASTIC PRINTING PLATES 


From Your Metal Engravings 
AS INCH 
BONDAN PLASTOTYPE CO. 
ROCHELLE ILLINOIS 


of N,E.D. readers inquire 
about products described 
or advertised in N.E.D., 
proving they are industry’s 
most active buying group! 


of N.E.D. readers say 
editorial product 
descriptions in N.E.D. 
give them the 
information they need! 


increase in inquiry production 


from the 


January 


1957 


issue of N.E.D., as of 


the 


corresponding 


date in 1956! 
(Same size 
issue both 
years.) 


over 80,000 copies 


in 43,000 plants — 


*Figures based on recent nation-wide survey of N.E.D. readers. For com- 
plete suryey results and other important facts, write for a copy of our new 
booklet, ‘What is BALANCE in a Product News Publication?” 
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Sees No Slinky Sycophants 
Among 13 Women Ad Execs 

To the Editor: Never has the 
advertising business been offered 
such a fabulous opportunity to 
make public relations capital out} 
of its own “natural resources” pe 
it has in your March 25 issue.| 
There, in all their pristine glory, 
are photographs of 13 women 
(with apologies to Tiffany Thay- 
er)—13 of advertising’s top wom- | 
en executives. 

Yet, nowhere among them do 
we find what the movie-going, | 
novel-reading, tv-watching public | 
has been led to believe is the| 
stereotype of the female advertis- | 
ing executive. Nowhere is there| 
even the hint of a slinky syco-| 
phant looking as if she is about 
to enter or depart from a Madison 
Ave. Flesh Pot. Nowhere in evi- 
dence is there even the trace of 
a foot-long cigaret holder, a large, 
sincere hat, or any of the other 
accouterment with which the fic- 
tional ad woman is supposed to be 
cloaked. 

Instead, we see 13 pleasant 
looking women who could well be | 
a panel of housewives on a quiz 
show, a meeting of lady insurance 
actuaries, or the local chapter of | 
the Levittown Red Cross unit. The 
Advertising Council should use all 
its facilities to bring the pictures| 
and biographies of these 13 wom- 
en to the attention of the public 
long saturated in the tradition of 
the Hucksters, Lady in the Dark, 
and Laura. 

These women should be pre- 


{sented as 


representing a cross- 
section of the good, sound, hard- 
working people of our 


common image held by the public 
that advertising people are just a 
cut above—or below—Hollywood 
exhibitionists and circus perform- 
ers. 
Jerry Fields, 
Director, Jobs Unlimited, New 
York. 


Red Cross Shoes Are NOT 
Tough, Hunt Admirer Told 

To the Editor: Your special fea- 
ture on the outstanding advertis- 
ing campaigns selected by top- 
flight women copywriters was 
quite informative and interesting, 


jas most of your feature stories | 


usually are. However, as New 
England’s largest retailer of Red 
Cross shoes, we are rather amazed 
and perturbed at the statement 
made by Miss Jane Trahey on 
Page 74, to wit; 

“The familiar slap of a catsup 
bottle’s bottom is a sound that is 
quite nostalgic to me. When I 
was young and unaware of the 


eqs | 
|expense account, and the Pavilion, | 


Colony and ‘21’, I slathered ev- 
erything I ate in catsup. As one 


|grows up, one becomes less and _ liveried 


less inclined to admit they like 
catsup on steak (even though it 
might be tough as a Red Cross 


shoe). Hunt’s, God love them, 
have made it chic again. It’s a 
shame I don’t like catsup any 


more, but I occasionally buy a 


industry | 
and once and for all destroy the | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


au 


bottle of Hunt’s simply out of love 
and loyalty and affection for the 
advertiser.” 

I don’t know when Miss Trahey 
last had the opportunity to see or 
even try on a pair of Red Cross 
shoes. I think she ought t6. There 
are reasons why Red Cross shoes 
are the largest selling brand of 
fine footwear in the world and it 
is not because they are “tough.” I 
suggest Miss Trahey note the se- 
|ries of Red Cross ads now being 
jrun this season in Life magazine 
|for fashion interest. Red Cross 
|shoes are light, supple, flexible 
land fashionably right, and mil- 
jlions of American women sub- 
|scribe to the fact that they like 
them. 
| These comments are in no sense 
critical of the excellent article as 
it stands but are only reflections 
on the word “tough.” 

E. Rigelhaupt, 
| Advertising Director, H. Scheft 

Co., Boston. 
| Are they recommended for eat- 
ing, with or without catsup? 


a 7 
|Head-Hiding Chauffeur 
Is Given a Moniker 


To the Editor: What makes a 
certain chauffeur hide his head? 


Yes, what makes a_ certain 
lad _ lily-livered? Why 
|hides he his countenance  be- 


hind corrugated cartons of spirits? 
From time to time, questions of 
jthis particular ilk have posed 
Hockaday Associates much puzzle- 
ment. 

In our less kindly moments (yes! 


37.5 70, ALL RETAIL SALES 


...in Mississippi are made in the area where the 
CLARION LEDGER and... JACKSON DAILY NEWS 


reach from 10% to 90% of all homes” 


*22.5% of all sales were made where from 20% to 90% 


of homes are reached daily! 


* LEDGER 


(TV) WSLI (Radio) 


the richest cotton in 


is 


| 
| 


Wear Daily in 1954, carries “the 
offered as the name for 


even we have them!) we attributed 
the man’s mania for masquerade to 
chagrin, pure and simple. We felt 
he was unduly shy about coming 
in second. And not a very close 
second at that. 

Perhaps this theory will gain 
clarity via exposition: to our way 
of reckoning (and we submit doc- 
umentary evidence) the Imperial 
chauffeur is not the first robin of 
spring. Mayhap he is not even the 
second or third or fourth. After 
dreaming up the initial itinerant, 
namely the Fuller Fabrics’ chauf- 
feur (Women’s Wear Daily, July 
54), we were too busy conjuring 
up situations for him to keep a 
beady eye on the camp followers. 
Which is neither here nor there. 

And since it is now apparent to 
one and all that the Imperial 
chauffeur hides his head for a more 
deep-seated reason, our conjecture 
loses a good deal of its validity, 
anyhow. 

Recent publicity has disclosed 
|one sad but salient fact: the poor 
Imperial chauffeur was born with- 
out a name. This, then, must be the 
|seat of his shame. Forsooth, he is 
more to be pitied than censured 
And how eminently kind of Hiram 
| Walker to call upon the entire na- 
tion to help remedy this dilemma 
of one man! Surely from the minds 
and hearts of this great nation of 
ours there will spring the perfect 
name, the stirring cognomen to 
|correct this most sorry situation. 


C 


wrigndunnt es 


‘INITIAL ITINERANT’—This Fuller Fabrics ad, which ran in Woman’s 


richest cotton in town” slogan— 
the Imperial chauffeur. 


Purified and chastened by this 
latest development, the Hockaday 
Associates have given deep and 
consecrated thought to the prob- 
lem. And though our professional 
status may render us ineligible to 
participate in the surname sweep- 
stakes, we respectfully submit a 
candidate for serious and sincere 
consideration. 

We suggest the Imperial chauf- 
feur be dubbed “the richest cotton 
in town.” After all (in the purely 
genetic sense, of course), the Ful- 
ler Fabrics’ Imperial chauffeur is 
obviously his father. Ergo, it is on- 
ly proper that the Imperial chauf- 
,feur be known far and wide by the 
| Fuller slogan. 

Joe Giordano, 
Hockaday Associates Inc., New 
York. 


| Agrees on Need for Specific 

| Data in Classified Ads 

| To the Editor: Re: Thomas §S. 
Hook letter, April 1 issue. 

Thomas Hook is absolutely right! 
And his suggestions for coding 
classified ads as to age, salary, 
make good sense. Furthermore, in- 
corporation of these suggestions 
would force misty-minded employ- 
ers to define job areas and re- 
sponsibilities more clearly. 

By sharper definition and more 
specific data from the employer 
regarding age, salary, etc., a great 
deal of time, effort, and embar- 


“SKILLED HANDS 


JAHN & OLLIER 
ENGRAVING CO. 
Photoengraving and 

Offset plates 


817 WEST WASHINGTON BLVD. 
CHICAGO ¢ MONROE 6-7080 


*Free Van Gogh print, suitable for framing. 
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Send your name or our company letterhead. 
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rassment would be 
concerned. 

Mr. Hook’s idea is such a simple 
one—but long overdue. How long 
will it be before your fine publica- 
tion takes the lead with a new ap- 
proach to “classified” and puts Mr. | 
Hook’s suggestions into practice? 

Murray M. Spitzer, 
Brooklyn. 


saved for all 


e | 

To the Editor: I’m 100% with 
Thomas S. Hook (AA, April 1).| 
Most employers seem to prefer to) 
hire people who currently hold | 
good jobs rather than those who} 
are out of work. 
How are you going to tempt the | 
good ones to move unless you tell | 
‘em how such a move will bene fit | 
them in salary as well as in other) 
respects? As an intermediary for 
such people, I seldom am called 
upon to answer an ad that does not | 
stipulate salary and location, and I 
can vouch for the fact that a good 
many outstanding fish are left in 
the sea for lack of the right bait to 


tempt them to bite. There’s no 
question that the eloquence of 
many ads is looked upon as a 


cloak for a salary out of line with 
the experience wanted. 

It is also of importance to men- 
tion the costly time employers 
could save themselves reviewing 
applications of unqualified (be- 
cause of salary) candidates if 
they, the employers, would specify 
salary, location, and also age where 
legally permitted. 

William Bolton, 

Placement Specialist, Phila- 

delphia. 

7 

To the Editor: Here’s my objec- 
tion—and I consider it a serious 
one. 

On several occasions I have an- 
swered your classified ads for ex- 
ecutive positions. And spent ‘a 
great amount of time in preparing 
resumés, etc. 

Despite the specific request for 
an acknowledgement of my letter, 
in almost every case your adver- 
tisers were too rude and dis- 
courteous to bother answering. 
This is inexcusable, in my opinion, 
and I feel that your management 
should try to insure that your 
readers’ confidence in ADVERTISING 
AGe’s ads is reciprocated with the 
common courtesy of a reply! 

I’m really mad about this, be- 
cause I feel that if a man takes 
the time and effort to answer an 
ad, then the least to expect is a 
note from the company which so- 
licited applications in the first 
place. 

Maybe a few of your other read- 
ers are equally annoyed. Why not 
ask them, sometimes? Or should 
we stop answering your ads? 

Name withheld by request 
e . o 


The Pioneers Have It 

To the Editor: The list of ten 
best advertising campaigns select- 
ed by Earnest Elmo Calkins will, | 
of course, create a great deal of 
comment and I want to get mine in 
early. 

It seems to me that no such list 
would be complete without paying | 
homage to the early Kotex ads 
and promotions. This was a most 
delicate subject in those bygone 
times, when the world was round- 
shouldered from carrying the 
many taboos of the times. Those 
admen really had problems and} 
solved them in a most outstanding 
manner. 

Leonard Serdiuk, 
River Forest, Ill. 


Quoted Headline Source 
Called ‘Beside the Point’ 

To the Editor: Can’t help com-| 
menting on Kenward Atkin’s 
criticism regarding Studebaker’s 
headline, “They toil not... nei- 
ther do they spin” (AA, March 
18). 

Mr. Atkin’s survey among his 
students indicates they did not 


some 


Suddenly, it’s yours... 


... yours with your Gold Bond Stamps! 
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Suddenly you're glad you 
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...hever, never sacrificed for pennies 


ALL AT ONCE LIKE—Worth Seymour of Alfred Colle Co., Minneapolis, 
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Look for the Quality Vers mark 


finds advertisers in the local prints overusing (or misusing) a word 
I g g 


and reports that “suddenly you are sick.” 


context, 


recognize the source of the quo-;from the standpoint of their reli-| your 
deplorable | gious education, but in my opin- Sears, 


tation. This 


may be 


ion, is beside the point in evalu- 
ating the effectiveness of this 
headline. 

I can’t believe that it is essen- 
tial to be able to quote the source 
of a “quoted headline.” If the 
headline tells the story (and this 
one does), and has a familiar ring 
to it so that the reader recognizes 
that this is an old saying in new 
it has accomplished its 
purpose. Years back, advertising’s 
top copywriters occasionally cre- 
ated headlines to sound like 
quotes, to capitalize on the im- 
plied prestige of making a “liter- 
ary” reference. Perhaps the head- 
line and copy of the famous 
“priceless ingredient” might serve 


jas an example of this. 


’ Donald David, 
Campbell-Ewald Co., Detroit. 


‘Popular Mechanics’ on 
Sears List for Years 

To the Editor: An article from 
March 25 issue regarding 
Roebuck causes me con- 


97 
siderable consternation. It dis- 
cusses the fact that Sears, Roe- 


buck & Co. took its first major 
step in national advertising in the 
fall of 1956, and then it goes on 
with a list of some of the maga- 
zines used. 

It is true Sears has increased 
their appreciation of magazine 
advertising in the last year or so 
and consequently their use of oth- 
er magazines. 

However, we feel it is only fair 
to point out that Popular Mech- 
anics magazine has been carrying 
Sears, Roebuck advertising in 
pages and spreads for quite a few 
years; for a long time we were 
the only national consumer mag- 
azine that did carry Sears adver- 
tising. 

In 1956 Popular Mechanics car- 
| ried two color pages of Sears busi- 
| ness; in the last four years Popu- 

lar Mechanics has carried 21 
pages of Sears advertising. 
Joseph R. Buell Jr., 

Advertising Director, Popular 

Mechanics, Chicago. 
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SOURCES: ABC Publishers’ Statements for 6 months ending Sep- 
tember 30, 1956; Media Records total advertising, less legal, 
AW, TW ond comics, 1956; Annval Report, Portlend, 1956. 


Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


. 


8,196,713 


230,850 Daily 


295,527 Sunday 


Year: 1956 
LINES 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead — 10,110 
City & RTZ Lead — 18,258 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 


Retail Lead — 2,607,104 


General Lead — 1,568,879 
Classified Lead — 4,020,730 
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WHDH 


50,000 WATTS - 


BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY 


JOHN BLAIR & COMPANY 


‘Business Paper 
Ad Volume Rose 3.6% 
in March, ‘IM’ Finds 


} 


| Cuicaco, April 9—An increase of | 


|3.6% (1,552 pages) in March ad- 
| vertising volume in business pa- 
| pers is reported in the April issue 
|of Industrial Marketing. The fig- 
jures are based on reports from 
| 300 business publications. The in- 
|crease for the first three months 
of 1957 over the corresponding 


pages). 


showed a gain of 61% (1,711 
pages) for March of this year over 
March, 1956, and climbed 7% (5,- 
442 pages) for the year to date. 
Class papers increased 4.7% (164 
pages) for the month and 5.4% 
(510 pages) for 1957 to date. An 
increase of 3.2% (108 units) for 


the first three months of 1957 was 
reported by product news publica- 
tions. 

Trade publications continued to 
show the only decrease, with a 
loss of 7.1% (470 pages) for March 
and 3.9% (720 pages) for the year 
to date. The group of export pa- 
pers gained 3.5% (39 pages) for 
the month, and 11.6% (378 pages) 
for the 1957 three-month total. 


Art Show Judges Named 

Judges for the eighth annual 
art directors show, Washington, 
will be Wallace W. Elton, vp and 
director, J. Walter Thompson Co.; 
Louis Dorfsman, art director and 
co-director of advertising and 
| sales promotion of CBS Radio; 


|and Allen F. Hurlburt, art direc- | 


|tor of Look. The show, which will 
| present the most outstanding com- 
|mercial art and photography pro- 
| duced in the Washington metro- 
politan area in 1956, will be 
exhibited at the Corcoran Gallery 


‘of Art April 18 through May 3. 


Hazel Bishop ) used this dramatic, 


provocative self-shipping counter 


merchandiser to introduce Pink Minx. 
Alpha produced this eye-catching lipstick display! 


Litho in 2 colors 
12” wide x 15” high 


00006 


CORPORATION * 15 East 58th Street * New York 22, N. Y. EL 5-2878 


Write for Portfolio of Successful Displays 


MOTION DISPLAYS * COUNTER DISPENSERS 
SELF-SHIPPERS * WINDOW DISPLAYS 


First in Display Advertising 


IN-STORE DISPLAYS 


cee 


March and 1.9% (179 units) for | 


quarter of 1956 was 4.9% (5,789 | 


The group of industrial papers | 
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Marks Apsey 

HALFWAY MARK—Midway through 
Rama of the New Jersey NIAA chapter (AA, April 8), J. David 
Marks, account executive of VanSant, Dugdale & Co., pauses with 


J. F. Apsey Jr., Black & Decker 
promotion; Charles C. Wardell, 


Wardell Porter 
the all-day marketing Plan-A- 


director of advertising and sales 
outgoing chapter president, and 


G. Harvey Porter, B&D industrial-automotive ad manager. Mr. 
Wardell is ad manager of Hyatt bearings division, General Motors. 


Lonpon, April 9—A campaign to 
bring commercial radio to Britain 
has been started here. 

Rumors to this effect have been 
circulating for some time (AA, 
| Feb. 18), but the movement is now | 
out in the open. 

A new company, Independent 
Broadcasting Services Ltd., has 
been organized to spearhead the 
drive. Heading the company is 
Norman Collins, novelist and dep- | 
uty chairman of Associated Tele- 
vision Ltd., one of the commercial 
program contractors. 


|@ The demand for a radio service 
| which accepts advertising follows 
| the smashing success of commer- | 
cial tv in Britain. Introduced in| 
1955, commercial tv is now draw- | 
ing the lion’s share of audiences in 
areas where viewers have a choice. 
| The British Broadcasting Corp. 
| still retains its monopoly in radio. 


| 


| Its operations are financed by an-| 


|nual license fees paid by receiver 
owners. The license fee for a radio 
set is now £1 ($2.80); a combined 
|license for radio and video is £3 
| ($8.40). 

| The BBC operates under a gov- 
ernment charter, which is not up 
| for review until 1962. By that time, 
| according to Mr. Collins, the BBC 
| will be catering to a minority audi- 
ence. 

“By the fall of 1958,” Mr. Col- 
jlins predicts, “more Independent 
| Television Authority programs 
| will be viewed by more people 
|than will be the case with the 
BBC. By 1960, the BBC will be 
| operating a minority television 
| service. By 1962, the BBC charter 
and license will have ground itself 
ito a standstill.” 


‘ The time has come, he added, 
“to release the BBC of its monop- 
oly obligations in sound radio.” 


Mr. Collins pointed out that an | 


|alternative radio service, financed 
by advertising, would enable the 
government to reduce the radio li- 
cense fee by 50%. 

The estimated size of the audi- 
ence for television has already 
passed that for sound broadcast- 
ing. Since 1950, the number of 
radio licenses in force has dropped 
from 12,000,000 to just over 7,- 
000,000. In the same period, the 
|number of combined radio-tv li- 
censes has grown from an insig- 
nificant number to something like 
7,500,000. 

| There are signs that the BBC is 
| getting worried about its deterior- 
ating position. It is now fighting in 
print to prove that it still has the 
|largest total television audience— 
glossing lightly over the fact that 
|it is trailing badly in areas where 
| viewers have a choice. Its own 


Success of Commercial TV in Britain 
Spurs Drive to End BBC Radio Monopoly 


research figures show that BBC 
television lost 1,000,000 viewers 
from the beginning to the end of 
February. 


s A reported reorganization of the 
BBC radio service was confirmed 
yesterday. The highbrow “Third 
Programme” is going to be cut 
from five to three hours a day. 
The “Third Programme” reaches 
only 1% of the adult population. 
The two hours acquired in the 


|shift will be turned over to a new 


service on the same wavelength, to 
be called “Network Three,” which 
will present programs of special 
interest. 

The other two services, “Light” 
and “Home,” also are being re- 
vamped, with more emphasis be- 


| ing placed on music instead of talk. 


These changes are seen as an at- 
tempt by the BBC to cater more 
to popular taste. 

With the commercial radio 
forces throwing their hat into the 
ring, the whole question of radio 
and television services in Britain 
is expected to get an early airing 
in Parliament. e 


Katz Adds Business, 
| Expands Statt, Space 

Joseph Katz Co., New York, last 
week added five new accounts bill- 
ing $300,000 and lost one billing 
$175,000, according to the agency, 
netting Katz a $125,000 billings 
gain. Added to the roster are Rose- 
lux Chemical Co., manufacturer of 
|Rose-X products; Lillian Dairy 
| Products Corp., N. Dorman & Co., 
|packer of Endeco cheese (news- 
|paper advertising only); Chester- 
| field Music Shops and Price Pre- 
miums Co. On the other side of 
the ledger, Block Drug Co. has 
|}moved its Rem and Rel cough 
|medicines from Katz to Lawrence 
'C. Gumbinner Advertising Agency 
(AA, April 8). 

David H. Halpern, senior vp and 
| general manager, said Katz has in- 
| creased its New York staff by some 

20% to 60 members to handle the 
increased volume of business. Mor- 
ton J. Chalek, formerly sales pro- 
motion director of Coordinated Ad- 
| vertising Corp., previous agency on 
|the new accounts, has joined Katz 
as an account supervisor. Alan 
Hahn, Katz copywriter, has been 
advanced to copy chief in charge of 
all media. The agency also has 
| leased additional space at 2 W. 46th 
St. for its media and sales promo- 
{tion departments. 


Faulkner Joins Williams 

Paul Faulkner, formerly with 
Richard & Gunther, New York, 
has joined Williams Advertising 
Agency, New York, as a vp. He 
will head the agency’s industrial 
| division. 
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Researcher, Author 
Debate: Are Ads | 
Like Brain-Washing? | 


New York, April 9—Dr. Ber- 
nard Rosenberg, research director | 
of Market Psychology Inc., be- 
lieves the Hungarian revolt may 
have some important lessons for | 
advertisers. 

Speaking at a press conference | 
held yesterday to mark the pub- 
lication of “Mass Culture” (AA, | 
Feb. 25), Dr. Rosenberg said: 

“A mass rebellion despite long 
years of thought-control seems to 
indicate that high-powered influ-| 
encing of attitudes of any kind 
can go just so far. Shouldn’t this 
admittedly extreme example serve 
notice on marketers that adver- 
tising appeals would have greatest 
effectiveness if fashioned more on 
basic human needs than has been 
the case up to now?” 

Dr. Rosenberg, co-editor of 
“Mass Culture,” likened the com- 
munist brain-washing techniques 


Chrane 


Carpenter 
SYMBOLISTS—Subject of discussion with this quartet is the trademark 
selected by Olin Mathieson Chemical Corp., New York, for Olin 
Aluminum. Device will be featured in opening ads of a campaign 
mapped by D’Arcy Advertising Co. The foursome: J. Anthony Boalt, 
ad director, and R. Carter Dye, sales manager of Olin Aluminum; 


Dye 


Robert Chrane, agency’s New York coordinator for Olin; and 
Thomas Carpenter, vp and copy director. 


| Fuerstenberg, who is media direc- 


Adman’‘s Odyssey Brings | 
Him to Reunion with Wife 
New York, April 9—O. Paul 


| Fuerstenberg, formerly production | 


manager of Lynn Baker Inc., has 
joined Burdick, Becker & Fitz- 
Simmons in the same capacity, 
thereby rejoining his wife, Elsie 


tor of the agency. 

Mr. and Mrs. Fuerstenberg met | 
some years ago when both were) 
working for the old Kiesewetter | 
Associates agency. From there, | 
| they went their separate ways, Mr. | 
|Fuerstenberg to Sterling Adver- | 
|tising and Mrs. Fuerstenberg to | 
| William Douglas McAdams Inc. 

In 1955, Mrs. Fuerstenberg 
joined the newly-established ethi- 
cal drug division of Benton & 
|Bowles. She went with Burdick, 
Becker when it opened as an ethi- 
cal drug agency last November. 
|Dean Burdick and Donald Fitz- 
simmons, two of the principals, 
formerly were with McAdams. 

Mr. Fuerstenberg has been wtih 
| Lynn Baker for the past five years. | 
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Miner Is Hoffman Agency 

In reporting on a new advertis- 
ing campaign for the radio divi- 
sion of Hoffman Electronics Corp., 
Los Angeles (AA, April 1), Ap- 
VERTISING AGE inadvertently listed 
Anderson-McConnell as the agen- 
cy. Actually, Dan B. Miner Co., 
Los Angeles, is the agency for 
Hoffman Electronics Corp. 


Marie does it | 
FASTER... 


complete mailings, multi- 
graphing, a 
ing, addressing, fill-in on 
apstgreppes letters, 
planographing. 

_ Marie keeps your Mail- 
ing List up-to-date, frees you 
ick-up, 
elivery 


from detail work. For rush 
uick service and fast 
ALL WAbash 2-8655. 


to the finesse of mass advertising. 
He said that previously he had) 
been disturbed by the manipula- | 
tion of consumers through adver-| 


tising. Now, after Hungary, he 
feels more optimistic, he said. 
s Gilbert Seldes, noted 


caved 
and one of the many contributors | 
to “Mass Culture,” took exception 
to Dr. Rosenberg’s comparison. He | 
said it was not valid because the 
propaganda drives behind the} 
Iron Curtain did not encompass | 
wide use of entertainment media. 

Mr. Seldes deplored the drift to 
conformity in American life. In 
a reference to the Hungarian up-| 
rising, he said, “We could use a| 
little Molotov cocktail throwing at| 
tanks here.” * 


Tiffany Joins Olin Mathieson | 
Forrest F. Tiffany, formerly ap- | 
pliance and equipment market | 
sales manager in Louisville, Ky.,| 
for Reynolds Metals Co., has joined 
Olin Mathieson Chemical Corp. in 
Cincinnati as sales manager of the 
Cincinnati-Dallas division for Olin | 
aluminum. 
Pearce Woolen to Hill 
Pearce Woolen Mills Inc., La-}| 
trobe, Pa., has moved its advertis- 
ing and public relations account 
from Arndt, Preston, Chapin, | 
Lamb & Keen, Philadelphia, to 
Albert P. Hill Co., Pittsburgh. 
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a 


PLACES 


Must Concentrate 
More Advertising 

on those with 

More money to spend 


62.7% 


of total lineage — 


54.6* 


of daily lineage — 


appears in the 
BUFFALO COURIER-EXPRESS | 


Use it daily for more 
advertising for your dollar 
to these with more dollars 
to spend— Sunday for the 
state’s largest circulation 


outside of Manhattan. 
ROP COLOR 
available daily & Sunday 


BUFFALO 


COURIER-EXPRESS 


Kepresentauves: Scolare, Mecker & Scot 
Pacific Coast Doyle & Hawley 


YOU CAN RESERVE AIR FREIGHT SPACE 
ON ANY FLIGHT IN THIS TIMETABLE 
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On United, you can reserve Air Freight space the same way 


you reserve passenger space—and on any of 900 daily flights! 


The same United timetable you use to get places 
quickly and comfortably can be used to schedule large 
or small Air Freight shipments (from pounds to tons ). 

Ait Freight moves on all United flights. And United 
will reserve space for your shipment on whatever flight 
you select. 

This is called “Reserved Air Freight.” It’s United’s 
way of handling Air Freight shipments with all the 
speed, frequency and schedule dependability of regu- 
lar passenger service. In fact, United will even pick 
up and deliver your shipment. 

To guarantee the space you need on the flight you 
want, you simply call United’s local Air Freight office 
three hours or more before flight time. They'll clear 
and hold the space for you. 

No other airline does so much to make shipping so 
fast, so easy, so dependable. And at rates you'll find 
pleasantly surprising. 


Door-to-door service 


: SHIP FAST...SHIP SURE... SHIP EASY 
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Examples of United’s Air Freight rates 


CHICAGO to CLEVELAND 

NEW YORK to DETROIT . 
DENVER to OMAHA . 

SEATTLE to LOS ANGELES 
PHILADELPHIA to PORTLAND . 
SAN FRANCISCO to BOSTON 


per 100 pounds* 
. $4.78 
5.90 

- 6.42 
9.80 

. 24.15 

. 27.00 


*These are the rates for many commodities. They are often lower for larger ship- 
are subject to change, and do not 
its. 


ments. Rates shown are for information only, 
include the 3% federal tax on domestic shipmen 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 
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THE 


LANDING 


STR\ 


as seen by 
JOHN BURGOYNE 


Friend of ours went to buy a new 
shirt the other day—a batiste, 
madras, imported India cotton tar- 
paulin model that was available in 
seventy-eight colors and three wispy 
weaves. But he was goldarned if he’d 
buy the black eye patch they insisted 
on selling with it. Nossir, he said, I'm 
not closin’ up half my vision for any 
shirt. “Tchah!” said the salesman, 
and that’s when the fight started 


Now our friend has a natural black 
shiner and sure enough he’s walkin’ 
around in a rainbow colored East 
Indian cotton woven by a 17 century 
old secret process never seen by the 
outside world before. Cost $28.00. 
Cheap at twice the price. 


x * * 


Sales figures were lagging in a 
couple of areas on a certain hormone 
cream, and the manufacturer decided 
to do something about it. He began 
offering a premium with the cream 
in an effort to boost sales. Then he 
called Burgoyne to find out if his 
cream scheme was working out. Bur- 
goyne slid into Columbus, Spring- 
field and Wichita and researched the 
problem. His reports indicated that 
a new approach was needed, and the 
manufacturer went to work with his 
agency to find one. Saved some 
dough he can well use in promoting 
the new idea. 


x * * 


After a few swigs of his own tonic, 
an old man we know felt “younger 
than springtime” and decided to 
market the product in several sizes 
instead of the single size then avail- 
able. He got the bottles and filled 
them and then sat back and smiled 
at himself. But, suddenly, he realized 
that he didn’t know how the new 
deal was going over by sizes and 
figured he'd better check before he 
got buried under a mass of unused 
glass. “Burgoyne!” he shouted. Bur- 
goyne came a runnin’ and checked 
the outlets in Cincinnati, Indianapolis 
and Louisville. His report gave the 
old man new confidence on propor- 
tionate sales and he forged ahead on 


a very successful merchandising 
program. 

> 2 
Incidentally, and in case you 


hadn't guessed, the easiest way in 
the world to get information you 
need about your products is to stand 
up and yell: “BURGOYNE!” 


FIRST WATIONAL BANK BLDG., CINCINNATI 2, OHIO | 


Ziff Davis 
| FOUNDERS & FOLLOWERS—William Ziff and Joel Davis 
represent the second generation in the publishing 
|}company founded by their fathers more than 30 
| years ago. In the photo at the left, taken in 1936, are 


Ziff 

William B. Ziff 
Davis, current Z 
been named adn 
joined the company upon graduation from college. 


Davis 


Sr, who died in 1953, and B. G. 
-D president. William Ziff has just 
linistrative vp; Joel Davis recently 


Ohio House Okays 
$1,000 Fine, Jail for 
‘Bait’ Advertisers 


Co.tumeBus, April 9—Striking at 
|“bait” promotions, the Ohio house 
of representatives has voted a $1,- 
| 000 fine and 20 days imprisonment 
|for refusal to sell merchandise at 
the price advertised. 

The legislation, approved by a 
vote of 132 to 0, has the endorse- 
ment of Better Business Bureaus 
in Cleveland and other Ohio cities. 

Co-author of the bill, Rep. Rob- 
ert F. Groneman of Cincinnati, 
criticized “the great sewing ma- 
chine racket.”’ He told of rusty, re- 
built “clunkers of Spanish-Ameri- 
can War vintage” being advertised 
‘cheaply as come-ons for the sale 
|of more expensive machines. 

Speeking for the bill, another 
| legislator, Dailey Turner of Tiffin, 
gave the lawmakers a mock dem- 
onstration showing how an un- 
ethical dealer would sell expensive 
storm windows to a_ customer 


drawn into the store by an ad for | 


ridiculously cheap ones. 


| 
|@ Rep. Turner said a salesman 
working the storm window “rack- 


et” would sign a customer up for 
the cheap windows, get a down 
payment on the order and then 
proceed to tell the customer con- 
fidentially that the frames were of 
inferior materials. 

The salesman then tells the cus- 
tomer, he continued, that he could 
jnot refund the down payment on 
| the original sale but could use it 
instead toward a down payment on 
more expensive storm windows. 

The bill went to the Ohio senate, 


| where passage is predicted. e 
| 
Electric Assn. Sets Drive 
in ‘Chicago Sun-Times’ 

The Electric Assn. began a 
concentrated three-week promo- | 


tion designed to boost sales of win- 
dow and central air conditioning 
units in the Chicago area in the 
Chicago Sun-Times April 14. Each 
Sunday for three weeks the Sun- 
Times will publish four consecu- 
tive pages of air conditioning ad- 
| vertising and information, plus two 
| facing pages each Monday through 
Friday, to total 42 pages for the 
drive. 

A series of three ““Name the Ani- 
|mals” contests is being conducted 
jin the Sun-Times from April 14 
through May 4, with air condition- 
|ers as prizes. 


‘LAIN coo aaa 
CP 
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A leading cigarette manufacturer buys a thousand 
viewers for just 74c on KCRG-TV. (Sure we’l/ 
te/l you who.) 


KGRG-TV 


Channel 9 — Cedar Rapids —Waterloo, lowa— ABC-TV for Eastern lowa 
The Cedar Rapids Gazette Station 
Represented Nationally by Weed Television 


*Based on February ARB Survey. 


Belnap & Thompson 
Meets Travel Trend 
With New Division 


Cuicaco, April 9—Belnap 
Thompson, sales incentive organ- 
ization, has named T. J. McGuire 
Travel Incentives, Chicago, as its 
travel division. 

McGuire, said to be the origina- 
tor of travel incentive programs, 
will ultimately be consolidated 
with Belnap & Thompson. The lat- 
ter company saw the move as a 
direct result of the rapidly increas- 
ing importance of travel in the 
sales incentive business. 

In making the announcement, 
Eric Dahl, senior vp of Belnap & 
Thompson, estimated that nearly 
$50,000,000 was spent in 1956 for 
sales incentive travel prizes and 
predicted that the figure would ap- 
proach $60,000,000 this year 


® Thomas J. McGuire, founder 
and head of the McGuire organiza- 
tion, pointed to this key factor in 
the growth of travel incentives: 
The trend toward making sales 
conventions husband and wife af- 
fairs in which attendance becomes 
a reward for sales performance 
Behind this factor, he said, is the 
fact that major cities have lost 
some of their attraction for com- 
pany conventions. 

“When both husband and wife 
attend a convention,” he explained, 
“they view the trip as ‘extra vaca- 
tion,’ and they are more inclined 
to attend the 


city.” . 


Judges Are Named 
for R.O.P. Contest 


Cuicaco, April 9—Judges have 
been chosen to select the best r.o.p 
color ads of the 1956-57 season, the 
winners to receive awards next 
fall at the second annual Newspa- 
per R.O.P. Color Conference. 

Both a screening jury and a 
|panel of judges were named to 
winnow out the best national r.o.p. 
color newspaper ads—based on 
quality of reproduction—published 
between Oct. 1, 1956, and May 31, 
| 1957. Deadline for entries is June 
30, and entries should be addressed 
|to American Assn. of Newspaper 
Representatives R.O.P. Color Con- 
ference Committee, 360 N. Michi- 
gan Ave., Chicago. 

On Sept. 24, at the close of the 
| two-day color conference, “Oscar’’- 
| type awards will be made to win- 

ning newspapers, together with 


certificates of merit to the adver- 
| tising agencies placing the ads and 


. 


business sessions if | 
the convention is held in a resort 
area rather than in the heart of a} 


Advertising Age, April 15, 1957 


to the clients. Along with the 
| AANR, sponsors of conference and 
|contest are the Advertising Agency 
Production Men’s Club of Chicago 
and the Art Directors’ Club of Chi- 


Caugo. . 
|Farthing Named A.M. 
| K. J. Farthing, formerly con- 


lsumer products advertising man- 
ager of Canadian Westinghouse Co. 
Ltd., Hamilton, Ont., has been ap- 
pointed general advertising man- 
ager of the company. He will ad- 
minister Westinghouse’s general 
advertising and public relations 
departments as well as advertising 
for apparatus, industrial, air brake 
and project development groups. 


McGraw-Edison Buys Griswold 


McGraw-Edison Co., Chicago, 
has acquired Griswold Mfg. Co., 
Erie, Pa., maker of electrical 
heavy-duty restaurant-type cook- 
jing equipment. On Jan. 2, the 
|McGraw organization acquired 
|/Thomas A. Edison Inc., Orange, 


N. J., and changed 
name from McGraw 
to McGraw-Edison Co. 


its corporate 
Electric Co. 
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FCC-FTC ‘Liaison’ 


Isn't Punitive in 


Intent, Commissioners Tell NARTB 


(Continued from Page 1) 
CBS and NBC in their difficulties 
with congressional committees 
and anti-trust investigations, this 
year’s harmony was unruffled 
even by outside threats. 

Speeches, which were broad- 
cast, were generally colorless and 
skirted any hint of controversy. 
FCC Chairman George C. McCon- 
naughey’s flattering tribute to 
the industry even included two 
lengthy paragraphs of praise and 
reassurance for the networks, 
which are currently the subject 
of lengthy and costly investigation 
by a special FCC staff. 


® Besides the discussion of the 
new FCC-FTC liaison arrange- 
ment, business developments at 
the convention included some re- 
alistic observation on the evils of 
multiple-spotting by the retiring 
chairman of the NARTB tv code 
review board. 

Putting code compliance on a 
dollar and cents basis, G. Richard 
Shafto, of WIS-TV, Columbia, 
S.C., code board chairman, cited 
instances where triple and quad- 
ruple spotting recorded by 
NARTB code “monitors” had been 
carried out to the severe disad- 
vantage of some of the biggest 
national spot accounts. 

One instance of quadruple spot- 
ting cited by Mr. Shafto involved 
Ivory, Kools and Birds Eye, plus a 
local account. The three national 
accounts alone involved companies 
which are among tv’s best friends, 
putting more than $38,000,000 an- 
nually into the medium, he point- 
ed out. 

“When we urge observance of 
the code’s time standards we are 
urging effective selling,” he said. 
“The bored, distracted, irritated 
viewer is not a responsive cus- 


tomer. What is more ineffectual|he credited them for “the excel- | 


than hurling at the viewer more 
sales messages than he can pos- 
sibly absorb?” 


® Film trading was pretty lively, 


until FCC hears from broadcast- 


concerned largely with toll tv it- 
self. On the other hand, Commis- 
sioner Robert E. Lee reiterated 
that he believes that, “like any 
other mousetrap,” toll tv is en- 
titled to an opportunity to stand or 
fall on its own merits. 


s In a _ pre-convention meeting 
last weekend, 115 tv stations, 
banded together in the Assn. of 
Maximum Service Broadcasters, 
reasserted their opposition to any 
change in the existing allocations 
pattern until the completion of 
technical studies currently being 
carried out by TASO (Television 
Allocations Study Organization), 
set up this winter by five major 
segments of the tv industry. They 
said their organization and TASO 
will need at least a year to com- 
plete the engineering’ studies 
which are under way at present. 
Maximum Service Broadcasters 
noted that FCC has just an- 
nounced a new long range study 
to determine whether existing 
services are making maximum use 
of the vhf band. 

Warning that the public “will 
pay the price” if actions are taken 
which result in “degradation” of 
tv service, the association said it 
welcomes the study but all claims 
—including the military—must be 
studied “most carefully and ob- 
jectively.” 


® In his speech to the convention 
j}and the broadcast audience, FCC 
| Chairman McConnaughey praised 
the industry for its vigorous ef- 
| forts to promote standards of prac- 
| tice for radio and tv. 

Turning to the role of networks, 


|lent programs we witness today,” 
and declared, “They should not 


structive governmental controls. 


| 


Commissioner Mack said he felt 
action on toll tv should be held up 


ers, rather than from companies 


be stifled by crippling and de-| 


“It must be borne in mind that | 


Eckstein 
tTrRIO—John Eckstein, advertising- 
comes Bernard Berk, president, and Roger G. Berk, vp, WAKR-TV, 

Akron, to ABC’s affiliates reception at the NARTB convention. 


want to risk their capital as the 
present networks did.” 

He told industry members there 
was no need to be alarmed by the 
searching nature of the network 
investigation now being carried 
out for the commission by a spe- 
cial staff under Dean Roscoe Bar- 
row, of the University of Cincin- 
nati law school. 

“It is not yet known what the 
findings of the Barrow staff will 
be,” he said, “but let me remind 
you that the commission is well 
aware of the great and indispen- 
sable contributions which net- 
working has made to broadcast- 
ing.” 


® At the tv code session, Mr. 
Shafto reported that thousands of 
hours of monitoring by the 
NARTB code organization over- 
whelmingly refute charges that 
commercial excesses are rampant 
in major markets. Hitting out at 
| multiple-spotting, program-length 
commercials (pitchmen), program 


and the sales pattern seems to|the networks pioneered in televi-| overages and bad taste, he said 
have changed little as a result of| sion development, that they lost|the monitoring operation, which 


the anti-trust action, though MGM 
is now making its movies avail- 
able on a single movie basis. 

Among radio people, some of 
the biggest news was provided by 
Mutual’s announcement of a news 
and music formula. It received a 
generally friendly reception from 
affiliates. 

Although it was not officially on 
the agenda, subscription tv popped 
up during an informal breakfast 
reception by the NTA film net- 
work and again Thursday at a 
Q&A panel meeting with the 
members of the FCC. 

Spyros Skouras, president of 
20th Century-Fox Film Corp., drew 
approval at the NTA breakfast by 
declaring that toll tv would de- 
tract from the position, prestige 
and importance of motion pictures, 
and would not aid either tv or mo- 
tion pictures. 


® Meanwhile the ultimate fate of 


applications for approval of toll} 
tv telecasts remained as uncertain | 
as ever, in the light of comments| 


by Chairman McConnaughey and 
Commissioner Robert Mack at the 
FCC panel. 

In reply to a direct question, 
Mr. McConnaughey noted that 
FCC expects to resume considera- 
tion of toll tv “within the next 
few weeks.” He said basically he 
feels toll tv should be given a 
trial, but he does not know how it 
should be done. “Nevertheless,” he 
continued, “toll tv involves some 
aspects of common carriers. At 
some point it may ultimately have 
to go to Congress for definitive 
action.” 


millions of dollars year after year. 
Only within the last few years 
they began to make a profit in 
| networking proper,” he exclaimed. 
| 

|@ “Should we begrudge them the 


new medium? It is easy to apply 
hindsight today and say that be- 
cause of the scarcity of television 
channels, they were bound to win. 
But the field was open then, as it 
is now, to all comers who wish to 
make the huge investments re- 
quired to compete with the net- 
works for station affiliation. 
“Some who could have compet- 
ed with the networks then did not 


| 


NEW HAND—At CBS-TV affiliates 

meeting in Chicago, Merle S. Jones, 

network president, welcomes the 

newest affiliate, Harold Lund, vp 
of KDKA-TV, Pittsburgh. 


fruits of their gamble with this) 


| 


currently takes 20% of the code 
board’s funds, does prove that 
commercial excesses are rampant 
|on a few stations in major mar- 
kets. He revealed there have al- 
ready been instances where sta- 
tions have been asked to withdraw 
from membership in the code or- 
ganization, but that new member- 
ships more than offset the losses. 


® Summarizing results of one ma- 
jor operation, he said seven days 
of consecutive monitoring cover- 
ing all broadcasts by 41 stations 
in 13 major markets, showed that 
90% of all code violations were by 
25% of the stations. 

Only 271 of 8,000 commercials 
monitored during 4,500 monitoring 
hours exceeded the code’s adver- 
tising time allowances, and only 
30 of 10,000 station breaks ex- 
ceeded the permissible two spots 
plus a 10-second ID. There were 
only 69 violations involving mul- 
tiple spotting within program for- 
mats, he reported. 

He said monitoring of 397 fea- 
ture-length film programs on 32 
stations in 12 cities showed aver- 
age commercial time ran only 


}} about half of the permissible lim- 


it. “Ironically,” he said, “the better 


i|the film, the more irritating the 


interruption. And sadly, the better 
the film, the more commercials 
are needed to pay for it.” 


® The FTC-FCC cooperative at- 
tack on questionable commercials 
was brought up initially by 
NARTB President Harold Fellows, 
who presided at the session Thurs- 
day when FCC members extem- 


R. Berk 


B. Berk 
promotion director of ABC, wel- 


poraneously answered questions 
from NARTB officials and broad- 
casters. 

In response to his question, 
Commissioner Hyde said FCC has 
no intention of applying “sanc- 
tions” against a broadcaster sim- 
ply because he continues to carry 
a commercial which has been 
questioned by FTC. 

He argued that the new pro- 
cedure represents an extension of 
the commission’s past practice of 
referring any complaints it re- 
ceives to stations for comment. 
“We are only providing informa- 
tion for the stations. If they con- 
tinue to carry a commercial after 
it has been declared finally to be 


false, then it would be another 
matter,” he said. 
Subsequently the issue was 


raised again by James Hughes, 
Washington attorney who said he 
represented a group of advertisers. 
He wanted to know whether sta- 
tions are expected to require sub- 
stitute commercials before final 
actions have been taken by FTC. 


® In his further discussion of 
FCC’s attitude, Commissioner 
Hyde noted there are thousands 
of complaints, and that they are 
not always serious. When they are 
sufficiently serious so that FTC 
feels a formal complaint is justi- 
fied, FCC feels it is important 
for broadcasters to be informed, 
he said. 

Commissioner Robert E. Lee and 
others concurred that FCC has no 
“sanctions” in mind. FCC is not 
equipped to pass on advertising 
questions, the commission mem- 
bers said. It is concerned solely 
with whether stations are oper- 
ated in a responsible manner. 
Commissioner Lee warned, how- 
ever, “disregard by a licensee of a 
final decision by FTC would raise 
a serious question at the FCC.” e 


‘Family Weekly’ Boosts Rates; 
Circulation Over 4,000,000 

Family Weekly, Chicago, has is- 
sued a new rate card No. 11 effec- 
tive July 7, 1957, which raises the 
full-color page rate from $13,975 
to $15,230. A monotone page 
moves from $11,400 to $12,400. The 
schedule of frequency discounts 
listed on rate card No. 10, which 
went into effect April 7, 1957, re- 
mains unchanged except that full- 
| Page discounts will also be appli- 
j}cable to equivalent space. Addi- 
tional distributing newspapers in- 
crease the supplement’s circulation 
from 3,769,816 to 3,983,901 in 156 
markets. Added too late to be 
listed on the new rate card is the 
—— Statesman, Salem, which 
boosts Family Weekly’s circula- 
‘tion to 4,003,728. 
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Weaver Program 
Service Draws 
Mixed Reaction 


(Continued from Page 1) 
Milwaukee, Chicago, Indianapolis, 
New York, Philadelphia, Washing- 
ton, Denver, Minneapolis and Los 
Angeles. 


® Here are a few reactions from 
stations which, AA learned, have 
been approached by Mr. Weaver: 


e Ted Cott, vp of DuMont Broad- 
casting Corp.—WABD, New York, 
and WTTG, Washington—said he 
had been approached by Mr. Wea- 
ver to clear morning time for his 
program service. He said DuMont 
is interested, but negotiations 
haven’t gone very far. Mr. Cott 
termed Mr. Weaver’s project “real- 
ly a large syndication concept,” 
using the idea of counterpoint in 
programming. 


e Leavitt J. Pope, assistant general 
operations manager at WPIX, New 
York, also has discussed the serv- 
ice with the ex-NBC executive. 
Mr. Pope said WPIX is interested 
and believes the idea is a feasible 
one. He thinks this type of program 
service can help a regional group 
of stations offset the high cost of 
programming live shows individu- 
ally. He characterized Mr. Weaver 
as an unusually capable man and 
added that the project will prob- 
ably work, if he thinks it will. 


e Ward Quaal, head of WGN-TV, 
Chicago, said: “We are watching 
closely and with much interest Mr. 
Weaver’s plan for a fourth net- 
work. Our station is enjoying tre- 
mendous success as an independ- 
ent. 

“Yet we are always looking for 
sources of additional good pro- 
gramming. We have had no formal 
meetings with Mr. Weaver, but 
of course we will be happy to dis- 
cuss his plans with him when they 
are finalized.” 


Filters Will Get 
40% of ‘57 Cigaret 
Market: Whitaker 


(Continued from Page 1) 
borrowings. These are now about 
twice as great as they were at the 
end of 1956 when the total amount- 
ed to $58,450,000. 

Both sales and earnings for the 
first quarter will be above the 
same period of 56, but figures will 
not be available until late in April, 
he said. For the first quarter of ’56, 
Reynolds reported sales of $213,- 
201,000 and net income of $13,- 
565,000. 

As previously reported, the com- 
pany had sales of $957,366,846 and 
net earnings of $61,912,680 in 1956 
compared with $866,425,772 and 
$53,276,637 respectively in 1955. 
In many respects, 1956 was the 
most successful year in the com- 
pany’s history, Mr. Whitaker said. 


® Camel cigarets continue as the 
largest selling brand in the coun- 
try, he noted, although shipments 
of Camel and Cavalier cigarets 
were smaller in 1956 than in the 
previous year. 

Reynolds continues to be the on- 
ly multi-brand cigaret maker with 
a single advertising agency. Adver- 
tising for all Reynolds products is 
placed by William Esty Co. . 


Fredrickson Retires 

E. N. Fredrickson, who began a 
career as a Chicago advertising 
man 42 years ago with the Wil- 
liam H. Rankin agency and headed 
an agency bearing his name in the 
1930s, has retired from Leo Burnett 
Co. Mr. Fredrickson has been with 
Burnett for the past 13 years. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


cea 


6 MONTHS ENDING DEC. 


AVERAGE PAID CIRCULATION FOR 


36,916 


31, 1956 


HELP WANTED ! 


HELP WANTED 


To a young layout man 
who is ready for 
broader opportunities in 
all phases of newspaper promotion 


The Washington Post and Times Herald | 
is looking for an Assistant Promotion 
Manager who can assist the Promotion 
Manager in all phases of the department's 
work. This man will be good enough to 
succeed The Manager when the time) 
comes. | 


If in addition to demonstrated layout 
ability you feel you can apply yourself to 
the whole field of advertising in relation 
to newspaper promotion including copy, 
research, and public events, and have the 
qualifications needed for management, 
this is your opportunity. 


If you are this man, send resume, sam- 
ples, and salary requirement to: 
The Personnel Manager 

The Washington Post and Times Herald | 

1515 - L Street, N. W. 

Washington - 5, D. C. 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St., Suite 1302-4 
WRITER - PUBLIC RELATIONS 
Aggressive, expanding Chicago agency of- 
fers excellent opportunity for writer, 30- | 
35, with newspaper or magazine back- | 
ground. Attractive starting salary. Replies 
confidential. Write full details to: | 
Box 9494, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Illinois 


MOLENE 
BAICOFB nec .ceeccecerceceeeceee0e Public Relations 
Copywriters ... a Adytg. Managers 
Artists ......Media ...... Production ..... Service | 


“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 
WE WANT A CAPABLE COPY WRITER— 
willing to start at a salary of $7,200 a year 
with substantial increases assured as soon 
as merited. Medium-sized agency in a 
Midwestern city, both growing at aj} 
healthy pace. Write in confidence, giving 
age and resume of experience. 
Box 9495, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
WRITERS! There is a strong demand in| 
the New York market for all types of 
material. We offer honest appraisal and | 
placement. Write for terms today! Daniel | 
S. Mead, Literary Agent, 419 Fourth Ave. | 
New York 

FINANCIAL PR MAN 
Established West Coast Agency needs 
man experienced in all phases of Public | 
Relations. Must have brokerage or finan- 
cial background and contacts. Salary | 
plus commission. Replies confidential 
Send resume 
Box 9497, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Dlinois | 


EXECUTIVE & CLERICAL 


ADVERTISING CONSTRUCTION MAN, 


experienced in developing Point of Pur- 


chase display material, for permanent 


| position with large mounting and finish- 


ing firm in middle west. Excellent oppor- 
tunity for aggressive man with ability. 
Write, stating experience, salary desired. 
Box 9496, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Publisher's representative for leading 
monthly trade paper in furniture and 
floor covering field for Southeastern 


States. Give present and previous publi- 
cations handled. 
Box 9516, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois. 
NEEDED AT ONCE 
Advertising director, who can also handle 
publicity and public relations for one of 
the fastest growing farm equipment man- 
ufacturers in the nation. This firm is lo- 
cated in Nebraska. Good salary and won- 
derful opportunity for the right man. 
Send biography and snapshot. 
Box 9498, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 17-1991 Chicago 
YOUNG MAN (OR GAL) ON THE GROW 
Bored with little tasks in a big firm? 
Like to take charge of all the ad and pub- 
lic relations work of an important Chi- 
cago art gallery? Enjoy unlimited poten- 
tial for growth? Send resume to: 
Box 9500, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Advertising space salesman. Southeastern 
territory. Contacting furniture, floor cov- 
ering mfrs. and ad agencies for leading 
national trade publication. Salary, com- 
mission and expenses paid. State previous 
experience 
Box 9515, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 
Dallas’ fastest moving agency needs cre- 
ative Art Director. The man we're inter- 
ested in will have opportunity for indi- 
vidual growth in both art and executive 
direction. He must be able to produce top 
creative art, buy, and direct department. 
Prefer somebody young. Chicago inter- 
views April 13, 14, 15. Call RAndolph 6- 
9636 for appointment, or write: 

Box 9521, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MARKET RESEARCH DIRECTOR 


Broad, responsible experience in public 
opinion, marketing, and advertising re- 
search. Have directed new-product tests, 


merchandising and distribution surveys 
Competent buyer of outside services 

Have contributed to marketing and adver- 
tising plans. Good knowledge of print and 
broadcast audience measurements. U. & 
Government and 4A agency background 
Have organized and made presentations to 
management. Able, seasoned administra- 


EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chgo. Su 7-2255 


tor. Now head of manufacturer's depart- 
ment but in dead end 


GIRL WITH CREATIVE FLAIR (22-40) 
needed by ad agency as asst. editor tc 
write features for small magazine 
rience with typesetters desired 
ucation, experience, age, salary required 

Box 9499, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Expe- 
Give ed- 


| Wants to take charge of department, to 
produce, and to grow. Age 43. Appears 
) younger. B.A., M.A. Would relocate at 


current salary (in 20's) for solid chance 


Box 557 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 


WANTED 
TV CREATIVE MAN 


Outstanding opportunity for a top-flight TV creative man 
to serve as Creative Director of the Television Depart- 
ment of a leading AAAA advertising agency in the Mid- 
west. 

The man we want must have heavy experience in writing 
and producing TV commercials, both live and film. He 
must be capable of taking on the supervision of both the 
TV copy department and the TV commercial production 
department. 

Our copy and production groups are already excellently 
staffed. What we are looking for is a man to provide in- 
spired and experienced leadership for both groups in the 
creation of outstanding commercials. 

He must be able to create campaigns, cut new patterns, 
spark ideas, and direct and develop other writers and 
production supervisors. Preferably he should come from 
a AAAA agency. Automotive experience is desirable but 
not necessary. 

This is an unusual and challenging opportunity with a 
major, long-established advertising agency whose TV 
activities are substantial and expanding. 

Salary is open, commensurate with ability. Moving ex- 
penses will be paid to relocate. Prompt interviews for 
strong candidates. Our employees know about this ad. 
If you can qualify, please send complete resume to: 


BOX 549 ADVERTISING AGE 
200 S. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED POSITIONS WANTED 


Advertising Age, April 15, 1957 


BUSINESS OPPORTUNITIES 


PRODUCT SALES & MERCHANDISING | 
MANAGER AVAILABLE FOR RIGHT 
OPPORTUNITY. Eighteen years experi- 
ence with two Blue Chip companies in all 
phases of grocery sales, merchandising 
and advertising including foreign experi- 
ence. Proven ability to produce. Resume | 


Advertising Manager, 34. Now owns agen- 
cy. Really knows all phases of advertising, 
sales promotion, business admin. Man 
with exciting ideas; strong copy. 
Box 9508, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING MANAGER 


ARTIST-wide gen. exp., wants to rent 
furn. offc., tel., from agency or other 
having some art work. Has own accts., 
will do your layout, art, prod., free lance. 
Exc. prop. for rt. party, good loc. May 1 
Box 9517, ADVERTISING AGE 
200 E. Mlinois St., Chicago, Illinois 


and references upon request 
Box 9501, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Psychology B.A. 26 - Market Rsch Exp. - 
Consumer, Industrial, Product, Motiva- 
tion. Seeks challenging career position. 
Writing ability. WA 7-7069 
Box 9502, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


CHICAGO PUBLICITY GAL 
Writing, editing, production experience. 
Box 9503, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ARE YOU READY TO CAPTURE 
RAPIDLY EXPANDING MARKETS? 
Broad experience, proved competence is 
available to you to help you build the 
sellingest advertising and promotional 
program you've ever employed. My twen- 
ty-five years experience in directing, 
planning and performing every phase of 
advertising, merchandising, publicity, pro- 
motion, and public relations can be ac- 
tively producing results for you within 
weeks. I'm looking for challenging, hard 
work (not a position). Let’s talk it over! 

Write: 
Box 9504, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
FOOD MARKETING 
MERCHANDISING MAN 
Presently creating and directing merchan- 
dising program for top mfgr. Close famil- 
iarity with sales, research, advertising 
management. Salary $15M. Seek growth 
opportunity agency or mfgr. 
Box 9505, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLISHER'S MAN FRIDAY 
broad experience advertising, production 
—capable administrator with ability to get 
job done. Let’s talk! Metropolitan N.Y. 
area. 


Box 9506, ADVERTISING AGE 

480 Lexington Avenue, New York 17, N.Y 
ATTENTION: WEST COAST COPY 

CHIEF WHO NEEDS HELP! 
Here's a good right hand for you! Expe- 
rienced copywriter wants to move out 
your way. Lots of good training, practice, 
in planning, writing for all media, indus- 
trial and consumer. 29, Degree in adver- 
tising, married, $8,000. Write: 

Box 9507, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


PUBLISHER'S 
REPRESENTATIVE 


Unusual sales opportunity for 
seasoned publication represent- 
ative or organization selling in- 
dustrial markets. Leading indus- 
trial publication. Over 17 years 
old; prefer man or organization 
now established in several ter- 
ritories. Good starting commis- 
sions. Excellent potential. Write 
full background to: 

Box 552 ADVERTISING AGE 

480 Lexington Ave. 
New York 17, New York 


Fine-Screening 
Speeds Hiring 


Experienced in every 
phase of advertising, 
Bolton's careful study 
sitions and appli 
viten brings them 
together handily as 
a brand new zipper. The 
Bolton man is geared for 


} 


as 


Seasoned executive now available for new 


position. Ten years experience in plan- 
ning and directing diversified 7-figure na- 
tional advertising program. Broad back- 
ground in public relations, newspaper and 
magazine writing and editing. Here's an 
organizing ability, a creative mind and a 
writing talent ready to work on your 
problems 

Box 9509, ADVERTISING AGE 

200 E. Iinois St., Chicago, Illinois 
CIRCULATION MANAGER 

Col. grad. with 7 yrs. ABC Business pub- 
lication expr. Will relocate. 

Box 9510, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Llinois 

PROMOTION MAN-Capable detail mind- 
ed young idea man with 6 years all 
around advertising experience seeks chal- 
lenging position. Write for resume. 

Box 9511, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


PART OF MARKETING TEAM 
Exp. as Asst. A/E on groc. store prod’ts. 
Strong media, 3 yrs. top agency. Aggres- 


sive Diplomat - Highest References, 29, 
single, relocation consider 
Box 9512, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 
ADV. MGR. - ACCOUNT EXEC. 
Seven years pkg. grocery exp. as brand 


mgr. and account exec. Supervised $1,- 
000,000 budgets inc! all phases of copy, 
media, packaging, budgets, sales prom., 
new prod. development, research and 


market planning. Self starter capable of ABC ENTERPRISES, 


administering entire marketing program 
Practical business judgment - energetic 
and personable. Strong producer you will 
be glad to have on your executive staff - 
29 M.B.A. college marketing instructor. 
Box 9513, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
COPY-CONTACT MAN 
Nearing top of unique short ladder, lacks 
both knife and desire to hack way on up 
Definitely not lacking brains or drive and 
can offer easy personality plus own fair 
share of proved successes. Age 30, B.S, 
family, now in Chicago at $9,000 
Box 9514, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN 10 years exp., Chica- | 


go 
25% 


area, married, age 39, good record, 
travel, wants future. 

Box 9404, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising-Sales Promotion Manager 
or Account Executive 

24 years’ experience; appliances 5, men's 
wear 6, Navy Public Relations 3, liquor 
10. Primarily administrative and agency 
aison. Considerable knowledge graphic 
arts and production plus copy and rough 
layouts. Salary desired $15,000 ill con- 
sider reasonable proposition with growth 

ssibilities. Wire or write P.O. Box 894, 
oulsville, Ky 


| 


| 


| 


| 


| 


| 
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Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publications, Geneseo, New York 


OPPORTUNITY: Due to health will sell 5 
county East Coast Weekly; also national 
farm magazine. Closed Corp. ownership. 
Private Sale: $60,000. 
Box 9520, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
REGIONAL BUSINESS PUBLICATION 
50% available to space salesman with $20,- 
000 investment. Book well established; 
good potential in NY area. 
Write R. Kennedy, Suite 1616, 230 Park 
Ave., New York, New York. 
PUBLICATION FOR SALE 
A small industrial publication with a large 
growth potential. Can be operated part or 
full time. Priced to sell. 
Box 9519, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BALTIMORE 
Are you a young A. E. with general agen- 
ey experience that controls small billings? 
Would like to talk about an interesting 
proposition. Give me some details. Con- 
fidence kept. 
Box 9518, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 
cory 

MULTILITH, DAVIDSON PLATES 8 for 

$10 Postpaid. Offset printing $3 M. Fold- 

ing $6 for 10 M pes. Cash with order. 

2107 Market St., 

Philadelphia 3, Pennsylvania. 


WANT TO BE THE HIGHEST PAID 
COPYWRITER IN LOS ANGELES? 


New position created. We need a 
top person. A real challenging op- 
portunity for the man or woman 
who likes to write. Wide diversifi- 
cation. Well established advertising 
agency. Write in detail. All replies 
held in strict confidence. Our staff 
knows of this advertisement 


BOX 553 ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 


WRITER 
Free-lance basis. Idea man, ex- 
tremely strong on selling by 
mail. Letters—brochures—cata- 
logs. From creating to mailing. 

JOHN ELLMAN 
8240 TRIPP SKOKIE, ILL. 
ORchard 4-2821 


ADVERTISING MANAGER 


Leading national organization with headquarters in Chi- 
cago and annual advertising budget in excess of one mil- 
lion dollars, offers substantial opportunity to experienced 
advertising executive in his thirties. 


Background should include sound, broad experience in 
planning, creation, placement and overall direction of 
important advertising programs, preferably in the con- 
struction field. Must be a team man, able to coordinate 
work of large agency and function efficiently as an admin- 
istrator. Salary is open. If you fit these qualifications, 
please outline your education, experience, personal data 
and salary history. Your reply will be considered confi- 


the job—or isn’t sent 


WILLIAM BOLTON 

1243 Western Saving Fund Building 

Philadelphia 7, Pa. Kingsley 6-1330 
Service Nationally 


dential and acknowledged promptly. 


BOX 551 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


OWN A GRAY FLANNEL SUIT?.... 


. and the creative imagination, personality and planning 
ability to effectively handle a program to increase consumer 
acceptance for our stores? If you do, you’re the individual 


we’re seeking to handle an executive spot as a Branch Adver- 
tising and Sales Promotion Manager. 


Further Qualifications: 


e Age 30 to 37 
e College Graduate or equivalent 


e 5 year’s or more effective advertising or sales 
promotion experience. 


e Willingness to relocate 


Salary to $10,000 depending on experience and qualifica- 
tions. 
We’re a major midwestern food chain widely recognized for 
highly progressive and stable management, outstanding per- 
sonnel relations, excellent benefits and steady growth. 
Replies, which will be held in strictest confidence, should 
cover complete experience, name of present employer, present 
salary, age and other personal data. Address: 
BOX 554 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ASSOCIATE EDITOR 

A rapidly growing business publication has 
an unusual opportunity for a man with 
journalism training and agency experi- 
ence. Must be able to interview top agency 
executives and prepare final copy of in- 
terview results. This job has a real fu- 
ture with well established, top notch pub- 
lishing house. Send complete résumé and 
expected salary to 

555 ADVERTISING AGE 


Box 
200 E. Iilinois St Chicago 11 


TM 


INDUSTRIAL DESIGNER 
(PACKAGING) 
Wanted for 
CALIFORNIA 
The expanding product develop- 
ment activity of an integrated 
West Coast manufacturer of 
paperboard packaging has cre- 
ated an opening for a man with 
proven ability to apply imagi- 
nation and ingenuity in finding 
solutions to a wide range of 
packaging problems. Required 
is actual experience in the 
structural design of corrugated 
containers and/or folding car- 

tons 
Well established corporation 
with retirement plan and other 
benefits. Salary open. You are 
invited to write to present your 
qualifications and receive fur- 
ther information, to 
J. A. CONNOLLY 
P. O. BOX 3611 
San Francisco 6, Calif. 
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Advertising Age, April 15, 1957 


ART WORK BY MAIL 


RINE TO CALIFORW, 


PERSONAL SERVO 
Write for free portfolio show- 
ing samples of booklets, folders, 
catalogs and similar advertis- 
ing pieces which I have written 
and designed by mail for firms 
in all parts of the country from 
Maine to California. Write to 

Raymond Lufkin 


124 West Clinton Ave., Tenafly, New Jersey 


ASSISTANT 
ADVERTISING 
MANAGER 


Nationally known chemical manufacturer 
has an immediate ming for a qualified 
individual in the ‘orporate Advertising 
Yept. The individual will have complete 
authority and responsibility for wedge 
and program for several Divisions after 
adequate training. Must have a technical 
or engineering training in addition to 
training and/or experience in advertising 
and sales promotion. Desire 2 to 3 years’ 
industrial advertising experience. Excel- 
lent starting salary, liberal emp.oyee ben- 
efits. All replies held confidential. Please 
send résumé with full details to 


L-24, P.O. Box 2068 
Phila. 3, Pa. 


Our 46th Year 
TOP TV-RADIO EXEC, AGENCY 

This bie job is for a man as good as the 
best, whose career proves he can supervise 
for major accounts: production, using all 
techniques programming commercial 
copy creation and storyboards; time buy- 
ing and research. Also high-level client 
contact. Salary—what the man’s record 
says he's worth 


GLADER CORPORATION 
“The Agency's Agency’ 
Don Harris, Dir. Adv. Div 

110 S. Dearborn CE 6-5353 Chicago 


AD AGENCY SEEKS 
FREE LANCE WITH 
SOME BILLING FOR 
PART TIME WORK 


We need more help on our present 
accounts and will make an attractive 
deal with a free-lance or one-man 
agency who would join us and de- 
vote some of his time on our pay- 
roll. You can keep your identity 
with your own accounts, if you 
srefer. We are a quality shop in 
Phica © serving quality accounts 
and ave excellent facilities for 
service. Replies held confidential. 


Box 558 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


GRAPHIC DESIGNER 
wanted for 
SAN FRANCISCO 
The expanding Product Devel- 
opment activity of an integrated 
West Coast manufacturer of pa- 
perboard packaging has created 
an opening for a man with prov- 
en artistic ability to apply imag- 
ination, creativity, and a sales- 
minded approach to a wide 
range of design problems. Re- 
quired is actual experience in 
graphic design for corrugated 
containers and/or folding car- 


tons. 
Well established corporation 
with retirement plan and other 
employee benefits available. Sal- 
ary open. 
You are invited to write to pre- 
sent your qualifications and 
receive further information. 
Personnel Manazer 
P. O. Box 3611 
San Francisco 6, Calif. 


"SPRING ROUND-UP” 
$6,000 — $25,000 


Have several immediate openings for Ac- 
count Supervisors, Account Executives, 
Group Copy Chiefs, Sr. & Jr. Copywriters, 
Marketing Directors, Merchandising Man- 
agers arket Research Directors and 
Analysts, P/R Writers, Technical Writers 
etc fp anes gg | in hard lines, con- 
sumer durables, light & heavy industrials, 
foods or related, cosmetics and drug 
proprietaries. For confidential representa- 
tion, contact 


GEORGE E. PYLKAS 
Executive Advertising Consultant 


CADILLAC EMPLOYMENT AGENCY, INC. 
220 $. State St. Chicazo, Ill. WA 2-4800 


Beigel Joins Miami Agency 


Jerome Beigel, formerly cam-| 


paign secretary for the Greater 
Miami Combined Jewish Appeal, 
has joined Matthews, Salzman & 
Allen, Miami agency, as media- 
space director. Before moving to 
Florida last year, he was head of 
his own New York agency for 20 
years. 


WANTED 


Creative copy writer for Promotion 
Dept. of large eastern Radio-TV Sta- 
tion. Must have thorough background 
in newspaper display advertising, di- 
rect mail, and all phases of print 
media. Excellent opportunity for self 
starter with ideas. Please submit 
sample creative ad copy, layout and 
brochure ideas plus experience and 
salary requirement. 


Box 556 ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 


CEntral 6-5670 


THE CHICAGO TRIBUNE 

RESEARCH DIVISION 
We are expanding our research 
operation and have openings for 
a Junior and a Senior Analyst 
with social science backgrounds. 
Actual business research expe- 
rience is essential for the senior 
position. 
We are interested in a practical 
orientation to business problems 
and the ability to communicate 
research findings as well as ad- 
vanced academic 4 

Send resume to Don Klein, 
Research Manager, 
CHICAGO TRIBUNE 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE. CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters , 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 

Public Relations | 
Please write briefly outlining your 
specific experience or personne! needs. 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Relatively new Miami Agency 
with billing of close to $1,000,000 
seeks the following: 
COPYWRITERS — Experienced. 
Able to think graphically and 
write creatively. 

ART DIRECTOR—“Take-over” 
capacity. Crisp Layouts. 
ARTISTS—Staff. Layouts and 
Mechanicals 

Give all details in first letter 
including salary, qualifications 
and reason for wanting to settle 
in Miami. Good opportunity in 
extremely fast growing agency. 


ROSEN /GOELD Advertising, 
Inc. 
530 Biscayne Blvd., 
Miami 32, Fla. 
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House Coordinated Colors from Sears ! 


COLOR COORDINATES—Sears, Roebuc 
the May 20 Life and May Better 
new national advertising campai 


k & Co. has scheduled this ad for 
Homes & Gardens as part of its 
gn. Sears plans to spend about 


$1,000,000 in magazines alone in the first six months of 1957 (AA, 
March 25). Cunningham & Walsh, Chicago, is the agency. 


Tyler Hits Grocery 


(Continued from Page 3) | 
percentage gain since 1951. 


e More than 3,250 new supermar- 
kets were added in 1956, and 1957 
will see a 23% increase. 


e Two out of every five SMI mem- 
bers have long-range plans for ex- 
pansion, some of them figuring 
ahead as much as 10 years. 


e The $41 billion business done by 
SMI members (21,000 stores) last 
year represented a gain in “ton- 
nage” of goods moved as well as 
money taken in. 


8 In condemning price advertising, 
Mr. Tyler pointed out that the big 
national food chains have aban- 
doned it “as the economic picture 
has changed. 

“They spend less and less of 
their advertising money on price. 
You would be hard put to it to 
find any reference even to econo- 
my in current food brand ads,” he 
said. “They work on the basis that 
the greatest job advertising can do 
for many products is to act as a 
last-minute ‘hand-steerer.’ The 
hand that reaches out for a can of, 
let us say, peas on a shelf can 
waver between two labels and then | 
pick one of them for no conscious 
reason its owner could explain to 
you.” 


® The Chicago advertising execu- 
tive said it was a feeling of safety 
and assurance and familiarity with 
the brand that guided the custom- 
er’s hand to the choice. 

“The brand name has penetrated 
into the consumer's consciousness, | 
and only advertising has put it | 
there,” he said. | 

Mr. Tyler told the food o_,| 
tives their advertising has a better 
chance to be seen and acted on| 
than it used to. “On the other hand, 
your ads have less chance of being | 
thoroughly read, because the phys- 
ical amount of advertising has al-| 
most doubled in 10 years.” 

He advised them to “build an 
image” with their advertisements— 
sponsor ads that classify a store, | 
a product, a service; ads that put 
the store in a niche, give it a mean- 
ing separate from all other stores. 


® Recommending institutional ad- 
vertising for supermarkets, Ralph 
Hendershot, New York consultant 
on financial public relations, ad- 


| vised the operators to show bank- 
|ers their company is a good one 


to which to grant a loan. 
“Big business is doing this sort 


lof thing all the time, under the 


fancy name of financial public re-| 

lations,”’ Mr. Hendershot said. “You 

probably can do a much better job 
of it on a community level than 


Ads for ‘Treating 


Housewife as if She Were on Relief’ 


the big boys do on Wall St.” 

He suggested the store owners 
create a “climate” for borrowing 
long before they need or ask for 
money. 

“Set aside a certain amount of 
money out of the budget you have 
allocated for long-term develop- 
ment,” he said, “and spend it for 
a series of small advertisements. 

“In these advertisements, talk to 
the entire community—not about 
cans of peas and cuts of meat. Talk 
about your business and its place 
in the community. Talk about your 
craft, about your recent moderni- 
zations, your service, your people 
and organization—and just a hint 
of your future expansion.” 


® The still-rocketing growth of the 
supermarket industry was spelled 
out by Curt Kornblau, SMI re- 
search director. “Plans are made to 
open 23 new markets this year for 
every 100 in operation at the be- 
ginning of 1956,” Mr. Kornblau 
said in one of his three convention 
reports. Along with gains and ex- 
pansions, Mr. Kornblau noted, 
store operating expenses again rose 
at a faster rate than sales, with 
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10% of member stores reporting a 
lower gross margin in 1956 than in 
the previous year, and 12% the 
same margin as in 1955. 

Turning to trading stamps, Mr. 
Kornblau said: “Of the companies 

which took on stamps in 1956, only 
145% feel that stamps are producing 
| sufficient sales gains. This com- 
| pares with 51% of those adding 
istamps in 1955.” 

be However, trading stamps did 
|gain generally in 1956, Mr. Korn- 
jblau said. Stamps are now given 
in more than half the supermar- 
kets. 

“Three out of five that give 
stamps feel the added sales gain 
absorbs cost of the stamps, but two 
out of five feel that stamps are not 
paying their way,” he said. 

Some 22% of the operators be- 
lieve that stamps are here to stay, 
for better or worse; 17% see 
stamps on the way out. The major- 
ity of supermarkets—61%—are 
uncertain, Mr. Kornblau said. e 


Pepsodent Toothpaste Contest 
Offers $88,025 in Prizes 


Starting toward the end of April, 
Lever Bros. will sponsor a Pepso- 
dent toothpaste contest offering 
$88,025 in prizes for the brightest 
answers to “Wonder where the 
yellow went.” Top prizes will be 
Esther Williams swimming pools in 
addition to some 4,000 others 
awarded in six separate contests. 

Running through June 8, the 
contest will be supported with spot 
radio, network television and Sun- 
day comics schedules. Foote, Cone 
& Belding is the Pepsodent agency. 


Magary Moves to Westclox 

Alan Magary, formerly sales 
|;manager of the watch division of 
| Seth Thomas Clocks, a division of 
|General Time Corp., has been 
named merchandising manager of 
ithe Westclox division, La Salle, 
Ill. Before joining General Time, 
he was director of sales research 
and planning of Elgin National 
Watch Co. 


Akerman, Siegel to Wallach 

M. A. Wallach Research Organ- 
ization, New York, has named Carl 
E. Akerman as director of research 
and Marilyn Siegel as field direc- 
tor. Mr. Akerman was previously 
|with Doyle Dane Bernbach Inc., 
and Miss Siegel was with Bryan 
Houston Inc. 


At the newsstand, issue for issue, more men buy TRUE than 


buy 


LOOK ...or LIFE magazine. Total newsstand sales 


averaging 1,088,000 copies at 35¢ a throw! Greater dollar 
sales at newsstand than SEP. 

Never overlook the buying power of the men who read 
TRUE...2,500,000 currently (and growing). Selling to men? 


your list. 


Then TRUE goes to the top of TRUE 
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Weaver Blasts Nets; 
His Plan Draws Shrugs 


(Continued from Page 1) 
where 40% of tv homes are now 
located. 

Mr. Weaver told reporters he 
had not so far signed any stations, 
nor had he lined up any shows or 


sponsors for Program Service. He} 


estimated, however, that he will 
have daytime attractions in opera- 
tion by fall. 


s He mentioned only one familiar 
show as an example: “Ding Dong 
School,” which he asserts he can 
deliver in 15 markets for $25,000, 
gross commissionable for five 
half-hours a week. Its NBC price 
last summer, sold on 55 basic sta- 
tions for ten quarter-hours, was 
$160,000. He said that in Novem- 
ber and December, ARB and Pulse 
ratings showed “Ding Dong 
School” leading Gary Moore. (Lat- 
er, in reply to a reporter who 
characterized the show as a re- 
jected refugee from NBC, Mr. 
Weaver insisted that the price on 
it for full network was simply too 
high.) 

“Other good shows,” he prom- 
ised, “when time costs are lowered 
by two-thirds and only major 
markets used, will return or ap- 
pear on the schedule.” 

He also promised a couple of 
mammoth projects—the kind that 
used to make his memoranda such 
entrancing reading for NBC (and 


” 


CBS) executives. One is called 
Culture (“very long’’), to include 
symphonic and operatic music 
and ballet. The other is called 


Controversy, a show to examine 
major issues before the public on 
a both-sides basis. The shows 
would be sponsored by “let us say, 
ten products, exclusive in their 
field But without product 
sell,” he said. 


# “This will sell products,” Mr. 
Weaver assured his audience, bas- 
ing his argument on the ground 
that an appreciative audience 
“would on reflection decide that 
good products in a field all have 
good reasons for use, so why not 
use the ones asking for support as 
good products bringing this fine 
program to them.” 

These projects, he said, illus- 
trate services not rendered by the 
networks, and not really afford- 
able by them. 

“Because the networks cannot 
do it—and would not anyway, be- 
cause of the ratings—does this 
mean that Americans must be de- 
nied such programs?” he asked. 
Program Service, he reminded the 
group, has advantages over the 
networks because it “doesn’t have 
to beat ‘Lassie’ to be successful 
for advertisers. 

“I can deliver them a small 
circulation in tv—no larger, say, 
than the circulation of an issue of 
Life. In time we will come to un- 
derstand that even in television, 
this is still a very large audi- 
ence...” 


s The networks, he believes, are 
battling each other “largely for 
the share of the existing audience 
... Pressured into fighting like 
with like...they move toward 
sameness in  programming—to- 
ward what they think is safe, to- 
ward the western, the escape and 
the suspense show, kid shows and 
trivia...” 

Mr. Weaver emphasized in his 
speech and in talking to reporters 
that independent major market tv 
stations are his primary targets, 
but that he feels successful shows 
developed there can be trans- 
ferred to network affiliates on op- 
tion time. And he boldly insisted 
that, where necessary, he would 
move to get educational channels 


limited commercial basis. 

The onetime NBC head asserted 
that some programming can be 
“provided out of profits from fa- 
cilities companies, as the net- 
works are becoming... But we 
must not allow the competitive 
factors between present elements 
in the business to so degrade ser- 
vice that we lose our forward 
momentum... 


s “If the large groups are still too 
small, as circulation, to be worth 
the present level of network costs, 
then we must form new enter- 
prises to bring the programs and 
services to the groups on bases 
that make advertising sense. The 
networks are of no help here,” he 
said. 

But despite his grim view of the 
networks and their future pro- 
gramming plans, he doesn’t expect 
opposition from them. Just the op- 
posite; they will be helpful, he 
feels. 

“The success of Program Service 
will be the best answer to the con- 
tinually recurring charges and in- 
vestigations on matters of mono- 
poly, too much power over station 
programming, too much power 
over advertisers, too much power 
over the artists and creators, and 
combination of both production 
and exhibition phases of the busi- 
ness under one management, and 
so on,” he said. 

“Indeed, if I succeed in doing 
what I expect to do, the govern- 
ment will be investigating me. For 
this, I expect the gratitude of the 
network heads.” 


® During his period of eclipse, aft- 
er having been perhaps the most- 
quoted and most-publicized of the 
television moguls, Mr. Weaver had 
often been described as not brood- 
ing over his descent from the NBC 
pinnacle. 

Nevertheless, the description of 
“dreamer,” which was pinned on 
him by some hard-boiled survi- 
vors of the Weaver era at NBC, 
still rankles. In his speech and in 
talking to reporters, he was at 
some pains to point out that his 
record at NBC combined both pro- 
gramming sock and cash register 
ring. 

Samples from the speech: 

“In building NBC Television 
from 1949 on, my group was first 
of all advertising-oriented. We 
...knew what clients needed 
from advertising. We made tele- 
vision responsive to those needs, 
rather than have it follow the ra- 
dio pattern. We made nighttime 
television ...available to small 
advertisers, something that never 
happened in radio in 20 years. 

“Through the magazine concept 
shows, we made television flexible 
enough to meet the timely or sea- 
sonal needs of advertisers. The 
spectaculars and telementaries 
were built for advertisers who 
needed values beyond straight 
product selling...” 


s “Everything I did at NBC was 
planned to create talk, to force 
pressure on publications to broad- 
en coverage, and to do the things 
that would also cause talk after- 
wards. And incidentally the shows 
were sold largely to new advertis- 
ers in television, with new adver- 
tising money, with new sponsor- 
ship patterns... 

“The strategy produced success 
both times. Big hits, sold out, new 


money. Results: Growth, profits, 
prestige...I might also point 
out that it is a matter of public 
|record ... just how well my lead- 


MAGNUS HENDELL has been named 
director of advertising of Bayuk 
Cigars Inc., Philadelphia. He for- 
merly was a vp and account exec- 
utive of Modern Merchandising 
Bureau, New York. 


Television network passed CBS... 

“In total billings, in profits, 
NBC made more money in tele- 
vision before taxes than it had 
dollar volume when I became head 
of it in 1949—more than $30,000,- 
000, or almost double the profit of 
the preceding year.” 

An articulate, forceful man, Mr. 
Weaver summarized for a reporter 
his NBC accomplishments like 
this: 


s “The essential thing I did for 
NBC was to build it from a busi- 
ness with Milton Berle and noth- 
ing else—due to lose its affiliates 
in six months—to a business earn- 
ing $30,000,000.” 

He asserted that another “couple 
of years” would have seen his pol- 
icies pay out. He described his 
problems with NBC management 
as involving others’ tendencies “to 
louse me up on occasion, particu- 
larly with money allocations for 
services we didn’t want.” 

Still, Mr. Weaver conceded, “My 
new operation is no threat to the 
networks.” 

In reply to reporters’ questions, 
he conceded he had discussed the 
15-station network with WABD, 
New York, WPIX, New York, and 
WGN-TV, Chicago. He declined to 
name other stations, telling re- 
porters they could look up the in- 
dependents in the major markets 
and see which ones they were. 


s He was casual about financing, 
claiming airly, “I have no money 
problems ... I’m not incorpor- 
ated, and I’m telling you what 
I’m going to do, not what I’ve 
done. This isn’t the Tube & Coil 
business, fellows. You don’t need 
money if you’ve got the pro- 
grams.” The Tube & Coil jibe 
drew a reflective titter from the 
reporters who knew Mr. Weaver's 
antipathy toward RCA manufac- 
turing executives and financial 
men. 

In the best Weaver tradition, 
the speech he was to give this 
evening was pre-tape-recorded 
and delivered to reporters, along 
with mimeographed copies. He an- 
swered Seattle reporters in a con- 
ference in the Olympic Hotel; 
New York reporters assembled un- 
der the stuffed heads of big-game 
animals in 21’s Hunt Room, using 
two-way radio to ask questions. 

It had all the Weaver earmarks, 
the taped presentation, the writ- 
ten speech, the gimmick and the 
spectacular setting. 

It also had the Weaver wit: In 
explaining how new talent could 
be introduced on his miniature 
network, he summed up, “We can 
flop at a low price.” 


@ In explaining that Program 
Service will distribute only paid 
programs, he said the only sus- 
tainers would be gaps in the net- 
work which were unsold, although 
if a station liked it, the station it- 
self might pay for it—‘“then it 


jership of NBC paid off in gross| would really be sustaining.” At 
|billings and profit...In my last| another point, he said, “At the 


in cities to carry the shows on a! year as president [1955] the NBC| moment, I’m a one-man empire.” 
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RAB Plans to ‘Adopt’ an Advertiser 
for All-Out Test of Radio Potency 


(Continued from Page 1) 
e William Geeshin, Young & Rubi- 
cam account executive, revealed 
that Beech Nut chewing gum’s re- 
turn to radio after six years’ ab- 
sence will carry with it 75% of the 
ad budget this year. He termed it 
the “biggest spot radio buy by any 
gum manufacturer in history.” 


e J. Clarke Mattimore, vp of Ken- 
yon & Eckhardt, reported that 
Pepsi-Cola’s “Pepsi, Please” pro- 
motion has now run in 25 markets 
and will run in 75 more before the 
summer is out. (Pepsi’s local radio 
campaign will amount to $2,500,- 
000 this year, Mr. Sweeney added.) 


e Doug Morris, vp of Lambert & 
Feasley, offered this dramatic pic- 
ture of Listerine expenditures in 
radio: In 1956—zero; in 1957, $2,- 
500,000. The new Listerine spot 
radio schedule uses 190 stations in 
75 top markets, with from 20 to 150 
spots a week in each. 


e Trans-World Airlines has in- 
creased its radio usage from “vir- 
tually nothing’ five years ago to 
5% in 1955 and 18% this year. (In 
general, the airlines have increased 
their radio expenditures from 
$150,000, all told, five years ago to 


a “multi-million-dollar invest- 
ment” this year, Mr. Sweeney 
said.) 


s John Keavey, domestic adver- 
tising director of TWA, explained 
that the airline first used radio in 
the form of two-week local cam- 
paigns to cure “sick” flight seg- 
ments. Then it decided to stay in 
on a 52-week basis after the 
“sickness” was cured, and is now 
in 12 markets on a regular basis. 
Mr. Keavey observed that people 
have moved to the suburbs, but 
that “other media” have not always 
moved out to follow them. Radio 
also hasn't changed, he added, but 
“people have moved out to meet 
radio.” Another reason for using 
the medium, he said, was that the 
airlines are becoming more and 
more a mass-market business. 
Other, more fragmentary, ad 
budget successes contained in the 
RAB presentation include: Whit- 
man’s candy, now completing a 39- 
week radio test, on the basis of 
which the company expects to give 
radio a “large share” in 1958; Scott 
Paper Co., which increased its ra- 
dio spending from nothing in 1955 
to 8% of the budget this year; the 
Tea Council, up from nothing in '55 
to 25% this year—and previously 
an account on which ty had a 
“stranglehold,” according to Mr. 
Sweeney; and Norelco, in network 
television last year, now out of it 
and into spot and network radio. 


® In the hard-sell world of RAB 
a special target of attack (though 
not exactly named) was the Tele- 
vision Bureau of Advertising. Mr. 
Sweeney repeatedly stuck pins ina 
TvB  specialty—what he termed 
“block-busting presentations to 
roomfuls of people.” 

And he predicted that RAB’s 
budget would cross the $1,000,000 
mark early next year, making it 
the “largest trade association in 
terms of budget in the broadcasting 
business” (though still only half 
the size of the newspapers’ Bureau 
of Advertising). 

Mr. Sweeney’s own sales ap- 
proach, he said, depends upon “in- 
fantry, not atom bombs”—the use 
of salesmen who call personally on 
top executives of agencies and ad- 
vertisers. RAB, he said, had three 
such men in ’54, has ten now, will 
have 14 at year’s end—and looks 
forward to having a whole battal- 
ion. 

“We want to see that there’s no 
advertiser anywhere who isn’t seen 


by one of our guys at least twice 
a year.” 


s Elsewhere at the NARTB con- 
vention radio itself took a bit of a 
mauling—from a surprisingly spir- 
ited band of fm broadcasters. Cue 
for the unexpected outburst was a 
recent upswing in fm radio listen- 
ing, a strong hi-fi-stimulated in- 
terest in costly German-made sets 
and a new interest in owning fm 
stations. 

A well-attended fm session ex- 
ulted in the first increase in fm sta- 
tion population in a long time and 
received with wonderment the 
news of the first contest for fm 
station allocations in ten years: An 
FCC hearing, it was said, will take 
place in Los Angeles, which now 
has 17 commercial fm stations and 
six applicants for the remaining 
three vacancies. It was pointed out 
that other big markets, like New 
York, Chicago, Detroit and Wash- 
ington, are also nearly out of open- 
ings on the fm band. 


® Maury Novak, fm pioneer, hit 
at radio “over-commercialization”: 
“Fm will fail where am radio failed 
and where tv is going to fail if it 
spends its time trying to make a 
fast buck. The day of the gravy 
train is over. We must awaken to 
our responsibilities to provide a 
superior service.” 

By general agreement, the Los 
Angeles-San Diego area is the bell- 
wether in fm growth, and Dorothy 
Rabell, KSON-FM, San Diego, of- 
fered this explanation: 

“The thing that sold fm sets to 
a third of the Los Angeles popula- 
tion was background music,” she 
said. “This has no commercials, 
and it’s possible that a lot of these 
people are fugitives from commer- 
cials.” 


® Her husband, Fred Rabell, had 
a case history—a six-hour back- 
ground music show on KSON-FM, 
called “Cloud 7.” It is at the top of 
the top ten radio shows—“am, fm, 
network or local’”’—and has a wait- 
ing list of sponsors, he said. He 
noted that the program only carries 
four commercials an hour, com- 
pared with 20 per hour on an am 
version of it. 

“Even at four per hour people 
write in complaining of our over- 
commercialization,” he added. 

Only the advertisers present 
were unimpressed, it seemed. Ray 
L. Stone, Maxon Inc., found pos- 
Sibilities in fm as a “selective” 
medium, but objected that too little 
information on it was available to 
advertisers. 

Frank Silvernail, manager of sta- 
tion relations, Batten, Barton, 
Durstine & Osborn, found no pos- 
sibilities at all. “We have given up 
on fm,” he said. “There’s too little 
originality and too much duplica- 
tion of am radio programs. The 
average listener doesn’t even know 
whether he’s listening to fm.” 


® Another man with some com- 
plaints about radio advertising was 
Frederick J. Bell, executive vp of 
the National Automobile Dealers 
Assn., whose members, he estimat- 
ed, spend $168,000,000 a year in 
advertising—$60,000,000 of it in ra- 
dio and tv. 

Mr. Bell’s chief complaint con- 
cerned a “lunatic fringe” of auto 
dealers and their “all-too-willing 
accomplices” among the station op- 
erators who have been engaging 
in “razzle-dazzle and latter-day 
Barnum” advertising practices. Im- 
proved franchise contracts with 
auto manufacturers should remove 
some of the feelings of “fear and 
insecurity” which led dealers to 
such practices, he said, e 
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FIRST TIME EVER 


in name of city! 


INTRODUCING THE 


NEW 
BULOVA 


Fredulen 
ELECTRIC RAZOR 


HOLY TOLEDO!—It looks like a new 
type of mild profanity, says Mar- 
vin S. Reese, Fred Wittner Adver- 
tising, who spotted this goof in the 
Glen Cove, N.Y., Record & Pilot. 


Carroll Is Named 
Ad Director of 


’ 
Everywoman’s’ 

New York, April 11—Derek J. 
Carroll has been named advertising 
director of Everywoman’s Maga- 
zine. Previously he was eastern 
advertising manager. His successor 
is George Kuebler, who has moved 
up from the sales staff. 

Mr. Carroll succeeds Thomas F. 
Buck, who moved April 1 to Ful- 
ler & Smith & Ross as an account 
executive. Mr. Buck joined the 
sales staff of Bverywoman’s in 
April, 1953, because “I have to buy 
groceries for six kids.” Previously 
he was head of Buck Publishing 
Co., which put out Family Shopper 
and which was suspended earlier 
in April, 1953. 

Two months ago, Joseph P. Tier- 
nan left his post as western man- 
ager of Everywoman’s to join the 
Chicago sales staff of Coronet. e 


McCormick Joins Cyanamid 
in New Research Post 

Frederick E. McCormick, for- 
merly assistant director of market 
research of Nestle Co., has joined 
American Cyanamid Co., New 
York, in the new post of market 
research manager 
of its new farm 
and home divi- 
sion. The divi- 
sion, set up Jan. 
1, consolidates all 
the company’s 
animal feed and 
veterinary prod- 
ucts with the food 
products depart- 
ments of the fine 
chemicals divi- 
sion. Advertising 
for the new division is handled by 
Cunningham & Walsh, which has 
handled the animal and veterinary 
products since November. The food 
portion of the account, including 
the Acronized process, previously 
was handled by Geare-Marston. 

Moulton H. Farnham, formerly 
account executive for the Acro- 
nized process at Geare-Marston, 
has joined Cunningham & Walsh 
in the same capacity. 


KGO Stations Name Three 

Dave Lundy has been named 
sales manager of KGO, San Fran- 
cisco, and Dave Sacks has been 
named to a similar post with 
KGO-TV, both ABC stations. The 
staff changes involve establish- 
ment of separate sales units. Mr. 
Lundy has been with KGO since 
1955. Mr. Sacks has been with 
KGO-TV for six years. In addition, 
Wayne Wynn, formerly with Al- 
buquerque, N. M., radio stations, 
has been named a member of the 
KGO radio sales staff. 


i 


Fred E. McCormick 


Last Minute News Flashes 


Moorhead Heads Revamped Brown-Forman Ad Unit 

Loursvit_e, April 12—Brown-Forman Distillers Corp. today an- 
nounced a major reorganization of its advertising and promotion divi- 
sion. Rodman W. Moorhead Jr., vp, has been named executive director 
of the division. Reporting to him are Peyton Hoge, director of adver- 
tising, who will be responsible for all agency and advertising media 
relations, and Grove Gleason, manager of advertising audit and budget 
control. A promotion director will be added to the staff in the near 
future who will be responsible for all merchandising promotions. Har- 
old Elfmann, formerly production manager of Zimmer-McClaskey Ad- 
vertising Agency, has been named advertising production manager and 
will handle all of the company’s point of sale material. 


Rutledge & Lilienfeld Gets Blue Label Foods 


Rocuester, N. Y., April 12—Curtice Bros. Co., packer of Blue Label 
foods, will shift its advertising account May 1 from Chambers & Wis- 
well, Boston, to Rutledge & Lilienfeld, Chicago. The company is plan- 
ning to expand its distribution, using newspapers, radio and tv. 


‘Arthur Godfrey Show’ Leaves Air June 26 


New York, April 12—Arthur Godfrey has notified the sponsors of 
his CBS-TV Wednesday night “Arthur Godfrey Show” that he is dis- 
continuing the hour-long program, effective June 26. Sponsors of the 
show, which has been on the air since January, 1949, are Bristol-Myers 
Co. (Young & Rubicam) and Kellogg Co. and Pillsbury Mills (both Leo 
Burnett). The two other Godfrey shows on CBS-TV are unaffected. 


Hilton & Riggio Gets Grandma's Molasses from Hoyt 

New York, April 12—American Molasses Co. has named Hilton & 
Riggio to handle advertising of its Grandma’s molasses beginning May 
15. The account has been with Charles W. Hoyt Co. 


Chesebrough-Pond’s Cuts Ties with Colgate 

New York, April 12—Chesebrough-Pond’s will cancel its distribution 
contract with Colgate-Palmolive Co., effective July 1. Chesebrough, 
which merged with Pond’s in July, 1955, will use the expanding 
Pond’s sales staff for distribution. 


MONY Starts Drive in Dailies, Magazines 


New York, April 12—The Mutual Life Insurance Co. of New York 
will launch its largest advertising campaign April 15 to push its 
“large economy-size” insurance package. MONY will use 1,000-line ads 
in 120 newspapers in the U.S. and Canada plus two-color and b&w 
spreads and pages in Life, Look, Newsweek, Reader’s Digest, Time and 
11 insurance magazines. Benton & Bowles is the agency. 


Marlboro Sets 40-State Outdoor Campaign 


New York, April 12—Philip Morris Inc., starting next month, will 
use outdoor posters in 40 states over a six-month period for Marlboro 
cigarets. This will be Marlboro’s first appearance on outdoor posters, 
according to Outdoor Advertising Inc. Leo Burnett Co. is the agency. 


Cohen Named for Dormin Pills; Other Late News 

e Harry B. Cohen Advertising, New York, has been named to handle 
the advertising for Dormin sieeping pills and Paradorm, a new prod- 
uct for relaxing nervous tension. Fiore & Fiore is the previous agency 


for the Dormin Inc. account. 


e On the heels of the announcement (see Media Path, Page 42) that | 
Life’s April 15 issue will carry a record $4,150,000 in advertising, Bet- | 
ter Homes & Gardens announced that its April issue billed $4,595,706 | 
gross, which Meredith says is the largest single issue of any magazine | 
in terms of advertising revenue. These two issues are believed to be 
the only issues of magazines to hit the $4,000,000 mark. 


e Robert H. Teter, executive assistant to the president of Westing- 
house Broadcasting Co., will join Peters, Griffin, Woodward, station 
representative, as vp and director of the radio division May 1. Russel 
Woodward, exec vp, has headed the division; in the future he will de- 
vote his time to both the radio and tv divisions. 


e The Bureau of Advertising will show its first motion picture, “Peo- 
ple, Profits & You,” at the convention of the American Newspaper 
Publishers Assn., which opens April 22. 


e Good Humor Corp., Brooklyn, N. Y., is dropping its institutional ap- 
proach this spring in favor of a hard-sell approach stressing quality. 
More than 50% of an expanded ad budget will be spent in radio spots. 


e Pharma-Craft Co., Batavia, Ill., has signed a $4,000,000 contract with | 
National Broadcasting Co. to co-sponsor the Steve Allen tv show for 
65 weeks, beginning June 23. After the first two weeks, Pharma-Craft 
will sponsor a 30-minute segment of the show every other week. Grey- 
hound Corp. also is a co-sponsor (AA, April 8). During the summer, 
Fresh deodorants will be promoted. In the fall, emphasis will switch to 
Coldene. J. Walter Thompson Co. is Pharma-Craft’s agency. 


e The Libbey glass division of Owens-Illinois Glass Co., Toledo, will 
introduce its new Thriftee glassware line with a four-color page in 
the May issue of Living for Young Homemakers, to be followed by an 
extensive fall campaign in Better Homes & Gardens, House Beautiful, 
House & Garden, Life and The New Yorker. The agency is J. Walter 
Thompson Co. 


e The News, Goshen, Ind., has been awarded the Ayer Cup for ex- 
cellence in typography, makeup and printing—the smallest daily (7,- 
745 circulation) ever to win the cup. 


e Landers, Frary & Clark, New Britain, Conn., will promote its Uni- 
versal coffee maker in 35 ads in 22 magazines in April, May and June, 
plus two insertions in May in 35 newspapers. One ad series advertises 
the coffeemaker “at the price you've waited for—$19.95.” A second 
series promotes the coffee maker plus a toaster, a $49.90 value, at 
$39.95 for both. Goold & Tierney, New York, is the agency. 


e Francis M. Fitzmaurice, vp in charge of the western division of Four 
Roses Distillers Co., subsidiary of Seagram Distillers Corp., New York, 
has been named vp and assistant to Jay Gould, exec vp of the company. 
Leo Lehrman, previously central division manager, has been appointed 


national sales manager for Four Roses gin. 


Shakeups Seize 
Colgate in Wake 
of Company Study 


(Continued from Page 1) 

cles division, who is slated to be 
shifted to vp and sales manager 
for the division. In Mr. Miller’s 
household products division, Frank 
W. Reif, formerly general manager 
of the soap sales division, is ex- 
pected to be named general sales 
manager for the division. 

Next in the new chain of com- 
mand will be the newly created 
position of marketing manager, of 
which there will be two: C-P Ad- 
vertising Manager Irvin W. Hoff 
will be marketing manager for 
toilet articles and Thomas S. Car- 
roll, now a brand advertising man- 
ager, will move in as marketing 
manager for household products. 


® A slew of advertising brand 
managers, assistant ad managers 
and merchandising executives in 
both divisions will now be known 
as product managers. The product 
managers will be responsible for 
advertising and merchandising and 
in most cases will have assistants. 
Several new sales positions also 
will be created. 

J. A. Deimling, assistant mer- 
chandising manager, is expected 
to assume a new and important 
role in the Kay Daumit division, 
which handles Lustre-Creme 
shampoo. Among the others shift- 
ing around are Kenneth Arring- 
ton, a brand advertising manager 
who will be named product man- 
ager for all dentifrices. Brand 
manager S. Rulon-Miller and Bob 
Clark, merchandising man, are 


|among those scheduled for posts as 


soap product managers. 

The management reorganization 
also touches the international divi- 
sion. However, William B. Fergus- 
son, vp of C-P International, told 
AA there will only be “minor” 
changes in the direction of greater 
decentralization. In other words, 
Colgate’s highly-profitable over- 
seas subsidiaries now will be given 
more autonomy. 


® There are also some dismissals 
and resignations involved in the 
divisionalization of the company. 
Dr. Harry Wolfe, with the compa- 
ny for about 15 years, has resigned 
as director of market research. 

One nonplussed executive re- 
ceived his dismissal notice* and 
two weeks severance while enjoy- 
ing his winter vacation. There are 
certain to be others fired or re- 
signing. 

Keith Dresser is resigning as 
sales promotion manager of the 
soap division. Mr. Dresser has re- 
signed to take another position 
which he said he was not at liber- 
ty to reveal. He said his departure 
is coincidental with the reorganiza- 
tion. 

With the exception of Mr. Mil- 
ler’s appointment last month (AA, 
March 25), Colgate’s public rela- 
tions department is making no 
comment yet on the many other 
executive changes in progress. But 
the rumor mill grinds and com- 
pany employes from carpeted-of- 
fice executives to sweater-gir] 
stenos await the coming weeks 
with a mixture of fear and antici- 
pation. 


® One of the main reasons for the 
upheaval in the sales and adver- 
tising departments—ultimately the 
changes will range through the 
entire company—is the more than 
six-months survey of company op- 
erations conducted recently by 
McKinsey & Co., management con- 
sultant. As one observer put it, 
“They swallowed the report, hook, 
line and sinker.” 

There’s no doubt but that Col- 
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gate needs to swallow something 
for its ailments. Foremost among 
these is the constantly dwindling 
domestic profit ratio, despite in- 
creased sales. Last year, for exam- 
ple, two-thirds of the half-billion- 
dollar company’s total earnings 
came from its foreign operations, 
and the company’s net domestic 
income plummeted nearly 50% 
from the 1955 figure to $5,182,000. 

It is significant that nobody 
could be found in the domestic op- 
erations to grab the reins as top 
man of the two new divisions. Both 
Mr. Miller and Mr. Grace have 
made impressive records in C-P’s 
international setup. 


s What is described by some as 
“a complete vacuum in domestic 
management personnel” is due 
largely to the fact that Edward H. 
Little, 75-year-old board chairman 
(and president since William Lee 
Sims’ sudden resignation last 
month), is regarded as a “latter- 
day Sewell Avery” who doesn’t 
object to fixing responsibility but 
feels differently when it comes to 
delegating authority. A stream of 
top-flight Colgate advertising ex- 
ecutives who suddenly found them- 
selves in need of employment 
during the last few years can at- 
test to that. 

Among those apparently un- 
scathed by the changes, past and 
impending, is Stuart Sherman, vp 
in charge of advertising and, at 
$68,409 a year (plus over $5,000 
bonus), the third-highest-salaried 
officer last year. His income was 
exceeded only by that of Mr. Sims 
($125,000) and Mr. Little ($150,- 
000). 

A complete administrative 
shakeup might leave just one man 
at the helm until the shakedown 
cruise is over, say the cynics, and 
this would provide Chairman Lit- 
tle with good ammunition to con- 
vince his directors and stockhold- 
ers that he’s needed for several 
years more. 


s While not of the same size to 
begin with, nevertheless, the sales 
and earnings figures for Procter & 
Gamble and Colgate-Palmolive Co. 
over the past ten years highlight 
the direction and pace the two 
companies are traveling. 

In 1947, P&G had domestic sales 
of $534,000,000 and Colgate was a 
$260,000,000 domestic operation. 
Three years later, P&G did $633,- 
000,000, while Colgate sales 
dropped to $212,000,000. By 1953, 
P&G was doing $850,000,000 and 
Colgate was up to $257,000,000. The 
1956 reports show both companies 
at alltime highs, P&G with $1,- 
038,000,000 in domestic sales and 
Colgate with $290,968,000. 

In other words, while Procter & 
Gamble racked up a 100% in- 
crease in domestic sales in the 
decade, Colgate sales rose less than 
10%. 


® The profit picture over the past 
ten years is equally revealing. Con- 
solidated net earnings for P&G in 
1947 were $46,924,000; for Colgate, 
$22,764,000. Both companies dipped 
and rose in the next two years, but 
by 1950 P&G showed earnings of 
$61,092,000, while Colgate had 
slipped to $15,737,000. They both 
dropped again, and by 1953 P&G 
reported $42,032,000 and Colgate 
$12,045,000. 

From then on, it’s been full 
steam ahead for P&G. Earnings 
bounced up to $52,328,000 in 1954, 
$57,471,000 in 1955 and, last year, 
to $59,316,471, of which $7,189,849 
was income from foreign subsid- 
iaries. In this time Colgate re- 
ported net income of $12,503,000 in 
1954, $14,008,000 in 1955 and, last 
year, $10,518,000, of which $5,336,- 
000 was income from foreign divi- 
dends. 

In other words, while Procter & 
Gamble profits climbed nearly 


one-third in the decade, Colgate- 
Palmolive profits dropped more 
than 50%. * 
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Skouras Joins 
Toll TV Foes 
in NARTB Talk 


(Continued from Page 2) 
It Now” documentary in a 
second ID. 

Mr. Pack opened the film panel 
discussion with a plea for half- 
hour syndicated shows with more 
distinction, more imagination and 
better writing. He also urged sta- 
tion men to use more creativity in 
programming their film fare. 


ten- 


s Ralph Cohn, vp of Screen Gems, 
told Mr. Pack and the rest of the 
telecasters they could expect to 
get higher quality syndicated 
shows when they expand the mar- 
ket for these series. 


“IT don’t want to seem to be cry- 


| ing the blues and predicting the 


end of first-run syndication films, 
but if you’re going to make a show 
for syndication, you have to hold 
the cost down,” Mr. Cohn asserted. 

He said syndicators are handi- 
capped by lack of playing time in 
station-scarce markets, by the dif- 
ficulty of clearing choice time even 
in three-station markets and by 
increased competition from feature 
films. 

Mr. Cohn disagreed with Mr. 
Skouras as to the inexhaustibility 
of the potential supply of feature 
movies. He thinks the pickings will 
be slim indeed in about six years. 

For this reason, as well as for 
reasons of good programming, he 
advised stations to “develop a bal- 
anced sense of buying and schedul- 
ing feature films.” He added that 
such a move would be helpful to 
syndicators. 


s Maurice J. Rifkin, vp of Ziv 
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ATTENTION ADVERTISERS! 
EARLY DEADLINES MUST BE OBSERVED. 


All Orders to Be Mailed Must Be 
| Received on or Betere June tet, e 


Television Programs, emphasized 
the role that the syndicator can 
play in helping sell local, regional 
and national spot advertisers. He 
said co-sponsorship “marriages” 
can be arranged between these 
groups of advertisers and that 
good selling can “trade them up” 
from spots to program usage. 


® Campbell Arnoux, of WTAR- 
TV, Norfolk, noted that film al- 
ready has taken over a big chunk 
of the telecasting day and called on 
the industry to keep a well bal- 
anced schedule of film and live at- 
tractions. 

The film sellers’ “hot potato”— 
the government’s anti-trust crack- 
down on block booking—was not 
mentioned during the panel dis- 
cussion or in the brief question- 
and-answer session that followed. 
So far the government’s action 
against Loew’s Inc. (AA, April 1) 
appears to have had relatively lit- 
tle effect on sales practices in the 
industry. Most of the distributors 
questioned told ApVERTISING AGE 
they have not modified their way 
of doing business, which tradition- 
ally has been to package feature 
movies for sale as a group. 

The company most directly con- 
cerned—Loew’s tv arm, MGM— 
has, however, introduced a “more 
flexible” setup, whereby its library 
of 700-plus films is available in 
any combination from a single 
movie up. Previously, MGM mov- 
ies were available in packages of 
100 or more. 


8 A spokesman for the distributor 
told AA that this plan had been 
on the drawing board long before 
the anti-trust action. He said there 
obviously are some stations that 
can’t absorb the whole library, or 
even a major portion of it, and that 
MGM wants to do business with 
them, too, and now is prepared to. 

In the halls there were plenty 
of station men who would staunch- 
ly defend the industry practice 
which the Department of Justice 
has branded as illegal. William J. 
Kaland, of Westinghouse, pointed 
out that it’s much simpler to buy 
films in a batch when a good group 
is available. He emphasized that 
a package from a major studio 
gives a tv station something big to 
promote. 

“Let’s don’t kid ourselves. If 
there is a library of 700 or so films 
available, there may be as many 
as 100 in the group that we don’t 
especially want,” said Mr. Kaland. 
“But it doesn’t really make much 
difference, because we know we 
would pay just about the same if 
we bought the 600 titles we are 
interested in.” 


@ Syndicators offered less this 
year in the way of flamboyant 
decorations, pretty girls, big name 
stars and tricky giveaways, but 
several of them were doing a fair 
amount of business in their toned- 
down quarters. 

By mid-week, Associated Art- 
ists Productions, for example, had 
sold “Popeye” series to four sta- 


Lorillard Joins 


‘Vogue, Crystal 
in Style Drive 


(Continued from Page 1) 

one in a city. 

On April 17, Best & Co., New 
York, will feature a window dis- 
play on the Summer Smoke theme 
and dresses, and a fashion show 
luncheon will be held at the Wal- 
dorf-Astoria. Sample packages of 
Kent cigarets will be distributed, 
and the fashion commentary will 
detail the part Kent played in in- 
spiring the fashions. 


s Lewis Gruber, Lorillard presi- 
dent, said, “We expect big things 
of this promotion, because the 
women who constitute its main au- 
dience are the style setters and 
leaders in their groups. By tying 
Kent in with the David Crystal 
fashions, we are reaching these 
women at their most receptive mo- 
ment—when they are shopping for 
new clothes.” 

To obtain department store cov- 
erage and cooperation, the Loril- 
lard field force worked closely 
with David Crystal representatives 
and store executives in lining up 
displays. Vogue sent to all stores a 
high-style brochure which includ- 
ed reproductions of the Vogue ads, 
Kent display material, suggested 
newspaper ads and suggested win- 
dow displays. 


® The Summer Smoke fashion 
promotion was created and pre- 
pared for Kent cigarets by the 
Chernow Advertising Agency, spe- 
cialist in fashion advertising, in 
cooperation with Young & Rubi- 
cam, Lorillard’s agency for Kent 
cigarets. 

In addition, Kent promotion in- 
cludes network radio and televi- 
sion participation commercials on 
more than 800 stations and co- 
sponsorship of “The $64,000 Chal- 
lenge” (CBS-TV). 


Brendler Joins Macfadden 
Ralph Brendler, formerly with 
McGraw-Hill Publishing Co., has 
been named general manager of 
Bartholomew House, the book pub- 
lishing division of Macfadden Pub- 
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Singer Sets Sew-off 

Singer Sewing Machine Co., New 
York, will hold its second annual 
Grand Sew-off finals in B. Altman 
& Co., New York department store, 
during June. The Sew-off climaxes 
Singer’s national dressmaking con- 
test and will be the feature of a 
store-wide home sewing promo- 
tion. Last year, the Sew-off was 
held in the New York Coliseum 
during the Sewing Fashion Festi- 
val. Although more than 70,000 
persons attended the Coliseum 
show, it is being dropped this year 
for lack of sponsors. 


Federal Sign Boosts Feerer 

Federal Sign & Signal Corp., 
Chicago, has promoted Don F. 
Feerer from general manager of 
its electrical advertising division to 
vp. 


New Look At 
Point-Of- 
Purchase 
Advertising 


Turn to the April issue of ADVER- 
TISING REQUIREMENTS for the 
results of a major survey conducted 
by AR at the request of the Point- 
Of-Purchase Advertising Institute. 

The editors of AR queried a cross- 
section of national and regional ad- 
vertisers and their agencies to get 
the answers to questions like these: 

“What percentage of your adver- 
tising budget is allocated to point-of- 
purchase advertising? ... How many 
different displays do you use per 
year? . How are your displays 
distributed and/or installed? What 
types of displays do you use? How 
much do they cost? 

The answers to these and many 
other detailed questions will prove 
mighty helpful to you if you are at 
all interested in P-O-P display ad- 
vertising. 

Clip this ad and attach $3 for a 
year’s trial of AR, starting with the 
big April issue. Each month’s issue 
covers everything an adman must do 
except buy time or space. You must 
be satisfied—or your money back. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 


lications, New York. 


a group—of 
Warner movies. 

Featured in National Telefilm 
Associates’ exhibition was a brand 
new package of 100 features. 
Mainly they are 20th Century-Fox 
pre-1949 films, but the group also 
includes three Stanley Kramer 
films of post-1950 vintage. They 
are “High Noon,” “Cyrano de Ber- 
gerac” and “The Men.” 


Bentley Joins ‘Reader's Digest’ 
W. Clemens Bentley, formerly | 


134,448 A.B.C. CITY ZONE 
441 (222 A.B.C. RETAIL TRADING ZONE 


promotion direction of This Week 
Magazine, will join the Reader’s 
Digest promotion department, New 
York, on April 22. Mr. Bentley, 


resigned last January, was at one 
time with Badger, Browning & 
| Hersey and Monroe F. Dreher Inc. 


tions and Warner Bros. feature 
film packages to two. Both of 
these stations bought several | 


who joined This Week in 1949 and | 


| 
Best Test City in the Midwest 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


BIG and still growing 


REMARKABLE ROCKFORD 


Ground is being broken for 
another $3 million factory . 
just part of the continuing in- 
dustrial growth of Remarkable 
Rockford, Illinois. 


)) 


New industries continue to come to 
Rockford .. . and companies already 
here continue to expand. That is why 
Rockford has become the NO. I City 
in Illinois (outside Chicago) ... and 
a rich market for your products or 
services. Rockford is the 2nd largest 
machine tool center in the world. . 
34th in the USA in expendable in- 
come ... 36th in buying power... 
and 13th in total Postal Savings. You 
can get complete coverage of this 
rich market with Rockford’s home- 
owned daily newspapers. Four color 
press facilities are available. 


Represented 
Nationally by 
Burke, Kuipers 
& Mahoney, Inc. 
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*TIME offers the biggest concentrated 


SPORTSMAN 


TIME 


circulation 
audience of best customers and influ: ., 
ential people in the United States to- 2,100,000 
day. Nevertheless, VIP exaggerates. Not PRR eS 


all TIME readers trot the globe. 
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In the first quarter of 1957— 
McCall’s advertising linage gained 18.1% 
and advertising revenue gained 27.8% — 
over the first quarter of 1956 


AND NOW: 


APRIL 
McCALL 
IS THE 
BIGGEST! 


Ba EM IRE IER 


Most 
Editorial Pages 


Advertising Pages 


Ever! 


Biggest Value 
Ever 

to Readers and 

Advertisers! 


MeCalls 


... the magazine of Togetherness 
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